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I. Introduction 

 

“Marketing is the management process responsible for identifying, anticipating 

and satisfying customer requirements profitably.” 

Usually,bpeoplebthinkbthatbmarketingbisbjustbaboutbadvertisingband 

selling,bbutbthisbisbnotbthebwholebprocess.bItbisbabkeybmanagement 

disciplinebthatbensuresbproducersbofbgoodsbandbservicesbcanbinterpret 

customerbwants/needsbandbmatch,borbexceedbthem.b 

Thebmarketingbprocessbisbcentralbforbthebbusinessbperformancebof 

companies,bbothblargebandbsmallbbecausebitbaddressesbthebmostbimportantb

aspectsbofbthebmarket.bItbisbaboutbunderstandingbthebcompetitive 

marketplacebandbensuringbyoubcanbtapbintobkeybtrends,breaching 

consumersbwithbthebrightbproductbatbthebrightbprice,bplacebandbtime.b 

Inbthisbreport,bIbwillbrelatebthebmostbessentialbmarketingbmethods 

andbmodelsbofbresearchbtobthebBMWbGroupbLTD.bThebreportbwillbcoverb

thebanalysisbofbthebmacrobandbmicrobenvironmentbofbthebcompany.bIbwillb

usebmodelsbsuchbasbPESTLE,bPorterb5bForces,bSWOTbbandbothersbforbab

betterbunderstandingbofbBMW`sbmarketingbmanagement.bAtbthebendbofbthe

report,busingbthebAnsoffbmatrixbIbwillbmakebsomebrecommendationsbfor 

thebfuturebofbthebmarketingbmanagementbofbthebcompany. 

II. PESTLEbAnalysis 

“AbPESTLEbanalysisbstudiesbthebkeybexternalbfactorsb(Political, 

Economic,bSociological,bTechnological,bLegalbandbEnvironmental)bthat 

influencebabcompany.bItbcanbbebusedbinbabrangebofbvariousbscenarios,balso

canbadvisebpeoplebprofessionalsbandbseniorbmanagersbinbdevelopment 

decision-making.” 

BMWbPESTLEbAnalysisbinvestigatesbdifferentbexternalbfactors:bpolitica,

economic,bsocial,btechnological,blegalbandbenvironmentalbfactors.bThe 

PESTLEbAnalysisbmarksbthebdifferentbextrinsicbscenariosbthatbinfluence 

thebbrand’sbbusiness. 

PESTLEbanalysisbisbabframeworkbthatbisbindispensablebforbcompaniesbsuch

asbBMW,bbecausebitbhelpsbtobunderstandbmarketbmovementsbandbmeliorate

thebbusinessbconstantly. 



Politicalbfactors: 

BMW is one of the leading luxury car manufacturers in the world. There 

are three major political factors that have recently affected BMW. Firstly, the 

escalation of the trade war between the U.S.A. and China. And, secondly, the 

rising political uncertainty in Europe largely because of Britain’s decision of 

taking exit from the European Union. Another political factor is the war 

between Ukraine and Russia. Since higher taxes were imposed on the goods 

traded between U.S.A. and China; it weakened the stock markets and hence 

caused a decline in the stock prices in the automobile industry. Apart from the 

trade tension between the two countries, higher duties were imposed on the 

U.S.A. on the import of Steel and Aluminum by the European Union. Also, 

Brexit had a negative impact on the company as it will increase trade 

restrictions causing an increase in costs and a decrease in volume. Moreover, 

the increase in trade restrictions by the U.S.A. can also cause the other countries 

to increase their tariffs on the goods traded with the U.S.A. This can cause a 

decrease in the vehicles exported from the U.S.A. which will affect BMW 

negatively. The war between Russia and Ukraine come along with BMW`s 

decision to stop local production in Russia and export to the Russian market. 

That definitely will cause decreases in company revenues for the next few 

years.  

Economicbfactors: 

ApartbfrombthebEuropeanbUnion,babmajorbchunkbBMW’sbrevenue 

comesbfrombChinabandbThebUnitedbStatesbofbNation. 

