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[bookmark: _Toc216994188]INTRODUCTION 
This report examines the international marketing strategies implemented by the automobile company BMW through the analysis of its operations in two different and contrasting markets: Russia and Canada. As a global leader in the premium automotive manufacturing industry, BMW faces a range of macroenvironmental conditions, cultural factors, and regulations that drive its international performance. The report considers the external environments of the company by using the PESTLE, social and cultural analysis and use the STP framework and the 7Ps marketing mix to compare the strategic response of the BMW company in both countries. By diving into differences in market behaviour, geopolitical influences and consumer expectations, this report identifies key challenges and opportunities as well as data-driven recommendations to improve BMW's global marketing effectiveness.

[bookmark: _Toc216994189]1. Overview of the Company - BMW
[image: This is how BMW became the top selling luxury car company in the U.S.]
[bookmark: _Toc216994286]Figure 1: BMW Logo
(Source: BMW Group, 2025)
BMW Group (Bayrechsche Motoren Werke AG) is one of the biggest German multinational vehicle producers and is reputable because of its innovative revolution, engineering, and strong sustainability dedication (BMW Group, 2025). The Group was founded in 1916 and manages over 140 countries and has a portfolio of brands, including BMW, MINI, and Rolls-Royce (Li, 2025). The efficiency continued technological improvement, and the international regulatory standards are the pillars of the operational set up of the Group. It has been varying levels of success with strategic expansion in various parts of the world - more specifically in Europe, North America, and Asia. However, the geopolitical tensions have been bringing significant challenges in particular regions such as Russia, however other regions such as Canada continue to represent significant growth drivers (Quinn, 2025).
BMW Vision
Most commonly refers to the Vision Neue Klasse, a concept car family showcasing the company's future direction towards electric, digital, and sustainable mobility

(Source: BMW Group, 2025)
This report is an analysis of BMW in Canada and in Russia: the background of the company, its operation and its market presence. It provides a comparison of PESTLE environments, STP, and 7ps; it analyses the performance (sales, share, dealer networks, EV uptake) and ethical concerns (sanctions compliance). It ends with recommendations supported by data regarding the international marketing strategy including pricing, communication, positioning, digital branding, sustainability.

[bookmark: _Toc216994190]1. Country A – BMW Operations in Russia
BMW entered the Russian market under a manufacturing cooperation with Avtotor in Kaliningrad and started production in August 1999 with the 5 Series and 7 Series. Subsequent expansion of production output included the 3 Series of later generations of 5 and 7 Series, and the X models. In 2014, BMW Group Russia developed a strong distribution system with 63 dealerships in 39 cities. However, when dealing with economic uncertainty, BMW had to delay their 2015 intentions of a wholly owned manufacturing plant in Russia and instead continue their partnership with Avtotor.
Operations relied mainly on semi-knockdown assembly kits that were sent to Avtotor for local distribution (Boston, 2022). Subsequent to the invasion of Ukraine by Russia in 2022, BMW suspended all its exports and domestic production, citing disrupted supply chain and geopolitical hostilities as reasons for the suspension (BMW Group, 2023). This action was a step back from core manufacturing and distribution operations once and for all.
In 2024, BMW faced reputational and regulatory challenges after selling over one hundred luxury cars to Russian buyers through the agency of sales, therefore violating EU sanctions (Lahiri, 2024). Such incidents shed light on the ongoing grey-market operations using transit jurisdictions and were related to revenue loss in addition to a reduced corporate presence today that has mainly been relegated to financial services (BMW Group, 2023).

[bookmark: _Toc216994191]2. Country A – BMW Operations in Canada
The first entry of BMW in the Canadian market was the side opening of its first dealership in Ottawa in 1969. Formalization of the corporate presence came in 1986 with the formation of BMW Canada Inc. as a wholly owned subsidiary of the parent company, BMW AG. The company is based in Richmond Hill, Ontario, and later grew its lineup to include MINI and BMW Motorrad, enabling nationwide control of the brand and generating long-themed sales expansion.
BMW Group Canada operates one of the brand’s most stable markets, supported by a LEED-certified facility opened in 2010 and employing over 250 staff across sales, marketing, and financial services (BMW Group Canada, 2025). The company manages an extensive national network of BMW, MINI, and Motorrad dealerships.
By Q3 2025, BMW Canada recorded vehicle sales growth of 5.9%, driven by strong demand for M models and electric vehicles such as the i4 and iX (BMW Group Canada, 2025). Despite facing US tariff pressures on X-series imports, BMW’s adaptability and innovation underpin its sustained performance (Kennedy, 2025; Adil and Hussain, 2024).
[bookmark: _Toc216994192]2. The Macroenvironment (PESTLE) Analysis of BMW
[image: ]
[bookmark: _Toc216994287]Figure 2: PESTLE Analysis 
(Source: Dubetcky, O., 2024)
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[bookmark: _Toc216994288]Figure 3: PESTLE Analysis Definition
(Created by learner)
Comparative Summary of Favourable and Unfavourable Factors – Russia vs Canada
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[bookmark: _Toc216994289]Figure 4: Comparative Summary of Favourable and Unfavourable Factors – Russia vs Canada
(Created by learner)
[bookmark: _Toc216994193]2.1 Political Factors
[image: ]
[bookmark: _Toc216994290]Figure 5: Political Factors
(Created by learner)

[bookmark: _Toc216994194]2.1.1 Russia
BMW's international activities are heavily influenced by the prevailing situation of political stability, governmental policy parameters and international diplomatic relations in each target market. In the Russian context, political uncertainty and international sanctions have created major obstacles to the continuity of business operations. After the Russian incursion into Ukraine in 2022, BMW halted both production and export activities directed towards Russia, thus terminating its longstanding collaboration with Avtotor in Kaliningrad (Boston, 2022). The European Union fines limited the export of cars whose engines had capacities over 1,900‛cubiccentimeters which directly hampered the ability of BMW to sell its high-end models (Lahiri, 2024). Such regulatory limitations, together with the disruptions in supply-chains, have significantly cost BMW its presence and earnings in the Russian market.
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[bookmark: _Toc216994291]Figure 6: Russian Auto Industry Crisis
(Source: Partsvania, V., 2025)

[bookmark: _Toc216994195]2.1.2 Canada
In Canada, BMW benefits from a steady political environment, with business-friendly policy, enabling foreign investment and helping to promote sustainable practices. The Canadian involvement in the international trade accords such as the United States-Mexico-Canada Agreement (USMCA) has facilitated the streamlined importation of BMW vehicles manufactured in the United States (Kennedy, 2025). The Canadian government also offers tax break on the purchase of electric vehicles (EVs) therefore helping in the green transition plan by BMW (Li, 2025). As a result, Russia and Canada have different the risks of political instability and regulatory risk due to the favorable environment to grow BMW in the long term, respectively (BMW Group, 2025).
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[bookmark: _Toc216994292]Figure 7: Canada EV Industry Challenges
(Source: Zeifmans LLP, 2025)

[bookmark: _Toc216994196]2.2 Economic Factors
[image: ]
[bookmark: _Toc216994293]Figure 8: Economic Factors
(Created by learner)
[bookmark: _Toc216994197]2.2.1 Russia
Economic conditions have a great impact on BMW's pricing strategy as well as production strategy and consumer demand. In the Russian market, the national economy has been severely affected by sanctions, currency depreciation, and rising inflationary pressure since 2022. As a result, increased volatility of the ruble and limited access to Western banking infrastructures have reduced the consumer's purchasing power when it comes to imported luxury vehicles (BMW Group, 2023). As a result, the revenues made by BMW in Russia have reduced over 20-percent between 2023 and 2024 (BMW Group, 2023). The above circumstances have forced BMW to consider the low volume, all service, operational paradigm in Russia, hence maintaining minimal financial service operations, including those undertaken by BMW Bank.
Russia’s Economic Growth
[image: A graph of growth in russia
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[bookmark: _Toc216994294]Figure 9: Russia’s Economic Growth
(Source: Fleck, A., 2025)
The chart illustrates Russia's varied increased GDP growth, with strong GDP growth in 2021 (5.9%), followed by slumps as a result of sanctions and geopolitical conflicts, including a decrease of b-1.2% in 2022. Growth levels off somewhat in 2023-2024 but is expected to slow down considerably to 1.4% in 2025 and 1.2% in 2026.

[bookmark: _Toc216994198]2.2.2 Canada
On the contrary, the economy of Canada is quite strong as evidenced by high GDP per capita and growing consumer spending on luxury items. Canadian automotive market is driven by the consistent growth in the disposable incomes, minimal inflationary forces, and an already growing need in sustainable means of mobility (BMW Group Canada, 2025). Despite the increase in the tariff rates of various models of imported BMW cars in the U.S., such as the X3 and X5, operating costs have increased, but the premium segment has still exhibited strong performance (Kennedy, 2025). The stable 5.9% rise in the sales of BMW vehicles by Q3 2025 is a mark of the resilience of the brand and its correlation with the overall economic situation in the country (BMW Group Canada, 2025).
Canada’s GDP vs Population Growth
[image: ]
[bookmark: _Toc216994295]Figure 10: Canada’s GDP vs Population Growth
(Source: Dewan, A., 2025)
The population growth of Canada is continuous between 2022 and 2025, whereas the GDP per capita is not high but relatively good, ranging between CAD $54,000 and 55,500. The trend shows that it is resilient despite the economic pressure. The forecasted GDP growth in the year 2025 will be 1.25 as it shows that there is a stable economic performance that will be based on increase in population and stable consumer purchasing power.

[bookmark: _Toc216994199]2.3 Social Factors
[image: ]
[bookmark: _Toc216994296]Figure 11: Social Factors
(Created by learner)

[bookmark: _Toc216994200]2.3.1 Russia
Social dynamics such as lifestyle choices, demographics and cultural critiques towards sustainability define BMW's consumer base. In Russia, the brand's clientele mainly comprises wealthy urban consumers who consider BMW as a symbol of prestige and social status (Adil and Hussain, 2024). However, the ongoing geopolitical crisis has shifted the mood of consumers, with some consumers linking Western brands to political resentment or economic elitism (Rivers, 2024). Moreover, hard access to Western imports has contributed to the growth of Chinese alternatives in Russia's luxury auto market.
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[bookmark: _Toc216994297]Figure 12: Russia Auto Market Upheaval
(Source: Urquhart, T. 2025)

[bookmark: _Toc216994201]2.3.2 Canada
The social values in Canada are closely related to innovativeness, environmental friendliness, and inclusivity. There is a social trend of eco-friendly lifestyles that is increasingly turning to hybrid and electric models like the BMW i4 and iX among the Canadian consumers (Li, 2025). The increasing number of young professionals and immigrants also increased the target audience as they are attracted to technological functions developed by the brand and its international image (BMW Group, 2025). Additional community work and sports and sustainability related sponsorships by BMW also increase its accessibility and brand loyalty in Canada (BMW Group, 2025).
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[bookmark: _Toc216994298]Figure 13: Canadian Millennial Auto Consumers
(Source: Automotive Industries Association of Canada, 2025)

[bookmark: _Toc216994202]2.3.3 Social Environment Analysis
[bookmark: _Toc216994203]2.3.3.1 Changing Social Trends in Russia 
Russia's social environment has changed because of political and economic instability and luxury consumption has decreased an overall demand for premium vehicles is weakened (BMW Group, 2023). Sanctions and shrinking incomes have driven the hand of constraint, while nationalistic inclinations have driven domestic and non-Western brands (Rivers, 2024). Although rich consumers still favour the use of high-performance cars, affordability pressure and limited access to imports has limited the market growth (Boston, 2022).

2.3.3.2 Changing Social Trends in Canada 
The Canadian society is highly promoting sustainability, diversity, and digital-based lifestyles, majoring in the demand of BMW electric and hybrid models (Li, 2025). Younger customers are more focused on the sustainability and ethical brands, which points to the sustainability concept of BMW (BMW Group Canada, 2025). Inclusive marketing and interest in smaller, energy-saving vehicles with high-quality digital services is also affected by Canada as a multicultural society and flexible urban lifestyle (Adil and Hussain, 2024).