So,banybuncertaintybprevailingbinbthesebcountriesbcanbadverselybaffect 

BMW.bThebincreasedbinvestmentbdonebbybBMWbforbthebelectrificationbofb

theirbdrivetrainbsystemsbcanbincreasebitsbcostsbsignificantly.bAlso,bthe 

companybaimsbtobexpandbitsbproductionbcenters.bDuebtobthesebfactors,bthe 

companybexpectsbabsignificantbreductionbinbitsbprofitsbbeforebtaxesbfrom 

10675bmillionbEurosbtob9815bmillionbEuros.b 

Socialbfactors 

ThebBMWbGroupbhаsbаbpresencebinbmorebthаnb140bnаtions.bThe 

BMWbgroupbhаsb3bdivisionsbi.e.bthebаutomotivebsegment,bthebmotorcycles

аndbthebfinаnciаlbservices.bАbmаjorbchunkbofbBMW’sbrevenuesbcomes 

frombitsbаutomotivebsegmentbwithbаllbitsbbrаndsbcаteringbtobthebpremiumb

segment.bBMWbisbfocusedbonbincreasingbitsbcustomerbsatisfaction.bАpаrt 



frombincreаsingbcustomerbsаtisfаctionbfrombitsbvehiclesbitself,bBMWbаimsb

tobprovidebextrаbservicesbtobimprovebtheirbexperience.bThebintroductionbof 

itsbBMWbCаrDаtаbservicebhаsbаllowedbitsbcustomersbtobgetbservicesbаs 

perbthebrequirementsbgenerаtedbfrombthebdаtаbcаptured.bThebCаrDаtа 

service,bthus,bprovidesbitsbcustomersbwithbtailoredbsolutions.bBMW’sbMini

mаkesbusebofbthebserviceb“BMWbConnected”btobenhancebitsbcustomer’s 

experience. 

Technologicalbfactors 

BMWbGroupbrealizesbthebimportancebtobintegratebtechnologybinbitsb

vehiclesbandbalsobinbthebservicesbthatbitbprovides.bBMWbhasbopenedban 

AutonomousbDrivingbCampusbinbGermanybrecentlybwhichbwillbbeba 

facilitatorbinbdesigningbofbautomatedbvehicles.bThebCampusbhasbcreated 

aroundb1300bjobsbforbthebpeoplebbelongingbtobthebITbsector.bWithbthe 

helpbofbthesebpeople,bBMWbaimsbtobexplorebtechnologiesblikebartificial 

intelligencebandbintegratebthembinbitsbsolutions.bAlso,babnewbfacilitybhas 

alsobbeenbopenedbinbBeijing,bChina.bApartbfrombthebautomation,bthis 

facilitybwillbalsobhelpbinbdevelopingbnewbdigitalbservicesbandbworkingbonb

thebnewbagebdesigns.b 

Legalbfactors 

BMWbGroupbhasbbeenbsubjectbtobvariousblegalbproblemsballbover 

thebglobe.bInbthebyearb2017,bmorebthanb100bofbBMW’sbcustomers 

complainedbaboutbthebenginebfailuresbwhilebdriving.bAboutb30bofbthem 

hadbtakenbthisbmatterbtobthebcourtbasbwell.bAlso,binbthebyearb2018,bmoreb

thanb3,b00,000bcarsbmanufacturedbbetweenb2007b&b2011bwerebcalledbback

asbtheybwerebalsobpronebtobcompletebenginebfailuresbwhilebdriving.bTill 

date,baboutb90bofbthebBMW’sbcustomersbhavebalsobcomplainedbaboutbtheb

mysteriousbfiresbinbtheirbparkedbBMWs.b 

Environmentalbfactors 

ThebBMWbGroupbhasbalwaysbbeenbanborganizationbfamousbfor 

contributingbtowardsbsustainability.bThebgroupbhasbbeenbcontributing 

towardsbthebUNbEnvironmentbProgrambsinceb2001.bInbfact,bthebGroupbwas

thebfirstbinbthebautomobilebsectorbwhichbcameboutbwithbthebpostbofban 

EnvironmentbOfficer.bBMWbGroupbhasbalsobreducedbitsbcarbonbfootprint 

bybreducingbthebC02bemissionsbofbitsbEuropeanbvehiclesbbyb42%. 



Also,bwithbthebintroductionbofbelectricbvehicles,bthebCO2bemissionsbhave 

furtherbdropped.bThebBMWbi3bisbfullybelectricbwithbzerobcarbon 

emissions.bWhilebtheirbhybridbmodelsbhavebC02bemissionsbasblessbas 

45g/km. (BMWbPESTLEbAnalysis) 

Tobconclude,bthebabovebBMWbPESTLEbAnalysisbhighlightsbthe 

variousbelementsbwhichbimpactbitsbbusinessbperformance.bThis 

understandingbhelpsbtobevaluatebthebcriticalitybofbexternalbbusinessbfactorsb

forbanybbrand.b 

III. Porter`sb5bForces 

ThebfivebforcesbmodelbofbcompetitivebadvantagebproposedbbybMichaelb

Porterbpositsbabcompellingbviewbonbhowbabfirmbcanbachievebcompetitiveba

dvantagebinbabparticularbindustrybbybleveragingbonbfivebimperativebforcesb

ofbthebindustry. 

“Thebfivebforcesbarebcomprisedbofbfactorsbthatbcouldbaffectbthebpositioning

bofbabfirmbinbabparticularbindustry,bthisbincludes: 

 ThebBargainingbpowerbofbBuyers;b 

 ThebBargainingbpowerbofbSellers;b 

 ThebThreatbofbSubstitutes;b 

 ThebThreatbofbPotentialbEntrantsband;b 

 ThebThreatbofbExistingbCompetition.” 

(AbCriticalbAnalysisbofbPorter’sb5bForcesbModelbofbCompetitive 

Advantage) 

1. Porter`sb5bforcesb-bBMW 

ThebBargainingbpowerbofbBuyers;b 

Customersbarebbecomingbmorebаwarebandbinformedbthesebdays.bTheybareb

supportedbbybgovernmentbregulationsbthatbfavorbthem,bandbtheyblikebto 

researchbbeforebmakingbthebfinalbpurchasebdecision.bThebproductbalonebisb

notbthebattraction,bbutbthebentirebcustomerbexperiencebandbthebafter-

salesbservicebmatterbgreatly. 

Therebisbanbaddedbrequirementbtobconstantlybimprovebonbthebfeedback 

givenbbybthebcustomersbandbkeepbonbinnovatingbsobthatbthebcustomer 

staysbwithbthebcompany.bThebswitchingbcostsbareblower,bandbtherebis 

limitedbdemandbfrombthebcustomersbasbitbisbabhigh-endbproduct. 



Althoughbtherebisbhighbproductbdifferentiationbinbthebmarket,bcustomers'b

bargainingbpowerbisbstillbhighbandbshouldbbebfocusedbupon. 

ThebBargainingbpowerbofbSupliers; 

Becausebofbitsbbrandbreputation,bBMWbmustbmaintainbabstandardbof 

qualitybinballbthebrawbmaterialsbitbuses,bandbhencebtheybcarefullybchoose 

theirbsuppliers.bBMWbdealsbwithboverb12000bsuppliersbacrossbthebglobe,b

manybofbwhichbarebautobfirmsbthemselves,bandbhencebBMWbtriesbto 

collaboratebwithbthembandbestablishbthebstandardbprocessbofboperations. 

Becausebtherebarebmanybsuppliersbavailablebinbthebmarket,bswitchingbcosts

areblow,bandbthebproductbsuppliedbisbnotbdifferentiated;bhence,bthe 

suppliersbalwaysbriskblosingbbusinessbifbtheybdon'tbadherebtobthebcompany

protocol.bHencebthebbargainingbpowerbofbsuppliersbisblow. 

b The Threat of Substitutes;  

BMW deals in the luxury segment and is not a must-have. Most of the people 

who shop in this segment do so to maintain a status symbol and class in society. 

Due to the rising awareness for environmental protection, people are shifting 

towards electric vehicles, but that segment will take time to gain recognition. 

Despite these few hurdles, BMW attracts a niche crowd who have brand loyalty 

and has the advantage of being decently popular against other luxury car 

companies. With the loyalty and high popularity, we can say that the threat of 

substitutes is moderate for the company. 

The Threat of Potential Entrants  

BMW is a globally recognized premium automobile manufacturer. Threat of 

new entrants is relatively low in the automobile industry because both entry and 

exit barriers are high. There is an increase in government regulations. If, in any 

case, a new player enters the market, it will take a lot of time for them to 

establish themselves in the market and start their operations globally. The 

threat of new entrants can be nil to none, talking about the automobile 

industry and a company on the level of BMW, which has been relatively 

established in terms of research and sales. 