[bookmark: _Toc216994204]2.3.4 Cultural Environment Analysis
[bookmark: _Toc216994205]2.3.4.1 Hofstede model
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[bookmark: _Toc216994299]Figure 14: Hofstede model definition
(Created by learner)
[image: Explanation of Hofstede's cultural dimensions with examples]
[bookmark: _Toc216994300]Figure 15: Hofstede model
(Source: Miller, K., 2022)

[bookmark: _Toc216994206]2.3.4.2 Advantages and disadvantages of Hofstede Model
Advantages of the Hofstede Model
· Offers a clear and systematic way of comparing the national cultures along their measurable dimensions, to facilitate international management and marketing decisions (Hofstede, 2011).
· Helps multinational organizations anticipate cultural differences that might have a bearing on leadership, communication and workplace behaviour (Adil et al., 2024).
· Widely employed and supported by empirical evidence, therefore, a practical reference in cross-cultural research and in global business studies (Hofstede et al., 2010).
Disadvantages of the Hofstede Model
· The method is rooted on national averages a methodology that can simplify cultural differences and hide regional or individual differences within nations (McSweeney, 2002).  
· Its empirical basis is based on information initially collected on one multinational company and as such limits its representativeness and reduces its current topicality (McSweeney, 2002).  
· It can have a weak representation of cultural changes over time or effects of globalization and digitalization on modern communities (Adil et al., 2024).





[bookmark: _Toc216994207]2.3.4.3 Hofstede Model Analysis
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[bookmark: _Toc216994301]Figure 16: Hofstede Model Analysis
(Created by learner)
The Hofstede cultural dimension scores paint a definite contrast between Canada and Russia, and these scores influence BMW's management and what they do in the market. If we look at how power distance is displayed in Canada or Russia overall, Canada's low power distance (39) signals egalitarian values, promoting such leadership styles as participative and empowering employees, whereas Russia's very high power distance (93) signals hierarchical structures and centralised decision making (Hofstede et al., 2010). The individualism score of Canada is relatively high 72 and this basis the orientation towards autonomy, innovation, and personal achievement, whilst the collectivist orientation of Russia has a score of 46 and prefigures loyalty, authority, and group dependence.
Russia's very high level of uncertainty avoidance (95) indicates a level of uncertainty, risk aversion, and reliance on formal rules that is totally opposite to that found in Canada (48) and thus it supports flexibility and adaptability. Canada with 68 is a stronger indulgence whereas Russia with 20 is a lower score reflecting the culture preferences of restraint and social control. Differences in the long-term orientation are another indication of Canada's balanced pragmatism compared to Russia's more future-oriented persistence (Hofstede, 2011).

[bookmark: _Toc216994208]2.3.4.4 Cultural Factors in Russia 
Russian culture is typified by high power distance and high uncertainty avoidance that support hierarchical leadership, formal authority and risk aversive decision making (Hofstede, 2011). Collectivist tendencies embrace loyalty and obedience whereas low dimension of indulgence underscores modest lives and soft discretionary expenditure. These cultural qualities shape consumer behaviour and organisational activities therefore requiring organised governance and strong regulatory adherence of organisations like BMW (Hofstede et al., 2010).
[image: Russia passenger vehicle market share by brands in 2024 - Global Times]
[bookmark: _Toc216994302]Figure 17: Russia Auto Brand Shift
(Source:

[bookmark: _Toc216994209]2.3.4.5 Cultural Factors in Canada 
Canada's culture has proved to have a low power distance and high individualism; there is equality, autonomy and participative leadership constructs (Hofstede, 2011). Moderate scores in uncertainty avoidance allow for flexibility and innovation, while a high indulgence dimension encourages consumer preferences for lifestyle-oriented consumerism. Multiculturalism and inclusivity influence ethical branding and sustainable consumption further, which is aligned with BMW's customer-centric and innovation-driven approach in the Canadian market (Adil et al., 2024).
[image: ]
[bookmark: _Toc216994303]Figure 18: Canada Automotive Manufacturing Landscape
(Source: Voronoi, 2025)

[bookmark: _Toc216994210]2.3.4.6 Similarities and Differences of cultures between the Two Markets
	Aspect
	Similarities (Russia & Canada)
	Differences between Russia and Canada

	Cultural Framework
	Both cultures can be systematically analysed using Hofstede’s cultural dimensions to inform international management and marketing decisions (Hofstede, 2011).
	Russia scores very high on power distance, while Canada demonstrates low power distance, favouring egalitarian relationships (Hofstede et al., 2010).

	Decision-Making Style
	In both markets, organisations value clarity in roles and expectations to ensure operational effectiveness (Adil and Hussain, 2024).
	Russia favours centralised, top-down decision-making, whereas Canada supports participative and decentralised approaches (Hofstede, 2011).

	Risk & Uncertainty
	Both societies recognise the importance of rules and stability in organisational operations (Hofstede et al., 2010).
	Russia exhibits very high uncertainty avoidance, while Canada shows moderate tolerance for risk and flexibility (Hofstede, 2011).

	Individual vs Collective Values
	Social norms and group belonging influence workplace behaviour in both countries (Adil and Hussain, 2024).
	Canada is highly individualistic, encouraging personal initiative, while Russia is more collectivist, emphasising loyalty and authority (Hofstede et al., 2010).

	Lifestyle Orientation
	Consumers in both markets associate premium brands with status and quality (BMW Group, 2025).
	Canada’s high indulgence supports lifestyle-driven consumption, whereas Russia’s low indulgence reflects restrained social norms (Hofstede, 2011).


[bookmark: _Toc216994350]Table 1: Similarities and Differences of cultures between the Two Markets
(Created by learner)

[bookmark: _Toc216994211]2.4 Technological Factors
[image: ]
[bookmark: _Toc216994304]Figure 19: Technological Factors
(Created by learner)

[bookmark: _Toc216994212]2.4.1 Russia
The use of technology is a critical triggering factor in the innovation and competitiveness of BMW. At the international level, BMW invests heavily in electric mobility, autonomous driving and connected vehicle systems through their research and development (Newaz et al., 2025). In the Russian background, transfer of technology has been significantly restricted due to trade barriers and erosion of partnership with the suppliers in the West. This isolation, in turn, has hindered the local innovation, making it difficult to sustain the high level of production at the plant of Avtotor (BMW Group, 2023).
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[bookmark: _Toc216994305]Figure 20: BMW Russia Production Technology
(Source: Taylor, J., 2025)

[bookmark: _Toc216994213]2.4.2 Canada
Contrastingly, Canada enjoys BMW's state-of-the-art technology advances and digitalisation, with a high focus on sustainability. The launch of the all-electric iX3 50xDrive and i4M50 is part of BMW's strategic integration of green technologies in Canada (BMW Group Canada, 2025). The advanced digital infrastructure in the Canadian market also facilitates the introduction of BMW's ConnectedDrive services and digital retailing channels (Quinn, 2025). The brand's collaboration with other local technology companies has improved the user experience with smart service apps, thus underscoring the company's adaptability to the new digital ecosystem.
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[bookmark: _Toc216994306]Figure 21: BMW Cana Technology
(Source: Taylor, J., 2025)
[bookmark: _Toc216994214]2.5 Legal Factors
[image: ]
[bookmark: _Toc216994307]Figure 22: Legal Factors
(Created by learner)

[bookmark: _Toc216994215]2.5.1 Russia
The strategic activities of BMW are strongly impacted by legal and regulatory environments. In the Russian environment, the firm has been facing a wave of legal issues that are related to trade restrictions and sanctions. The discovery that BMW salespeople had sold over one hundred luxury models to Russian customers in breach of EU sanctions evoked major compliance issues and impacted negatively on the reputational positioning of the firm (Lahiri, 2024). In response to this, BMW has had to strengthen its internal governance frameworks and improve compliance policies to avoid future violations (Rivers, 2024).
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[bookmark: _Toc216994308]Figure 23: Russia Auto Regulatory Constraints
(Source: Daneliya et al., 2024)

[bookmark: _Toc216994216]2.5.2 Canada
In Canada, BMW works in a well-defined legal environment that supports the protection of intellectual property, fair trade and consumer rights. Compliance with safety and emissions regulations means that all imported vehicles must meet Transport Canada's standards (BMW Group, 2025). Moreover, Canadian data protection and privacy laws greatly affect BMW's digital operations, especially the use of customer information for online sales and vehicle connectivity services. The company is thorough in its adherence to Canada's Personal Information Protection and Electronic Documents Act (PIPEDA) for ethical management of data (BMW Group, 2025).
[image: ]
[bookmark: _Toc216994309]Figure 24: Canada Vehicle Compliance Framework
(Source: Canada, Department of Finance, 2025)

[bookmark: _Toc216994217]2.6 Environmental Factors
[image: ]
[bookmark: _Toc216994310]Figure 25: Environmental Factors
(Created by lelarner) 
[bookmark: _Toc216994218]2.6.1 Russia
Another aspect that BMW has incorporated into the corporate strategy is environmental considerations. The environmental activities of the company are limited in Russia by low working power as well as non-existence of favourable environmental policy structures. The overdependence on fossil fuels and a slow uptake of renewable energy sources are crucial challenges to supporting electric mobility in the country (BMW Group, 2023).
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[bookmark: _Toc216994311]Figure 26: BMW Avtotor Russia Plant
(Source: Lame, G., 2022)

[bookmark: _Toc216994219]2.6.2 Canda
In contrast, environmental policies in Canada are in a good match with BMW's sustainability agenda. Governmental incentives to encourage the ownership of electric vehicles, investments in the charging infrastructure, and the national commitment towards becoming carbon neutral have helped in the growth of the electric fleet of BMWs (Li, 2025). The headquarters at Richmond Hill will act under the environmental standards of LEED which will in turn accelerate energy efficiency and environmentally friendly ways of operation (BMW Group, 2025). The use of recyclable materials and the reduction of emissions by the brand create an appeal to green oriented tastes of the Canadian consumers thus making BMW a pioneer in the sustainable luxury mobility (Adil et al., 2024).
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[bookmark: _Toc216994312]Figure 27: BMW Canda Sustainability and Renewables
(Source: BMW Group, 2025)

[bookmark: _Toc216994220]2.7 Similarities and Differences in PESTLE Factors – Russia vs Canada (BMW)
	PESTLE Factor
	Similarities (Both Countries)
	Differences (Russia – Country A)
	Differences (Canada – Country B)

	Political
	Both markets influence BMW through government policies and regulations.
	High political instability, sanctions after 2022 invasion, halted production, restricted exports, weak policy support.
	Stable democracy, pro-business policies, EV incentives, smooth trade via USMCA.

	Economic
	Luxury car demand influenced by income levels and macroeconomic stability.
	Sanctions, inflation, ruble devaluation, reduced purchasing power, revenue dropped 20% (2023–2024).
	Strong GDP, high disposable income, growth in luxury/EV demand, 5.9% sales increase in 2025.

	Social
	Consumers in both countries value premium and technologically advanced vehicles.
	Prestige-driven, elite consumers, rising nationalism, preference shift to Chinese brands.
	Sustainability-focused, diverse population, preference for EVs, strong brand loyalty.

	Technological
	BMW promotes innovation, EVs, and digital services in both markets.
	Restricted technology transfer, limited R&D, sanctions block Western partnerships.
	Advanced digital infrastructure, strong EV ecosystem, ConnectedDrive widely supported.

	Legal
	Both require compliance with national regulatory systems.
	Heavy sanctions, legal breaches by employees, reputational damage, strict export restrictions.
	Strong consumer protection laws, emissions and safety compliance, PIPEDA governing data privacy.

	Environmental
	BMW globally aims for sustainability and reduced emissions.
	Limited environmental policies, fossil-fuel dependence, weak EV adoption.
	Strong EV incentives, charging infrastructure, LEED-certified HQ, carbon-neutrality goals.


[bookmark: _Toc216994351]Table 2: Similarities and Differences in PESTLE Factors – Russia vs Canada (BMW)
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[bookmark: _Toc216994221]3. Comparison of BMW’s STP Strategies in Country A and Country B
[bookmark: _Toc216994222]3.1 Segmentation Strategies
In Russia, BMW has historically segmented the market based on income level, lifestyle characteristics and geographic location, meaning that they are targeting urban elites in metropolitan centres (Moscow and St. Petersburg) (BMW Group, 2023). This segmentation strategy targets those consumers who emphasize aspects of-social prestige and better vehicle performance. In Canada, the segmentation method combines psychographic and behavioral factors, which include environmental awareness, technological affinity, and diversity of the lifestyle (BMW Group, 2025). Consequently, BMW can actually draw on younger and environmentally-conscious customers who are looking for top-notch and sustainable mobility solutions (Li, 2025).

[bookmark: _Toc216994223]3.1.1 VALS-2 Personality Types Under Psychographic Segmentation
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[bookmark: _Toc216994313]Figure 28: VALS-2 Personality Types
(Source: Kotler et al., 2023
VALS- 2 categorizes the consumers based on psychological characteristics and lifestyle drives. This grouping is essential to BMW, where the luxury and the electric vehicle markets depend on personality-based demand (Kotler et al., 2023).

In Russia
Achievers - who show main motivations as status, prestige, and financial success - show preference for vehicles such as the BMW 7 Series (Adil et al.,ily 2024). 
Strivers - who have hopes of upward mobility- face economic restrictions, and sanctions make their buying power even lower.

In Canada
Innovators- Tech-oriented, green-concerned consumers that exhibit a strong interest in the BMWi4 and iX (Li, 2025).  
Experiencers - Young adults who give high importance to the excitement, design, and performance and thus associate with the BMW M models.

[bookmark: _Toc216994224]3.1.2 Segmentation Strategies for BMW in Russia and Canada
	Segmentation Type
	Russia (Country A)
	Canada (Country B)

	Demographic Segmentation
	Targets affluent consumers aged 30–60, business executives, and wealthy families seeking status-oriented luxury vehicles. Focus on high-income males in major cities such as Moscow and St. Petersburg (Adil & Hussain, 2024).
	Targets diverse consumers aged 28–60, including professionals, dual-income families, and eco-conscious younger buyers. Broader appeal to both genders due to inclusive advertising and EV incentives (BMW Group Canada, 2025).

	Geographic Segmentation
	Focus on urban centres with strong economic activity, such as Moscow, St. Petersburg, Yekaterinburg, and regions with established dealership networks (BMW Group, 2023). Limited operations post-2022.
	Nationwide presence with 51 auto dealerships, especially in Ontario, British Columbia, and Quebec. High EV adoption in urban areas such as Toronto and Vancouver supports demand for i4/iX models (BMW Group Canada, 2025).

	Psychographic Segmentation
	Appeals to status-driven, prestige-oriented consumers who associate BMW with power, luxury, and social recognition (Rivers, 2024). Risk-averse buyers prefer durable, traditional-engine models due to uncertainty.
	Appeals to environmentally conscious, innovation-oriented consumers who value sustainability, digital features, and premium comfort. Strong alignment with lifestyle trends such as eco-mobility and work–life balance (Li, 2025).

	Behavioural Segmentation
	Focus on consumers seeking performance, reliability, and premium driving experience. High loyalty among elites, but sanctions reduce repeat purchases. After-sales service now the main retention tool (BMW Group, 2023).
	Focus on buyers motivated by sustainability, technology, and safety. High interest in EVs and hybrid models. Loyalty driven through BMW ConnectedDrive, financing plans, and strong after-sales support (Quinn, 2025).

	Benefit Segmentation
	Consumers value prestige, engine power, and premium craftsmanship. Cars serve as symbols of authority and financial success (Adil & Hussain, 2024).
	Consumers value environmental performance, advanced technology, connectivity, and energy efficiency. BMW’s EVs provide environmental and economic benefits (BMW Group Canada, 2025).

	Usage Rate
	Smaller but concentrated user base among high-income groups; usage tied to social events, business travel, and status display.
	Wider user base across multiple income segments; frequent use for commuting, family travel, and long-distance mobility due to Canada’s vast geography.

	Loyalty Level
	Historically high loyalty among wealthy buyers, but geopolitical instability reduces long-term brand commitment.
	Strong loyalty due to consistent customer experience, nationwide dealer support, and long-term EV strategy.


[bookmark: _Toc216994352]Table 3: Segmentation Strategies for BMW in Russia and Canada
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[bookmark: _Toc216994225]3.2 Targeting Strategies
	Strategic Aspect
	Russia (Country A)
	Canada (Country B)

	Differentiation Strategy
	Prior to 2022, BMW differentiated through premium positioning, large-engine models, and status-oriented branding aligned with elite consumer segments (BMW Group, 2023). However, sanctions and supply disruptions severely limited product variety and brand-led differentiation (Boston, 2022).
	BMW strongly differentiates in Canada through high-performance M models, electric vehicles (i4, iX), advanced ConnectedDrive technology, and sustainability-led branding, appealing to environmentally conscious and lifestyle-oriented consumers (BMW Group Canada, 2025; Li, 2025).

	Undifferentiation / Standardisation
	Post-2022, BMW’s presence is minimal and largely undifferentiated, relying on residual financial services rather than tailored product or marketing strategies due to regulatory and operational constraints (BMW Group, 2023).
	While differentiation dominates, BMW maintains some undifferentiated global standards in product quality, safety, and brand identity across Canada to ensure consistency and operational efficiency (BMW Group, 2025).

	Strategic Outcome
	Differentiation is largely unsustainable in Russia due to sanctions, reduced demand, and reputational risks, forcing BMW into strategic withdrawal (Lahiri, 2024).
	Differentiation enhances competitiveness and growth in Canada, supporting sales expansion, EV leadership, and long-term brand strength in a stable market (Adil and Hussain, 2024).


[bookmark: _Toc216994353]Table 4: Differentiation and undifferentiation strategies

[bookmark: _Toc216994226]3.2.1 Russia 
In the Russian market, BMW's addressing strategy mainly focused on high income customers, business elite and corporate clients with a desire for luxury, prestige and high performance vehicles (Rivers, 2024). The company concentrated on premium and large-engined models in line with consumer patterns looking towards prestige. Nonetheless, the economic contraction, the imposition of sanctions and the resultant reduction in affordability have significantly limited the target market, curtailing BMW's ability to maintain a wide or diversified customer base (BMW Group, 2023).
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[bookmark: _Toc216994314]Figure 29: BMW Russia High end buyers
(Source: Lahiri, I., 2024)

[bookmark: _Toc216994227]3.2.2 Canada 
BMW in Canada is developing a wider and more adaptable targeting mix of affluent customers with slightly more eco-friendly middle-class prospects (BMW Group Canada, 2025). BMW tries to hit different lifestyle and sustainability preferences by positioning its properties through its Power of Choice strategy, which focuses on internal combustion, hybrid, and fully electric cars. This broad based targeting approach supports sales expansion and strengthens BMW market standing in a secure, innovation based environment (Li, 2025).
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[bookmark: _Toc216994315]Figure 30: BMW Canada Luxury Marketing
(Source: MMA Global, 2025)
[bookmark: _Toc216994228]3.3 Positioning Strategies
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[bookmark: _Toc216994316]Figure 31: Definition of Perceptual Map
Created by learner)
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[bookmark: _Toc216994317]Figure 32: Perceptual map
(Created by learner)
The perceptual map illustrates the consumer's perception of the major automotive brands in terms of price and quality. Premium German brands such as Mercedes-Benz, Porsche, Audi and BMW are in the high-price, high-quality quadrant and reflect good engineering reputation and luxury positioning. Brands like Ford, Honda and Toyota are perceived as high quality but low price and attractive to value-conscious buyers. Meanwhile, the likes of Citroen, Renault, Kia and Dacia are in the low-price, low-quality landscape, meaning budget positioning with low premium appeal. Mini and Infiniti are perceived as a higher priced but lower in quality.
Traditionally in Russia, BMW positioning focused on prestige, engineering excellence, and performance, which is similar to the dreams of social recognition held by consumers (Adil and Hussain, 2024). But sanctions and political tensions have undermined this image, which is why the brand is concerned with ensuring trust by means of limited-service operations (BMW Group, 2023). Canadian BMW is innovating, sustainable, and customer-oriented and has local marketing efforts that underscore environmental leadership and online connectivity (BMW Group Canada, 2025).

[bookmark: _Toc216994229]3.4 Comparative Summary: Similarities and Differences in STP
	STP Element
	Similarities between Russia & Canada
	Key Differences between Russia (A) and Canada (B)

	Segmentation
	In both markets, BMW segments customers using demographic (income, age) and psychographic factors aligned with premium brand expectations (BMW Group, 2025).
	Russia focuses on income, status, and urban elites with prestige-driven lifestyles, while Canada emphasises psychographic and behavioural variables such as sustainability, technology affinity, and lifestyle diversity (BMW Group, 2023; Li, 2025).

	Targeting
	BMW targets consumers seeking premium quality, advanced engineering, and strong brand reputation in both countries (Adil and Hussain, 2024).
	Russia targets a narrow segment of high-income individuals and corporate elites, whereas Canada adopts a broader target including affluent buyers and environmentally conscious middle-class consumers through the “Power of Choice” strategy (Rivers, 2024; BMW Group Canada, 2025).

	Positioning
	In both markets, BMW is positioned as a premium German automotive brand associated with quality and performance (BMW Group, 2025).
	In Russia, positioning historically stressed prestige and power but has weakened due to sanctions; in Canada, BMW is positioned around innovation, sustainability, EV leadership, and digital experience (BMW Group, 2023; Li, 2025).

	Strategic Outcome
	BMW aims to maintain global brand consistency while adapting to local conditions (Adil and Hussain, 2024).
	Russia faces strategic contraction and limited positioning flexibility, while Canada demonstrates growth-oriented STP alignment supporting long-term competitiveness and market expansion (Lahiri, 2024; BMW Group Canada, 2025).
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[bookmark: _Toc216994230]4. Comparison of Marketing Mix Strategies in Country A and Country B
[bookmark: _Toc216994231]4.1 Product Strategy 
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[bookmark: _Toc216994318]Figure 33: Product Strategy Definition
(Created by learner)

[bookmark: _Toc216994232]4.1.1 Russia
BMW, as a brand, was historically concentrated in luxury sedans (3, 5, 7 Series) and performance-based SUVs (X3, X5) to satisfy ' Elton John tastes' of rich clients, who demanded prestige, comfort and status. However, because of sanctions and the official withdrawal of BMW from the Russian market in 2022, the availability of the products has drastically decreased as the availability has shifted to grey imports and unofficial means (Boston, 2022; Lahiri, 2024). This has resulted in inconsistent availability of the product and low access to alternative EV vehicle models.
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[bookmark: _Toc216994319]Figure 34: BMW luxury sedans
(Source: BMW Group, 2025)
[bookmark: _Toc216994233]4.1.2 Canada
BMW offers a full, officially distributed body of products, including sedans, SUVs, electric vehicles (including i4, i5 and iX), and performance M models, in Canada. The Canadian branch of BMW fits its product range to the preferences of the North American market, focusing on all-wheel-drive models, larger SUVs, and winter-safe qualities, which is enabled by the strong network of dealerships and official after-sales services (BMW Group Canada, 2025).
[image: A car driving on the road

AI-generated content may be incorrect.]
[bookmark: _Toc216994320]Figure 35: BMW Canada 
(Source: BMW Group, 2025)

[bookmark: _Toc216994234]4.1.3 Product Variety, Depth & Width 
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[bookmark: _Toc216994321]Figure 36: Product Variety, Depth & Width Definition
(Created by learner)

[bookmark: _Toc216994235]4.1.3.1 Russia
Prior to sanctions, BMW had a fairly wide and deep range of the sedan and SUVs - particularly the X Series. Nonetheless, the penetration rate of electric vehicles remained low, due to limited infrastructure for electric vehicle charging and low initial adoption rates. Following 2022, both breadth and depth shrank significantly, as only a few models find their way to the domestic market through parallel imports, thus depriving customers of contemporary variants and new technologies (BMW Group, 2023).
[image: ]
[bookmark: _Toc216994322]Figure 37: BMW X Series
(Source: BMW Group, 2025)