ThebThreatbofbExistingbCompetition.b 

SeveralbcompetitorsbofbBMWblikebAudi,bMercedes,bSkoda,bTesla,betc.,bare

leavingbnobstonebunturnedbtobincreasebtheirbmarketbsharebandbattractbnewb

customersbfrombthebotherbcompanies.bTherebisbfiercebcompetition,bandballb

thebfirmsbinvestbinbresearchbandbdevelopmentbandbimprovebtheirbcustomerb



experience.bAllbthesebfactorsbshowbabverybintensebcompetitivebrivalrybin 

thebautomobilebindustry.bBMWbisbtryingbtobmovebtowardsbabvisionbwhere 

itbisbsellingbluxurybandbhelpingbsavebthebenvironmentbwithbitsbproductionb

processes,bthusbmakingbthebcustomerbfeelbmorebaccomplishedbandbsatisfied. 

2. Advantages and Disadvantages of Porter`s 5 Forces 

Advantages: 

It focuses on an external analysis, moving away from the traditional 

SWOT approach, enabling a firm’s focus to gravitate on its reaction to a change 

in the external environment.  

The five forces framework is also very inter-linkable with other models, 

such as the PEST forces [Political, Economic, Social, Technological] to help in 

understanding and leveraging on dynamism.  

It also emphasised the importance of searching for imperfect markets 

which offer more opportunities, as imperfect markets create opportunities for 

supernormal profits, but this possibility does not exist in perfect competition.  

The five forces framework, additionally, shows how competitive rivalry 

is the central idea and is very much the function of the other four forces, as the 

other four forces affect the industry and therefore even the competitors. 

Disadvantages: 

Porter, initially, completely ignored the effect of complements on the 

industry, while recognizing substitutes. 

Porter also makes a very bold claim that ‘Industry structure drives 

competition and profitability, not whether an industry is emerging or mature, 

high tech or low tech, regulated or unregulated. In many avenues, the industry 

structure may not be the only factor that influences the profitability of firms. 

Governments and legal action can also have major consequences on the 

profitability of firms. 

“Porter oversimplifies industry value chains, in certain situations, buyers 

may need to be both segmented and differentiated between channels, 

intermediate buyers and end customers 

Another striking weakness in the model is that is a static one. It provides a 

snapshot of the wider industry at some point in the past [Beattie, 2018] and may 

be useful for developing short-term strategy, but in the modern-day, that is 

writhe with dynamism and constant changes, the model does not provide any 



additional advantage.” (A Critical Analysis of Porter’s 5 Forces Model of 

Competitive Advantage) 

IV. SWOTbAnalysis 

AbSWOTbanalysisbisbabplanningbtoolbusedbtobunderstandbkeybfactorsb-

strengths ,weaknesses,bopportunities, and threats, involved in a project or in an 

organisation.bItbinvolvesbstatingbthebobjectivebofbtheborganisationbor 

projectbandbidentifyingbthebinternalbandbexternalbfactorsbthatbarebeither 

supportiveborbunfavorablebtobachievingbthatbobjective. 

Strengths Weaknesses 
1.Onebofbthebmostbvaluablebautomotiveb

brandsbinbthebworld 

2.bGeographicallybdiversifiedbrevenue 

streams 

3.bPerfectbengineeringbandbexcellent 

drivingbexperience 

4.bCompetencebinbhybridbandbelectricbca

rs 

5.bClearbstrategybtobmeetbthebfuture 

challengesbandbtrends 

1.bPoorbautomotivebbrandbportfoliobwith 

littlebproductbdifferentiation 

2.bIncreasingbdebtblevels 

Opportunities Threats 
1.bFuelbpricesbarebexpectedbtobrisebinbth

ebnearbfuture 

2.bDemandbforbautonomousbvehicles 

3.bTimingbandbfrequencybofbnew 

modelbreleases 

1.bIncreasingbcompetitionbinbthebworldwid

ebautomotivebmarket 

2.bIncreasingbgovernmentbregulationsbmay 

raisebthebcosts 

3.bU.K.bautomotivebmarketbisbpoisedbto 

slowbdownborbevenbdecline 

 

V. MarketingbMix 

Thebmarketingbmix,balsobknownbasbthebfourbP'sbofbmarketing,brefersbto 

thebfourbkeybelementsbofbabmarketingbstrategy:bproduct,bprice,bplacebandb

promotion.bBybpayingbattentionbtobthebfollowingbfourbcomponentsbofbtheb

marketingbmix,babbusinessbcanbmaximizebitsbchancesbofbabproductbbeing 

recognizedbandbboughtbbybcustomers: 

 Product.bThebitemborbservicebbeingbsoldbmustbsatisfyba 

consumer'sbneedborbdesire. 