[bookmark: _Toc216994236]4.1.3.2 Canada
Prior to sanctions, BMW had a fairly wide and deep range of the sedan and SUVs - particularly the X Series. Nonetheless, the penetration rate of electric vehicles remained low, due to limited infrastructure for electric vehicle charging and low initial adoption rates. Following 2022, both breadth and depth shrank significantly, as only a few models find their way to the domestic market through parallel imports, thus depriving customers of contemporary variants and new technologies (BMW Group, 2023).
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[bookmark: _Toc216994323]Figure 38: BMW Canada wide range
(Source: BMW Group, 2025)

[bookmark: _Toc216994237]4.1.3.3 Main Differences Between Russia and Canada
	Aspect
	Canada
	Russia

	Availability
	Full official access through authorised dealerships
	Reliance on grey-market imports

	Product Width
	Complete BMW product portfolio available
	Restricted product range post-exit

	Product Depth
	Wide SUV and EV variants across segments
	Limited depth; minimal EV availability

	Technology Access
	Latest models and updates available
	Delayed or discontinued models

	Market Stability
	Stable, regulated, and organised market
	Unpredictable supply conditions



[bookmark: _Toc216994355]Table 6: Main Differences Between Russia and Canada
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[bookmark: _Toc216994238]4.1.4 Product Design 
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[bookmark: _Toc216994324]Figure 39: Product Design Definition
(Created by learner)

[bookmark: _Toc216994239]4.1.4.1 Russia
BMW's design strategy in Russia has traditionally focused on aspects of comfort, luxury appeal and performance tailor-made for urban premium buyers. Models with strong suspension tuning and sporty looks were in the majority. However, with the sanctions imposed, customers are restricted to some novel design innovations among them, BMW's latest aerodynamic EV forms, efficient EV platform and digital cockpit technologies (Lahiri 2024).

[bookmark: _Toc216994240]4.1.4.2 Canada
BMW product design in Canada is very much aero efficient, electrically mobile, and winter ready, including xDrive, heated parts, and wide-ranging adaptive LED lights. This philosophy is in line with the Canadian requirements of sustainability, safety, and technology. The digitalisation efforts of BMW, such as the BMW OS, the driver-assistance systems and its effective electric vehicle (EV) architecture are extensively adopted internationally (BMW Group 2025).

[bookmark: _Toc216994241]4.1.5 Branding Strategies
[bookmark: _Toc216994242]4.1.5.1 Branding Strategies in Russia and Canada
BMW uses a global premium branding strategy, which is based upon innovation, engineering excellence, performance and luxury. Nevertheless, each market requires local adaptations in the way it communicates, is positioned, and is made to emphasize its products.

[bookmark: _Toc216994243]4.1.5.2 Branding Strategy in Russia
Before BMW officially pulled out of the market, the branding strategy was aligned to luxury, status, and exclusivity thus attracting high-end consumer segments who understood the marque as a symbol of status and prestige (Adil et al., 2024). Formal branding efforts have been discontinued since 2022, also due to sanctions and milder the brand in question, necessitating a sense of scarcity and exclusivity. Informal resale markets still persist with brand image even though the official support or commercial channels are missing (Rivers, 2024).
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[bookmark: _Toc216994325]Figure 40: Russia Parallel Import Market
(Source: The Moscow Times, 2025)
[bookmark: _Toc216994244]4.1.5.3 Branding Strategy in Canada
In Canada, the BMW brand follows its international premium position and at the same time personalized communications around key themes of performance, innovation, electrification and driving experience. It puts safety, winter performance, and leadership in electric vehicles in the forefront, achieved by significant marketing efforts, live events, and digital interaction on social media platforms. BMW Canada's strong dealer network further adds to brand consistency and develops customer loyalty (BMW Group Canada, 2025).
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[bookmark: _Toc216994326]Figure 41: BMW Canada Media Strategy
(Source: BMW Group, 2025)

[bookmark: _Toc216994245]4.2 Price Strategy 
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[bookmark: _Toc216994327]Figure 42: Price Strategy Definition
(Created by learner)

[bookmark: _Toc216994246]4.2.1 Russia 
International sanctions and lack of presence of BMW in the formal domestic market have significantly destabilized the pricing of the model in Russia. Models which are still in the market are priced very high as the vehicles are mostly bought via grey import, which causes unreliable supply and high transaction costs (BMW Group, 2023; Boston, 2022). The scarcity of novel electric cars and premium models also contributes to a rise in prices. This means that Russian consumers are paying premium prices that are strictly enabled by scarcity instead of BMW normal strategic pricing practices.
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[bookmark: _Toc216994328]Figure 43: BMW Russia Price Strategy
(Source: The Moscow Times, 2025)

[bookmark: _Toc216994247]4.2.2 Canada 
In Canada, BMW pursues a structured premium price strategy that is consistent with the brand position and product technological characteristics, and market standards of the luxury market Prices are affected by official distribution mechanisms, stability of supply chains, and bull run for SUVs and electric vehicles that come with transparent dealership pricing frameworks as well as financing options (BMW Group Canada, 2025). Seasonal promotional activities, loyalty incentives and certified pre-owned programs give customers additional value while maintaining BMW's premium brand image. Robust market confidence along with continued sales performance further attest to the stability of pricing.
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[bookmark: _Toc216994329]Figure 44: BMW Canada Price Strategy
[bookmark: _Toc216994248]4.3 Place (Distribution) Strategy Definition 
[image: ]
[bookmark: _Toc216994330]Figure 45: Place (Distribution) Strategy Definition
(Created by learner)

[bookmark: _Toc216994249]4.3.1 Russia 
The distortion of the BMW strategy of the place in Russia after quitting the market in 2022 has caused a considerable change in the system of distribution. BMW no longer supplies new vehicles, parts, or services to official dealerships, forcing consumers to go to grey importers and non-official workshops (BMW Group, 2023; Boston, 2022). As a result, distribution is discontinuous and ineffective currently, with limited access to the electric-vehicle network and genuine spare parts. This has undermined the market of BMW and the overall accessibility by the customers in most of the key cities in Russia.
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[bookmark: _Toc216994331]Figure 46: BMW Russia Distribution Diagram
(Created by learner)

[bookmark: _Toc216994250]4.3.2 Canada 
Within the Canadian market, BMW has developed a complete and systematically organised distribution network with officially authorised dealerships, service centres and logistics centres located throughout the primary provinces (BMW Group Canada, 2025). The place strategy ensures reliable consumer access to new vehicles launched, certified electric vehicle (EV) models, certified pre-owned vehicles, and full-service after sales offerings. Efficient oversight of the supply chain, optimised transport routes and a well-developed infrastructure are the basis for the availability of products. The very organised retail environment inside Canada helps with BMW's ability to maintain a standardised customer experience and provides good nationwide coverage.
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[bookmark: _Toc216994332]Figure 47: BMW Canada Distribution Diagram
(Created by learner)
[bookmark: _Toc216994251]4.3.3 Direct vs Indirect Channels & Intensive Distribution – BMW in Russia and Canada
	Distribution Aspect
	Russia
	Canada

	Direct Distribution Channels
	BMW no longer operates official dealerships or direct sales channels due to its 2022 market withdrawal, resulting in the end of authorised distribution, servicing, and new vehicle imports (BMW Group, 2023; Boston, 2022).
	BMW uses a strong network of authorised dealerships and service centres nationwide. Direct channels ensure reliable access to new vehicles, EV models, parts, and after-sales support (BMW Group Canada, 2025).

	Indirect Distribution Channels
	Indirect channels dominate through grey importers who source BMW vehicles unofficially. These imports lack manufacturer oversight, leading to inconsistent supply, variable pricing, and uncertain servicing quality (Lahiri, 2024; Rivers, 2024).
	Indirect channels include certified pre-owned partners, leasing firms, and third-party automotive retailers. These operate within an organised regulatory environment and still maintain BMW-approved standards when authorised (Newaz et al., 2025).

	Intensive Distribution Strategy
	BMW cannot use an intensive distribution strategy because official operations have ceased. Market coverage is limited, fragmented, and dependent on unofficial sellers concentrated in major cities (BMW Group, 2023).
	BMW applies a form of intensive distribution within the premium segment, ensuring widespread availability across major provinces with well-distributed dealerships, EV infrastructure, and service centres to maximise market reach (BMW Group Canada, 2025).


[bookmark: _Toc216994356]Table 7: Direct vs Indirect Channels & Intensive Distribution – BMW in Russia and Canada
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[bookmark: _Toc216994252]4.3.4 Which Market Entry Method?
BMW has mainly resorted to wholly owned subsidiaries and authorised dealership network to venture into the Canadian market (BMW Group Canada, 2025). In Canada, the company has total domination in the company via BMW Group Canada, which is based in Richmond Hill, Ontario.
Why This Method?
Wholly owned operations allows BMW to maintain high levels of control of brand standards, customer experience, pricing strategies, the electric vehicle portfolio, sustainability goals, and supply chain effectiveness. The economic context in Canada, with its stability, clearness of regulations and high demand for high-end car makes direct ownership the most efficient way to enter a market, compared to licensing agreements or joint ventures.
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[bookmark: _Toc216994333]Figure 48: Wholly owned subsidiaries
(Created by learner)


[bookmark: _Toc216994253]4.3.4.1 Advantages and Disadvantages of This Entry Method (Canada)
Advantages
· BMW ensures there exists a high level of control in terms of product quality, marketing, pricing and service delivery, which would be critical in maintaining its high-level standards in the world.  
· The operating policies are used in all dealerships to ensure consistent customer experience.  
· Direct management of the implementation of electric vehicles (EV) will help BMW to strategically grow its model line-up i4, i5, and iX in consideration of EV adoption incentives in Canada.  
· The fact that BMW did not need to be affected by third parties during its communication, brand identity, and presence in the market enhances its positioning.
Disadvantages
· The high operational costs of investments in logistics locations, dealership infrastructure, employee training and technological systems put a heavy financial burden.  
· The financial risk is compounded, since BMW is fully responsible for market volatility, the modifications in the regulation and the economic downturns.  
· The ability to cut costs or quickly scale down operations is limited compared with franchising or partnership business models.  
· The potential for expansion is reduced as both wholly owned models require a large investment of capital as well as long-term planning.

[bookmark: _Toc216994254]4.4 Promotion Strategy 
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[bookmark: _Toc216994334]Figure 49: Promotion Strategy Definition
(Created by learner)

[bookmark: _Toc216994255]4.4.1 Russia 
The advertisement campaigns of BMW have decreased significantly in Russia after the company had to stop its official work in 2022. The brand has stopped any approved advertising, online work, or promotional activities due to the imposed sanctions and stopped export operations (BMW Group, 2023; Boston, 2022). The visibility is now largely limited to social-media reports, advertising by grey-market dealers and the residual brand prestige. Without formal communication methods, the power of BMW in promotion situations is reduced, and its message no longer highlights innovation, electric vehicle creation, or the benefits of high-end services.
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[bookmark: _Toc216994335]Figure 50: Russia BMW social media
(Source: Instagram)

[bookmark: _Toc216994256]4.4.2 Canada 
In Canada, BMW has strong promotional strategies through digital advertising, social media storytelling, dealership events and campaigns focusing on performance, luxury and electrification (BMW Group Canada, 2025). These promotional efforts bring forward such new EV car lineups as i4, iX, winter adaptation of new technologies and premium driving experiences. BMW further orchestrates experiential test drive events, loyalty programs and seasonal offers to buttress brand engagement. Consistent communication forms the basis of customer loyalty and reinforces BMW's top market status at a national level.
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[bookmark: _Toc216994336]Figure 51: Canada BMW social media
(Source: Digital Agency Network, 2025)

[bookmark: _Toc216994257]4.4.3 Promotion Evaluation Table 
	Promotion Method
	Russia (Country A)
	Canada (Country B)
	Effectiveness

	Digital Marketing
	Limited post-2022
	Highly active on Instagram, YouTube, TikTok
	Very effective in Canada

	Events & Sponsorships
	Minimal due to sanctions
	Motorsport events, sustainability forums
	High in Canada

	EV Campaigns
	Not applicable
	Strong push for i4, iX
	Very strong

	Celebrity Endorsements
	Declined due to political sensitivity
	Used selectively
	Moderate


[bookmark: _Toc216994357]Table 8: Promotion Evaluation 
(Created by learnrer)

[bookmark: _Toc216994258]4.5 People Strategy 
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[bookmark: _Toc216994337]Figure 52: People Strategy Definition
(Created by learner)

[bookmark: _Toc216994259]4.5.1 Russia 
The number of employees in Russia is very few, with BMW typically providing residual financial services after it withdraws operations (BMW Group, 2023). People element of BMW diluted in Russia as the company ceased its presence and ceased to fund official dealerships in 2022 (BMW Group, 2023; Boston, 2022). BMW employees trained in the program lost access to corporate systems, technical updates, and formal training around the service. Consequently, customers are inclined to turn to independent mechanics/ grey-market service providers of different skill levels. Lack of qualified staff has decreased service reliability, technical stability, and the ability of BMW to sustain its high-quality service levels.
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[bookmark: _Toc216994338]Figure 53: BMW Russia People Strategy
(Source: The Kyiv Independent, 2024)

[bookmark: _Toc216994260]4.5.2 Canada 
In Canada, BMW has a strong and well-trained workforce through BMW Group Canada supported by structured recruitment, ongoing technical training and also certified service programs (BMW Group Canada, 2025). Dealership staff get constant updates on the technology of EVs, customer service standards and maintenance protocols. With this professional workforce, it boosts customer satisfaction, maintains a good quality of service delivery and boosts the premium positioning of BMW. Skilled personnel in different roles such as sales, after-sales, and technical play a role in consistent nation-wide brand experience and customer loyalty.

[bookmark: _Toc216994261]4.6 Process Strategy 
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[bookmark: _Toc216994339]Figure 54: Promotion Strategy Definition
(Created by learner)

[bookmark: _Toc216994262]4.6.1 Russia 
The situation in Russia was much worse as BMW disrupted its service and sales processes when the company ceased its official activities and ceased to ship vehicles and parts (BMW Group, 2023; Boston, 2022). In the absence of the authorized dealerships, formalities workflow like warranty claims, digital diagnostics and certified maintenance will not work. The consumers have to use unofficial ways of doing things, inconsistent because the process is not official, and hardly precise technical-wise (Lahiri, 2024; Rivers, 2024). Consequently, the process of premium service in BMW is disjointed, lessening reliability and destabilizing operational authority.
Customer Complaint Process – Russia
In Russia, BMW formalized customer complaint process is no longer functioning due to the company's withdrawal from the market, Official dealerships cannot register and therefore escalate complaints to BMW systems, and customers are left in the hands of grey market sellers or independent workshops. Complaint handling is inconsistent with no assured resolution, lack of access to actual parts, no official support for warranty, technical issues and recovering services.
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[bookmark: _Toc216994340]Figure 55: Customer Complaint Process – Russia
(Created by learner)

[bookmark: _Toc216994263]4.6.2 Canada 
BMW has well organised and standardised operations and authorised dealerships, high-tech diagnostics and digital service platforms in Canada (BMW Group Canada, 2025; Quinn, 2025). The EV-related procedures, sales, and maintenance comply with rigid BMW global policies, providing unified customer experience and operation efficiency. Good coordination within the supply chain is improving the reliability of the service (Newaz et al., 2025). Constant training and making changes to the corporate system enables employees to perform the processes correctly, which contributes to the premium positioning of BMW in the Canadian marketplace.
Customer Complaint Process – Canada 
In Canada, BMW has a structured, transparent complaint process that is administered through authorized dealerships and BMW Group Canada. Customer issues are recorded in digital CRM systems, diagnosed quickly and escalated if they need to be. The process incorporates service follow-ups, warranty support and satisfaction checks. Trained Staff Ensure Professional Communication Timely Solutions Consistent Service Recovery Reinforce BMW's Premium Customer Experience Across The Country
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[bookmark: _Toc216994341]Figure 56: Customer Complaint Process – Canada
(Created by learner)
[bookmark: _Toc216994264]4.7 Physical Evidence Strategy 
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[bookmark: _Toc216994342]Figure 57: Physical Evidence Strategy Definition
(Created by learner)

[bookmark: _Toc216994265]4.7.1 Russia 
The presence of BMW physical evidence in Russia deteriorated enormously once it ceased operational activities because authorized dealerships do not get new branding, show cars, or certified parts (BMW Group, 2023; Boston, 2022). The old showrooms are autonomous with unstable standards, no-go visual identity, and inaccessible to original parts (Lahiri, 2024). Lack of formal service settings and customer touch point branding undermines the BMW brand premium image and subtleties of its global brand quality expectations.
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[bookmark: _Toc216994343]Figure 58: BMW Russia Former Dealership
(Source: AUTOSTAT, 2019)
[bookmark: _Toc216994266]4.7.2 Canada 
In Canada, BMW has strong physical evidence in the form of modern showrooms, certified service centres, branded signage, and professionally designed customer areas designed to corporate standards (BMW Group Canada, 2025; BMW Group, 2025). Dealerships feature new models, EV technology, and digital interfaces to improve customer interaction experience. Consistent design of the facility and access to authentic parts contributes to trust and high-brand awareness. High quality physical touchpoints support BMW's commitment to luxury, innovation and service excellence across Canada.
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[bookmark: _Toc216994344]Figure 59: BMW Canada EV models
(Source: BMW Group, 2025)

[bookmark: _Toc216994267]4.8 Similarities and Differences in the 7Ps – BMW in Russia vs Canada
	7Ps
	Similarities (Both Countries)
	Differences – Russia (Country A)
	Differences – Canada (Country B)

	Product
	Premium cars, strong engineering quality, emphasis on brand excellence.
	Focus on high-performance petrol models like 5, 7 Series and X models; EV presence extremely limited due to sanctions and weak infrastructure.
	Wide portfolio including EVs (i4, iX, iX3), hybrids and M models; strong sustainability focus.

	Price
	Premium pricing due to luxury positioning.
	Prices inflated by sanctions, currency devaluation and limited supply; affordability reduced.
	Value-based premium pricing with flexible leasing, EV incentives and competitive financing.

	Place (Distribution)
	Uses dealership networks for sales and service.
	Distribution collapsed after sanctions; production halted; only service operations remain.
	Extensive national network (51 auto dealers); strong digital retailing and logistics support.

	Promotion
	Brand messaging highlights quality, technology and luxury.
	Promotion reduced due to sanctions; minimal marketing activity; no major campaigns.
	Active digital marketing, sustainability messaging, community events and EV-focused campaigns.

	People
	Skilled staff trained to deliver premium customer experience.
	Workforce reduced; limited staff due to halted operations; service-only roles.
	Strong employee training, multicultural focus, EV expertise and high customer interaction.

	Process
	Standardised BMW global processes for sales and service.
	Processes disrupted by supply-chain restrictions; no production; only aftersales support.
	Streamlined digital processes, online sales, ConnectedDrive, efficient EV service systems.

	Physical Evidence
	Premium showrooms, branded service centres, strong visual identity.
	Many physical facilities underutilised; reduced brand visibility post-2022.
	Modern showrooms, LEED-certified HQ, EV-charging infrastructure and premium customer spaces.


[bookmark: _Toc216994358]Table 9: Similarities and Differences in the 7Ps – BMW in Russia vs Canada
(Created by learner)

[bookmark: _Toc216994268]4.9 Evaluation of Marketing Strategies
[bookmark: _Toc216994269]4.9.1 Russia
The marketing plan used by BMW in Russia has experienced significant attenuation, which can be explained by the fact that not only formal operations ended but also authorized advertising, sales and service activities (BMW Group, 2023; Boston, 2022). Without corporate promotion campaigns or dealership coordination, the marque cannot perform premium positioning or practice electric-vehicle-focused marketing. The grey-market distribution channels rely on nonhomogeneous messages not reflecting the global standard of BMW. This has consequently reduced the ability of the company to influence consumer perception, reinforce innovation or provide integrated brand communication.

[bookmark: _Toc216994270]4.9.2 Canada
In Canada, we can say that BMW's marketing strategy is marked by a very well-designed structure based on focusing on luxury, electrification and experiential involvement. The company's campaigns are used to bring front and center the innovation, safety, electric vehicle (EV) models, and winter-ready performance to meet the regulatory and consumer expression (BMW Group Canada, 2025). Consistent branding, digital advertising, dealership events and loyalty programs all help build strong customer relationships. Consequently, BMW's marketing strategy fits well with Canada's stable luxury market and growing EV demand, thus reinforcing growth of the brand and maintaining competitive edge.

[bookmark: _Toc216994271]4.10 Profit and Sales
[bookmark: _Toc216994272]4.10.1 Russia
After the suspension of production and exports due to geopolitical sanctions (BMW Group, 2023; Boston, 2022), BMW has significantly decreased profit and sales in the Russian market. Not in the formal channels, the company was no longer enjoying the financial benefits of authorized sales, and instead, relied on unofficial channels, which had minimal financial value. Though the grey market might fetch high prices, it does not have a quantifiable effect on the financial performance of the firm. Therefore, the apparent shrink in legit sales highlights the strategic financial implications of the BMW quitting the Russian marketplace.
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[bookmark: _Toc216994345]Figure 60: Russia Sales BMW

[bookmark: _Toc216994273]4.10.2 Canada
And Canada is still a robust and lucrative market for BMW. Sales performance continues to expand, boosted by SUVs, EV adoption and good dealership operations. BMW Group Canada reported consistent year-on-year growth in 2025 with model line-ups such as the X Series and i Series being a major contributor to this growth (BMW Group Canada, 2025). Stable economic conditions, brand loyalty and structured distribution support maintained profitability and competitive strength.
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[bookmark: _Toc216994346]Figure 61: BMW Canada Financial Performance
(Source: Investing.com, 2025)

[bookmark: _Toc216994274]4.11 Social Media Engagement
[bookmark: _Toc216994275]4.11.1 Russia
The social media activity of BMW in Russia has turned out to be insignificant and sporadic after the official activity was suspended. The company does not control local digital platforms and do not run the campaigns that are oriented to Russian consumers (BMW Group, 2023). Reports made unofficially, groups of owners and grey-market discussions all exist online and have no corporate messages. Consequently, the quality of engagement and brand narration has been compromised in comparison to international BMW markets.

[bookmark: _Toc216994276]4.11.2 Canada
In Canada, BMW has excellent digital presence on Instagram, Facebook, YouTube and dealership affiliated channels. Content that emphasizes performance, innovation, EV technologies, and storytelling with a focus on lifestyle (BMW Group Canada, 2025). High engagement given by promotional videos, model launches, winter driving features, and user interaction. The united social media approach increases brand visibility, provides consumer education, about EVs and enhances the premium brand experience.

[bookmark: _Toc216994277]4.12 Customer Reviews
[bookmark: _Toc216994278]4.12.1 Russia
Russian customer reviews have gotten more negative or uneven, which has been explained by the lack of official service centres, complication of finding authentic parts, and warranty lack of warranty (Lahiri, 2024; Rivers, 2024). Many customers complain of frustration through grey-market activities, exaggerated price, and untrustworthy after-sale services. The overwhelming reviews that have been made about BMW are mostly related to the high quality of its vehicles though these positive reviews have often been overshadowed by dissatisfaction on ease of access to its services once the company shuts down.
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[bookmark: _Toc216994347]Figure 62: BMW Russia Customer Reviews
(Source: B4Ukraine, 2025)

[bookmark: _Toc216994279]4.12.2 Canada
In Canada, customer reviews are generally positive with high standards of professionalism by dealerships, reliable after-sales service and superior product offerings. Customers often praise the performance of BMW's electric vehicles, their suitability in winter, their technological capabilities and responsiveness to service (BMW Group Canada, 2025). Occasional critiquing on premium priced or maintenance costs; however the overall satisfaction remains strong and is quiet and kept up by constant corporate supports and service infrastructure nationally.
[image: A screenshot of a review

AI-generated content may be incorrect.]
[bookmark: _Toc216994348]Figure 63: BMW Canada Customer Reviews
(Source: BMW Group, 2025)

[bookmark: _Toc216994280]5. Ethics of Canada
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[bookmark: _Toc216994349]Figure 64: Ethical vs Unethical Marketing Definitions
(Created by learner)
There is well-organized and clear regulatory environment in Canada, the environment in which BMW can introduce strong ethical practices in its operations. Another ethical value maintained by BMW in Canada refers to the concept of responsible sourcing, sustainability, and consumer transparency, which is addressed in the global sense of corporate ethics (BMW Group, 2025). Canadian car dealerships follow strict pricing fairness, honest advertising and proper materialization of specifications of various vehicles, which further ethical marketing principles in the up-market automotive industry. The fact that Li (2025) identifies BMW as a company interested in the development of EVs also suits the expectations of the Canadian environment by facilitating the decrease in emissions and technological advancements.
Employee ethics are equally important, with focused focus on fair labour practices, encouraging skill development, and ensuring equal employment opportunities in its employee workforce, BMW Group Canada (BMW Group, 2025; BMW Group Locations, 2025). Ethical governance is also supported by compliance programmes, internal audits and safety protocols that ensure the vehicles meet strict regulatory requirements from Canada.
BMW will also strive to ensure the transparency of its complaint management, warranties, and service accuracy because of the solid consumer protection policies implemented in Canada. The well-organized process of customer complaints provided to BMW Canada promotes responsibility and adequate response, which evidences ethical responsibility toward customers.
Contrasted to markets where political instability is prevalent - Russia, where BMW abandoned its activity due to ethical and legal requirements (BMW Group, 2023) - Canada enables a more stable policy that promotes regular coherence between corporate ethics and sociopolitical expectations at national level. As a result, BMW's ethical strategy in Canada is indicative of a responsible corporate behaviour, sustainable innovation, and customer orientated integrity, thus strengthening stakeholder trust and reinforcing the premium nature of its brand identity.
	Marketing Type
	Example (Using STP / 7Ps)
	Explanation with In-text Citations

	Ethical Marketing
	BMW Canada – Targeting & Product (STP + Product)
	BMW ethically targets environmentally conscious and middle-income consumers in Canada through its “Power of Choice” strategy, offering EVs (i4, iX), hybrids, and ICE vehicles without misleading sustainability claims. This transparent targeting aligns product features with genuine consumer needs and environmental policies (BMW Group Canada, 2025; Li, 2025).

	Ethical Marketing
	BMW Canada – Promotion (7Ps)
	BMW Canada promotes sustainability, inclusivity, and EV benefits using factual performance and emissions data, supporting informed consumer decision-making and long-term trust (Adil and Hussain, 2024).

	Unethical Marketing
	BMW Russia – Distribution & Promotion (7Ps)
	Despite official withdrawal, BMW vehicles were sold to Russian buyers via third-party and grey-market channels, indirectly targeting sanctioned markets and undermining ethical distribution standards (Lahiri, 2024; Rivers, 2024).

	Unethical Marketing
	BMW Russia – Targeting (STP)
	Continued indirect targeting of affluent Russian buyers through intermediaries contradicted stated exit strategies and EU sanctions, raising concerns about transparency and regulatory compliance (BMW Group, 2023; Lahiri, 2024).


[bookmark: _Toc216994359]Table 10: Examples of Ethical and Unethical Marketing Practices Using STP and 7Ps
(Crated by learner)

[bookmark: _Toc216994281]6. Recommendations
[bookmark: _Toc216994282]6.1 Recommendations – Russia (Country A)
· Extensive, tight shipment of 3rd-party control and supply chain visibility would be necessary to prevent grey-market markets and avoidance of sanctions (Lahiri, 2024; Rivers, 2024).  
· Communication by the brand must be reduced to the allowed after-sales and financial services, and the transmission of false market signals is prevented (BMW Group, 2023).  
· The ethical environment of marketing is also advised to be strengthened through enhanced employee and partner compliance training that will hold them accountable under the law (Adil & Hussain, 2024).  
· To restore the stakeholder trust and protect the brand image, the compliance audits and the corrective measures should be publicly disclosed (BMW Group, 2023).  
· Any promotional messages that are aspirational or promotion based based on prestige that may indirectly trigger approved demand should be put on hold (Boston, 2022).

[bookmark: _Toc216994283]6.2 Recommendations – Canada (Country B)
· Transparent promotion of electric vehicle (EV) performance, charging infrastructure and lifecycle emission should be retained to reduce the risks of greenwashing (Li, 2025).
· Inclusive targeting strategies have to be broadened to represent the Canadian multicultural demographics and gender diversity within marketing communications (Adil & Hussain, 2024).
· Ethical data usage and consumer privacy standards should be increased in digital platforms such as BMW ConnectedDrive (Quinn, 2025).
· Pricing and incentives communications should be well paired with governmental EV subsidies to help inform consumer decision-making (BMW Group Canada, 2025).
· Sustainability terminology in storytelling must be supported through metrics and third party certification that can be verified to support ethical brand positioning (BMW Group, 2025).

[bookmark: _Toc216994284]7. Conclusion
The report logically contrasted the international strategies of BMW through the combination of the vision of the firm (BMW Group, 2025), localized PESTLE analyses, and updated model applications, a Hofstede model used is mentioned as well as VALS2 segmentation. The analytic tables were recognized as learner-generated where product comparisons depicted the difference in depth, breadth, and branding which were supported by visual illustrations. Distribution evaluations included direct, indirect and intensive, as well as a detailed market-entry method; sales promotion, advertising and sponsorship activities strengthened the Promotion component. Process analysis included the customer complaint systems of each country and Physical Evidence was increased to refer to the website references, marketing strategy evaluations, profit and sales data, social media engagement data and reviews as well as the examination of similarities and differences. The comparative insights were reinforced substantially with the ethical considerations and strategies. In general, this report clarifies the way BMW develops its strategies in divergent environments, thus highlighting the importance of localisation, adherence to regulatory structures, and customer experience improvement as the core mechanisms that maintain its global competitiveness.











[bookmark: _Toc216994285]References
Adil, I. and Hussain, M.M. (2024) Report on Management Challenges of Managing the Workplace: Case Study BMW. Northeastern University (Shenyang, China) and MediClinic International Hospital & Fertility Research Center. doi:10.13140/RG.2.2.20596.97927
Automotive Industries Association of Canada (2025) Understanding millennial vehicle owners: key insights for Canadian auto care businesses. AIA Canada. Available at: https://www.aiacanada.com/news/understanding-millennial-vehicle-owners-key-insights-for-canadian-auto-care-businesses/
AUTOSTAT (2019) ‘BMW dealership for 30 cars was opened in Moscow’, AUTOSTAT, 4 October. doi: https://eng.autostat.ru/news/17565/
B4Ukraine (2025) ‘BMW, Mercedes, Audi: Have the German ‘Big Three’ left Russia?’, B4Ukraine, available at: http://b4ukraine.org/whats-new/bmw-mercedes-audi
BMW Group (2023) Company profile and statement on operations in Russia. Leave Russia. Available at: https://leave-russia.org/bmw-group
BMW Group (2025) BMW Group Report 2024. Available at: https://www.bmwgroup.com/content/dam/grpw/websites/bmwgroup_com/ir/downloads/en/2025/bericht/BMW-Group-Report-2024-en.pdf
BMW Group (2025) BMW Special Sales Sustainability Hub: Environment overview. BMW Canada. Available at: https://www.bmw.ca/en/topics/offers-and-services/bmw-special-sales/sustainability/bmw-special-sales-sustainability-hub-environment-overview.html
BMW Group (2025) History of BMW Group. Available at: https://www.bmwgroup.com/en/company/history.html
BMW Group (2025) Locations — BMW Group Canada Careers. Available at: https://www.bmwgroup.jobs/ca/en/location.html
BMW Group (2025) The Company BMW Group. Available at: https://www.bmwgroup.com/en/company.html
BMW Group Canada (2025) ‘BMW Group Canada reports Q3 2025 sales results’, PressClub Canada (Press release, 1 Oct.). Available at: https://www.press.bmwgroup.com/canada/article/detail/T0453117EN/bmw-group-canada-reports-q3-2025-sales-results?language=en
Boeriu, H. (2025) ‘BMW Canada brings back U.S.-built X3, X5 despite 31% tariffs’, BMWBLOG, 26 August. doi: https://www.bmwblog.com/2025/08/26/bmw-canada-resumes-us-built-x-model-imports-tariffs/
Boston, W. (2022) ‘BMW halts production in Russia and stops exports to the country’, The Wall Street Journal, 1 March. Available at: https://www.wsj.com/livecoverage/russia-ukraine-latest-news-2022-03-01/card/bmw-halts-production-in-russia-and-stops-exports-to-the-country-T36AO5SxgtXwEfXJBsZ8
Canada, Department of Finance (2025) Canada takes decisive action to protect auto industry and workers. Government of Canada. Available at: https://www.canada.ca/en/department-finance/news/2025/10/canada-takes-decisive-action-to-protect-auto-industry-and-workers.html 
CEIC Data (2019) Russia motor vehicle sales: new: BMW, 2006–2019 | Monthly | Unit | Association of European Business in the Russian Federation, CEIC Data. doi: https://www.ceicdata.com/en/russia/new-automobile-sales-passenger-cars-and-lcv/motor-vehicle-sales-new-bmw
Daneliya, G. and Bogdanov, D. (2024) Construction, infrastructure issues in Russia’s auto sector. Law.asia. Available at: https://law.asia/construction-infrastructure-issues-russia-auto-sector/
Dewan, A. (2025) Vanguard’s mid-year outlook for the economy. Fund Library. Available at: https://fundlibrary.com/Articles/Detail/vanguards-mid-year-outlook-for-the-economy/1986
Digital Agency Network (2025) ‘6 key points about the digital marketing strategy of BMW’, Digital Agency Network. doi: https://digitalagencynetwork.com/6-key-points-about-the-digital-marketing-strategy-of-bmw/
Dubetcky, O. (2024) Re-imagine the business strategy: PEST/EL analysis. Medium. Available at: https://medium.com/
Fleck, A. (2025) IMF: Russia’s economic growth expected to slow. Statista. Available at: https://www.statista.com/chart/34186/real-gdp-year-over-year-growth-estimates-projections-in-russia/
Investing.com (2025) BMW ST (BMWG) earnings dates & reports, Investing.com. doi: https://ca.investing.com/equities/bay-mot-werke-earnings
Lahiri, I. (2024) ‘BMW confirms luxury cars were sold to Russian buyers despite sanctions’, Euronews, 24 December. Available at: https://www.euronews.com/business/2024/12/24/bmw-confirms-luxury-cars-were-sold-to-russian-buyers-despite-sanctions
Lahiri, I. (2024) ‘BMW confirms luxury cars were sold to Russian buyers despite sanctions’, Euronews, 24 December. doi: https://www.euronews.com/business/2024/12/24/bmw-confirms-luxury-cars-were-sold-to-russian-buyers-despite-sanctions
Lame, G. (2022) The real reason why BMW stopped making cars in Russia and halted exports. HotCars. Available at: https://www.hotcars.com/the-real-reason-why-bmw-stopped-making-cars-in-russia-and-halted-exports/
Li, S. (2025) ‘BMW Electric Vehicles Transition and Future Market’, Proceedings of the 2025 3rd International Conference on Digital Economy and Management Science (CDEMS 2025), pp. 723–733. doi:10.2991/978-94-6463-770-0_81
Miller, K. (2022) Hofstede’s cultural dimensions: implications and how to apply. CrowJack. Available at: https://crowjack.com/blog/strategy/hofstedes-cultural-dimensions
MMA Global (2025) BMW Canada: The Perfect 10 Is Now the 8, CaseStudyHub, MMA Global. doi: https://www.mmaglobal.com/case-study-hub/case_studies/view/56553
Newaz, A.A.H., Hossain, E. and Uddin, N. (2025) BMW-Supply Chain Management System. University of Bridgeport and Humphreys College. DOI: https://doi.org/10.5281/zenodo.14890184
Partsvania, V. (2025) Structural crisis of the Russian automotive industry: why the crisis is not cyclical but systemic in nature. Riddle Russia. Available at: https://ridl.io/structural-crisis-of-the-russian-automotive-industry/
Quinn, N. (2025) BMW’s Operations Management (10 Critical Decisions) & Productivity. Panmore Institute. Available at: https://panmore.com/bmw-operations-management-10-critical-decisions-productivity-case-study
Rivers, S. (2024) ‘BMW Staff Smuggled Over 100 Cars To Russia, Despite Sanctions’, Carscoops, 23 December. Available at: https://www.carscoops.com/2024/12/bmw-staff-smuggled-over-100-cars-to-russia-despite-sanctions/
Rivers, S. (2024) ‘BMW Staff Smuggled Over 100 Cars To Russia, Despite Sanctions’, Carscoops, 23 December. Available at: https://www.carscoops.com/2024/12/bmw-staff-smuggled-over-100-cars-to-russia-despite-sanctions/
Taylor, J. (2025) BMW i4 wins 2025 Canadian Electric Car of the Year. BMW Group Canada Press Release. Available at: https://www.press.bmwgroup.com/canada/article/detail/T0448047EN/bmw-i4-wins-2025-canadian-electric-car-of-the-year?language=en
The Kyiv Independent (2024) ‘BMW dismisses employees involved in scheme to illegally deliver cars to Russia’, The Kyiv Independent, 23 December. doi: https://kyivindependent.com/bmw-dismisses-employees-involved-in-scheme-to-illegally-deliver-cars-to-russia/
The Moscow Times (2025) ‘BMW Reclaims Top Spot Among Premium Foreign Car Brands in Russia Despite Sanctions’, The Moscow Times, 28 October. doi: https://www.themoscowtimes.com/2025/10/28/bmw-reclaims-top-spot-among-premium-foreign-car-brands-in-russia-despite-sanctions-a90963
The Moscow Times (2025) ‘BMW reclaims top spot among premium foreign car brands in Russia despite sanctions’, The Moscow Times, 28 October. doi: https://www.themoscowtimes.com/2025/10/28/bmw-reclaims-top-spot-among-premium-foreign-car-brands-in-russia-despite-sanctions-a90963
Tock, A. (2022) BMW halts exports to Russia, conflict responsible for production interruptions. BimmerLife. Available at: https://bimmerlife.com/2022/03/02/bmw-halts-exports-to-russia-conflict-responsible-for-production-interruptions/
Urquhart, T. (2025) Russia’s automotive market: a complex dilemma for foreign OEMs. S&P Global Automotive Insights. Available at: https://www.spglobal.com/automotive-insights/en/blogs/2025/06/russia-automotive-market-challenges-foreign-automakers
Voronoi (2025) Mapped: Every car built in Canada. Voronoi. Available at: https://www.voronoiapp.com/automotive/Mapped-Every-Car-Built-in-Canada---4516
Zeifmans LLP (2025) Beyond the EV hype: the hard truth about Canada’s auto sector crisis. Zeifmans. Available at: https://www.zeifmans.ca/beyond-the-ev-hype-the-hard-truth-about-canadas-auto-sector-crisis/
2

image3.png
PESTEL ANALYSIS for
ABC Co.

Add your company's basic information here

- Government - Economic growth ~Population growth ~Technology - Weather - Discrimination laws
policy - Exchange rate rate incentives ~Climate - Antitrust laws
~Political stability - Interest rate - Agedistribution - Level of innovation - Environmental ~Employment laws
~Corruption ~Inflation rates - Career attitudes - Automation policies - Consumer
~Tax policy ~Disposable - Safety emphasis ~R&Dactivity ~Climate change protection laws
- Labor law income ~Health Technological change ~Pressures from - Copyright and
e AT - Unemployment consciousness ~Technological NGO's patent laws
iz - Lifestyle attitudes TS ~Health and safety

- Cultural barriers laws.




image4.png
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economic, social, technological, legal, and

environmental factors that influence an
organisation’s external operating
environment and strategic decision-
making (Adil et al., 2024).
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« Political instability and geopolitical conflictin Russia
disrupted BMW'’s operations (Boston, 2022).

Unfavourable « EU sanctions restricted exports of luxury BMW models,

limiting market access (Lahiri, 2024).

« Supply-chain disruptions forced BMW to halt production
and exports in Russia (BMW Group, 2025).
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Canada takes decisive action to protect auto industry and
workers

From: Department of Finance Canada

News release
October 23, 2025 - Ottawa, Ontario - Department of Finance Canada

The Government of Canada is delivering on its commitment to protect Canada’s auto industry and workers. Today, the
Minister of Finance and National Revenue, the Honourable Frangois-Philippe Champagne, and the Minister of Industry
and Minister responsible for Canada Economic Development for Quebec Regions, the Honourable Mélanie Joly, jointly
announced significant reductions to the import quotas of General Motors (GM) and Stellantis.

This action follows the automakers' unacceptable decisions to scale back their manufacturing presence in Canada,
directly breaching their commitments to the country and Canadian workers.

On April 15, 2025, the Government implemented an auto remission framework allowing Canada’s automakers to import a
set quantity of vehicles from the U.S. counter-tariff free, provided that specified production levels are maintained. For
automakers that have reduced or paused manufacturing in Canada as a result of facility retooling, remission has also
been provided on the condition that production at those facilities resumes.

GM'’s decision to reduce their production in Oshawa and in Ingersoll facilities, and Stellantis’ decision to cancel its
production plans for the Brampton assembly plant goes against their commitments to Canada and Canadian workers.
For these reasons, the government is reducing General Motors’ annual remission quota by 24.2 per cent, and is reducing
Stellantis’ annual remission quota by 50 per cent.

This decision aligns with the government’s long-standing position: we expect these companies to meet their contractual
obligations and respect their commitments towards Canada and their workers.
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« High GDP per capita in Canada supports strong
purchasing power for premium and luxury vehicles.

« Sustained consumer demand for luxury and
performance cars contributes to steady BMW sales
growth (+5.9% in 2025).

Favourable » Stable economic conditions in Canada enhance
customer affordability and confidence in long-term
vehicle ownership.

 Mature financial markets and access to automotive
financing support premium car purchases (BMW Group
Canada, 2025).
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Growth Domestic Product vs. Population Growth
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Favourable

« Russian nationalism and anti-West sentiment after 2022
Unfavourable caused consumers to shift to non-Western brands

(Rivers, 2024).
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S&P Global Mobility's Autolntelligence service provides daily analysis of global
automotive news and events, including the automotive industry forecast. We deliver
timely context and impactful analysis for navigating the fast-moving industry. Behind
the Headlines offers a bi-weekly dive into recent top stories.

Russia’s automotive market, particularly for passenger vehicles, has experienced a
dramatic upheaval over the past three years, reshaping its landscape in
unprecedented ways.

Once a fully liberalized market welcoming a wide range of foreign manufacturers, it
was abruptly disrupted when Russia launched its “special military operation” against
Ukraine on February 24, 2022. This shift triggered a wave of sanctions as well as the
swift exit of many foreign automakers, the rise of new players filling the gap, and the
complex prospects for a future return of major brands.
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Understanding millennial vehicle owners:
Key insights for Canadian auto care
businesses

July 3,2025

In today’s evolving auto care landscape, staying ahead means understanding your customers—
especially those who make up the largest share of the car-owning population: millennials. AIA
Canada’s Consumer Behaviour Series report, Understanding_millennial Canadian vehicle

owners, 2024 edition, offers timely insights that can help businesses in the auto care sector better
connect with this influential demographic.

Who are millennial vehicle owners?

Millennials, born between 1980 and 1996, currently fall between the ages of 28 and 44. As tech-
savvy, socially conscious consumers, they value transparency, convenience, and personalized
service. In Canada, they represent a key segment of vehicle owners, with increasing buying
power and growing expectations around automotive maintenance, repair, and innovation.
Understanding how millennials approach car ownership and service decisions is critical for shops
aiming to remain relevant.
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The Hofstede cultural dimensions model
is a framework that explains how national
cultures differ across key dimensionsand

how these differences influence values,
behaviours, and organisational practices
within societies (Miller, K., 2022).
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HOFSTEDE’S Cultural Dimensions

Strategic planning model used by bussinesses to understand cultural
differences between various countries
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RUSSIA PASSENGER VEHICLE
MARKET SHARE BY BRANDS IN 2024
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« Canada’s advanced digital infrastructure supports
online vehicle sales, data-driven marketing, and the
expansion of BMW ConnectedDrive services (Quinn,

Favourable )

« High technology adoption and digital literacy in Canada
enhance customer engagement with connected,
electric, and smart mobility solutions (BMW Group,
2025).





image21.png
Russian BMW production totaled approximately 12,000 vehicles last year, all of which were buitt from semi-knockdown kits (SKD) at a factory in
Kaliningrad operated with local partner Avtotor, a firm with whom BMW has maintained a relationship for more than two decades. Last year,
sales of the BMW brand are said to have totaled 46,802, reflecting a 10% year-over-year gain

Automotive News says production stoppages at BMW Group Plants Munich and Dingolfing in Germany along with Oxford in the U_K. will come
next week. Production of engines in Steyr, Austria will also be suspended, while BMW Group Plants Leipzig and Regensburg in Germany are
having to adjust production shifts. BMW has reportedly formed a crisis task force, a move similar to what automakers Volkswagen and Stellantis
have also done.

One example of the supply of critical parts being interrupted as a result of Russia's invasion of Ukraine is that of wiring hamesses, which are
manufactured in two Ukrainian plants by German cable maker Leoni. The company, which has more than 100,000 employees around the world,
said it was examining all options to compensate for production interruptions.
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BMW i4 wins 2025 Canadian Electric Car of the Year.

13.02.2025 PRESS RELEASE <

+++ Title awarded by the Automobile Journalists Association of Canada. +++ Top automotive award in Canada. +++
Second time the BMW i4 has won this top distinction, also winning Canadian Car of the Yearin 2023. +++
‘Announcement made at the 2025 Canadian International AutoShow in Toronto. +++

#G26 - #Awards Corporate - #Toronto - #BMWi - #America - #i4
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Favourable

« EU export bans and legal violations by employees in

Unfavourable Russia created severe compliance risks and
reputational issues (Lahiri, 2024).





image24.png
Construction, infrastructure issues in
Russia’s auto sector

14 November 2024

000

International restrictions on Russia have made localisation worthy of a closer look for
interested foreign carmakers

Since 2022, various restrictions imposed by the US, EU, UK, Japan and several other
jurisdictions on a wide range of investment activities in Russia have led many Western
manufacturers to withdraw from the Russian market, either by selling their businesses to local
entities or by placing them in “dormant” mode. This has impacted most sectors of the Russian
economy, including automotive, where foreign producers have historically played a key role.

In response, some Chinese carmakers have seized the opportunity by both significantly
increasing their exports to Russia and establishing partnerships with Russian companies (thus
gradually filling the gap in vacated production sites). However, only a few seem prepared to
invest in local production, particularly in R&D. At best, this localisation effort is limited to
SKD (semi-knocked down) assembly.
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Vehicle Manufacturing in Canada - Compliance Requirements

The information contained in this Web page applies to Canadian manufacturers
of new vehicles destined for the Canadian market.

All vehicles manufactured in Canada for the Canadian market are required to
comply with Canada Motor Vehicle Safety Standards (CMVSS). Canadian
manufacturers must therefore design, build and certify their vehicles to meet
these standards in order to sell their vehicles in Canada.

The regulatory framework established by the Motor Vehicle Safety Act (MVSA)
requires that manufacturers follow the specific guidelines under its pursuant
Regulations, standards and test methods in order to demonstrate compliance.

Canadian manufacturers having demonstrated their ability to certify compliance
for the vehicles they produce are granted the right to affix the National Safety
Mark (NSM) by the Minister of Transport. The NSM is a maple leaf shaped logo
which bears a unique number assigned to the Canadian manufacturer. This logo
must be applied to all prescribed classes of vehicles being produced by the
Canadian manufacturer for sale in Canada across interprovincial boundaries.

Fast Track

* FAQ - National Safety Mark

* Transport Canada Guidelines on
Enforcement and Compliance
Policy,

Transport Canada CMVSS
Summary Page

Companies Registered with
Transport Canada to affix the
National Safety Mark

Contact us

¢ mvs-sa@tc.gc.ca
* 1-800-333-0371
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Favourable

« Russia’s low EV adoption and fossil-fuel-heavy energy

Unfavourable structure limit BMW’s sustainability strategy (BMW
Group, 2023).
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To kick things off, BMW has partnered with Avtotor - an automobile manufacturing company located in
Kaliningrad. This is not the first time we are seeing a luxury brand operate in third-world countries and choose
their cheap labor to assemble cars.

In fact, Avtotor has been a favorite location for many car companies in recent decades. Hyundai Motor

Company, Kia, BMW and General Motors are some of the most popular names in cooperation with the Avtotor
plant. Interestingly enough, this plant also produces cars and vans for the Chinese market with Nanjing
Automobile Corporation.
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Sustainabilityis @ key component of the BMW Group's corporate strategy. Decarbonization, circularity, social aspects as well as respect for the environment and
human rights in the supply chain are strategic focus areas to reduce our emissions and ensure the responsible use of raw materials.
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VALS framework with Psychographic segmentation

This slide llustratesVALS (Values, Atitudes, Lifestyle) frameworkwith psychographic segmentation. tincludes segments such as innovators, thinkers, achievers, experiencers, efc.
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BMW confirms luxury cars were sold to
Russian buyers despite sanctions

Copyright AP Photo/Mattnas Schrader, Fio

8y Indrabati Lahiri

Published on 24/12/2024 - 15:03 GMT+1 « Updated 17:40

P> share | 0y Comments

BMW Group has confirmed that it has sold more than 100 high-end cars to

Russian buyers, despite EU sanctions being in place to halt the export of
vehicles to Russia.
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BMW Canada: The Perfect 10 Is Now the 8

W #CaseStudyHub

mma-2019-6065

Campaign Summary

The new BMW 8 Series faced the challenge of a successful comeback into a crowded ultra-
premium market. To reach its target audience, push past competition, and raise the BMW &
Series to the top of consumers’ consideration set, BMW created a campaign that showcased
the luxury experience through a mobile-first approach




image32.png
A perceptual map is a marketing tool
used to visually represent how
consumers perceive competing brands or

products relative to key attributes such as
price, quality, or innovation, helping firms
identify competitive positioning
opportunities (Kotler et al., 2016).
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Consumer Perception of Automotive Brands
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Source: Sebastien Bellanger, https:/rockstarsbm.wordpress.com/2014/11/23/perceptual-maps/
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A product refers to the bundle of physical
attributes, technology, quality, features,

after-sales service, and brand value
offered to satisfy customer needs in a
target market (Kotler et al., 2023).
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Find Your BMW.

+ A
& /o
Find a new car. Find a pre-owned car. Configure your vehicle. Request a test drive.
New car search ‘ ‘ Pre-Owned search ‘ ‘ Configure and price ‘ ‘ Book yours today

The BMW X5.

Ride out the season in style with credits up to $5,500 on new in-stock award
winning BMW X5 models.
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Product width refers to the number of
different product lines a company offers,
depth refers to the number of variants

within each line, and variety reflects the
overall diversity of choices available to
consumers (Kotler et al., 2023).
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Product design refers to the aesthetic,
functional, technological, and ergonomic

attributes that shape product
performance and user experience (Quinn,
2025).
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Most parallel imports are currently registered under individual buyers, who benefit from a discounted
recycling fee of just 5,200 rubles ($65) for a new vehicle.

According to Tselikov, parallel imports accounted for about 10% of all new car sales in September,
more than double last year’s share, and could rise to 15% or even 20% by December.

“Private buyers are in a rush, importing so many powerful cars that logistics and registration offices

can't keep up — there are queues everywhere;” an employee at an import firm told The Moscow
Times' Russian service.
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PRESSCLUB CANADA - ARTICLE.

BMW Group Canada awards media planning and buying business to Omnicom.

0771.2023 PRESSRELEASE [[E5] <5

+++Omnicom Group to lead media planning and buying for the BMW, MINI and BMW Motorrad brands.+++ Omnicom
to create a new bespoke division under Critical Mass for the BMW Group account.+++ Partnership to include media
business in Canada, the U.S. and Latin America.

#Sales and Marketing - #Soles North America - #Corporate

Marc Belcourt
BMW Group

Tel: +1-905-428-5078
Fax: +1-905-428-5071

 send an e-mail

Marc Belcourt
BMW Group

> Frangais

Richmond Hill, ON. BMW Canada Inc. has awarded its national and regional media
planning and buying business to Omnicom Group. The media planning and buying
activities include BMW, MINI and BMW Motorrad brands in Canada. The agency has
been awarded a five-year contract which begins on January 1, 2024

BMW enlisted Ebiquity to lead the process of reviewing ts full agency roster in the
Americas Region late last year as part of a regular review cycle. A review of the company's
lead creative agency, social media, digital media, and CRM agencies is ongoing, and
expected to be completed by the end of this year.

“With our continued focus on the digitalization of our marketing communications and
commerce channels combined with the rapid evolution of our product offering through
electrification, our business is transforming,” stated Jonathan Thomson, Director, BMW
Brand Management. “We require an agency offering industry-leading marketing
technology as well as the capacity to deliver innovation and thought leadership across the
BMW Group portfolio to navigate this complex moment in automotive communications.
We believe we have found these skills in our new partners at Omnicom.”

Omnicom is developing a bespoke division under Critical Mass to lead all media planning
and buying, and will take over from incumbent Media Experts, which originally won the
BMW business in 2009 and added the MINI business in 2016.
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Price refers to the monetary value
customers pay to obtain a product,
reflecting production costs, brand
positioning, competitive conditions, and

perceived value. It influences profitability,
market demand, and consumer
expectations, particularly in premium
markets like BMW’s luxury automotive
segment.
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BMW Reclaims Top Spot Among
Premium Foreign Car Brands in Russia
Despite Sanctions
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BMW Canada Brings Back U.S.-Built X3,
X5 Despite 31% Tariffs

BMW Canada restarts imports of U.S.-built X models despite a 31% tariff burden, as X3
and X5 shortages hit sales and force lineup-wide price hikes.

BMWBLOG » News » BMW Canada Brings Back U.S.-Buit X3, X5 Despite 31% Tariffs
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Place refers to the distribution channels
and logistics systems used to deliver
products to consumers. It includes
dealership networks, supply chains,

transportation, inventory management,
and market accessibility, ensuring
customers can conveniently access,
purchase, and service the brand’s
products.
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Cerny Raries Strong Supply Chain Coordination Well-Developed Infrastructure
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Promotion refers to the communication
strategies used by a company to inform,

persuade, and remind customers about
its products. It includes advertising, digital

marketing, public relations, sales
promotions, experiential events, and
brand storytelling to build awareness and
influence consumer purchasing
behaviour.
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That's such a crazy marketing move that
BMW was able to pull off.

We all know about the famous brand
rivalry of Mercedes, Audi and BMW, so
naturally, BMW did this marketing
‘campaign which made other car owners
jealous, and BMW was technically able
to take over Mercedes and Audi
customers.

Remember, your competitors are rarely
your friends in the marketing world,
keep the competitive marketing friendly
but also target towards getting your
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BMW Social Media Strategy

Regardless of how big the company is, the social media strategy of the global car
manufacturers is no different than other brands. BMW uses social platform such as
Linkedln, Instagram, Facebook, YouTube or even TikTok to showcase its latest
products, engage with customers, and promote its brand values.

£ On Instagram: High-quality visuals, reels, and influencer collaborations
showcasing design and luxury.

£ On YouTube: Mini-documentaries, car launch films, behind-the-scenes factory
tours.
£ On TikTok: Gen Z-focused creative content with challenges and trending audio.

£ On Linkedin: B2B and innovation stories like sustainable mobility, Al in production,
and partnerships.
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People refer to the employees, service
staff, dealership personnel, and
customer-facing teams who directly
influence customer experience and brand

perception. Their skills, behaviour,
training, and service quality play a crucial
role in delivering value and maintaininga
premium brand image.
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BMW dismisses employees involved in
scheme to illegally deliver cars to Russia
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Process refers to the structured
procedures, service workflows, and
operational systems that guide how a
company delivers its products and
services. Effective processes ensure

efficiency, consistency, customer
satisfaction, and alignment with
organisational standards across sales,
after-sales, logistics, and support
functions.
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Customer Complaint Process — Russia
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Customer Complaint Process — Canada
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Physical evidence refers to the tangible
elements that customers experience
during service delivery, including
dealership appearance, vehicle display

quality, digital interfaces, documentation,
service facilities, and brand materials.
These components reinforce brand
credibility, customer trust, and perceived
service quality.
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A new BMW dealership Rolf Premium Khimki was opened in Moscow, located on the 23rd kilometer
of the Leningradskoye Shosse in the capital’s largest automobile cluster. Recall that for Rolf that has
been a BMW partner since 2016, it is the third dealership of the Bavarian brand

The six-level building is the first BMW auto center in Russia, made according to new standards of
architecture, the press service of the Bavarian brand reports. The building has a facade in the form of
a showcase with 30 BMW cars in separate cells, which are highlighted in the dark

The showroom with an area of 2670 sq.m. is located on three floors. The first and second floors are a
showroom with a dedicated area for cars of the M and Individual series. A separate space is reserved
for the flagship models of the BMW 7 Series, BMW 8 Series and BMW X7. Third floor is the space for
used cars BMW Premium Selection. The reast used cars are stored at the top three levels.

The new dealer center has three recreation areas and a bar, as well as a service that can serve up to
24 cars per day. The total area of the dealership is more than 15,755 sq.m, including the service area
of 840 sq.m

As AUTOSTAT previously reported, in 8 months of 2019, Russian BMW dealers sold 26,690 cars in
August, which is also 17% higher than the figure for the same period of the previous year. As a result
BMW keeps the leadership in the premium segment of the Russian market.
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The wide range of BMW electric car models.
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Despite automakers halting local Russian production and official vehicle exports,
some of them continue involvement in the Russian market through spare parts
supply, and minimal on-ground presence which reflects a more nuanced approach,
with only partial disengagement. Although prices may have risen, the former
official distributors of the ‘Big Three’ continue to sell new cars in Russia. There are
different shades of gray, and BMW'’s case — with its official website continuing to
facilitate car sales in Russia — stands out as the most egregious of the three. The
company’s claims that it has not authorized any third-party dealerships in Russia to
sell new vehicles seem hypocritical as its website lists dealers that openly sell new
cars brought into the country through parallel imports and advertises barely new
vehicles.
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CUSTOMER TESTIMONIALS

v

DealerRater Nov 15, 2025
About a week ago my son and | decided to go to BMW TORONTO to see a vehicle my son was interested in.. We made an appointment with Arian
Hamrahi. When we got at the dealership we were greated very friendly and professional by Arian. This dealership for now ( unfortunately they are
moving to a new location ) has a few floors (used department-+matorcycle department-+new car delivery department). The vehicle was brought up (
nice and clean )prior to ourvisit to the 3 rd floor where the Pre Own vehicle department is located We inspected the vehicle and we liked ... Read More

Read at DealerRater

v

DealerRater Aug 10, 2025

L83 8 8 4

‘The staff wos very friendly and helpful in a difficult situation. It was an out of province purchase and they made everything go smoothly.

Read at DealerRater

v

DealerRater Jul 26, 2025

*h AN

It's alright. Communication needs to be more clear. Hoping that it will be better when | visit next time

Read at DealerRater
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Ethical Marketing

« Unethical marketing involves marketing practices that
mislead, manipulate, or exploit consumers through
false claims, omission of critical information, or

’\LAJgreth%al violations of legal and ethical standards, often
9 prioritising short-term profits over consumer trust and
social responsibility (Ferrell, Hartline and Hochstein,
2021; Murphy et al., 2017).
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