 Price.bAnbitembshouldbbebsoldbatbthebrightbpricebforbconsumer 

expectations,bneitherbtooblowbnorbtoobhigh. 



 Promotion.bThebpublicbneedsbtobbebinformedbaboutbthebproductb

andbitsbfeaturesbtobunderstandbhowbitbfillsbtheirbneedsborbdesires. 

 Place.bTheblocationbwherebthebproductbcanbbebpurchasedbisbimpo

rtantbforboptimisingbsales. 

Product 

BMW Group is primarily focused on manufacturing high luxury two-wheel and 

four-wheel automobiles for the global markets. These products are 

manufactured at certain specific facilities across the globe, based on specific 

needs of each segment. Some of the products offer high level of personalization 

to its customers, while majority of the products are standard across continents. 

The four-wheeler automobile of BMW has always been associated with the 

luxury and high end segment of products. This has been a constant effort of the 

company to be considered “Premium” by the customers. The products in the 

BMW marketing mix are premium sedans, SUVs and sports cars, which offer 

style, performance and a status symbol. 

Thebimportancebofbreliability,bsafetybandbefficiencybinbBMW'sbproduct 

strategybhasbbecomebquitebevidentbinbthebproductbofferings.bAdvancementb

inbengineeringbandbtechnologybhasbbeenbwellbembracedbbybthebBMW 

Group,bandbmostbofbthebproductsbrightlybprojectbthebsame.bThebcompanyb

alsobhasbabmanufacturingbunitbforbmotorcyclesbandbbicyclesbforbcertain 

markets.bThesebproductsbarebgenerallybcategorizedbasbtheb‘niche’bmarket 

products. 

Overall,bthebcompanybgivesbhighbimportancebtobsafetybandbluxury 

standardsbofbitsbproducts.bAlso,binnovativebandbfreshbproductsbare 

introducedbatbregularbtimebintervalsbaccordingbtobthebchangingbneedsbof 

thebcustomers.bRecently,bBMWbalsobenteredbthebelectricbandbhybridbmotor

vehiclebsegmentbwithbthebintroductionbofbabnewbmodel,bthebBMWbi8. 

Price 

Thebproductsbareballbpricedbatbab‘premium’bcomparedbtobitsbrivalsbinbtheb

category.bThebBMW-associatedbbrandsblikebMinibCooperbandbRolls-

Roycebalsobconveybthebsamebpricingbstrategybofbthebcompany.bThese 

brandsbarebpricedbabbitbhigherbthatbthebstandardbBMWbproductbrange. 

BMWbestablishesbabluxurybpricingbtobclassifybitselfbintobtheb“Desirable” 

segmentbofbthebmarket.bThisbpricingbstrategybinbitsbmarketingbmixbalso 

ensuresbthatbthebbrandbdoesbnotbgetbdiluted,borbthebpositioningbofbthe 

brandbbecomebunclear.bContinuingbthisbmarketingbstrategybisbthebpricing 



ofbthebsparesbandbaftersalesbservicebcostsbofbBMWbautomobiles.bThesebare

alsobpricedbabbitbhigherbthanbotherbcontemporarybbrands. 

However,bBMWbhasbadoptedbabdynamicbpricingbstrategybonbitsbentry 

levelbvehiclesbforbnewerbmarkets,b(India,bBrazil)bwherebitboffersba 

competitivebpricebforbitsbsmallerbmodels.bThebpricingbhasbbeenbclearbto 

attractbthebpremiumbandbnichebmarketsbofbautomobiles.b 

Promotion 

BMWbhasbbeenbabworldrenownedbbrandbforboverbhalfbabcentury.bThe 

companybhasbbeenbabstrongbadvertiserbofbitsbproductsbandbotherbofferings.

Thebpromotionalbstrategybasbabpartbofbitsbmarketingbmixbfocusesbon 

aggressivebadvertisingbusingbmediabchannelsblikebTV,bonlinebads, 

billboards,bprintbadsbetcbsobthatbitbcanbcreatebabcontinuousbbrand 

awareness. 

BMWbhasbbeenbabclosebsponsorbforbvariousbrallybracingbeventsbandbothers

portsbevents.bThebcompanybalsobpromotesbmanybcelebratedbsportsbteams 

andbrallybracers.bBMWbhasbbeenbabconstantbparticipantbinbvarious 

internationalbrallybracesbforbablongbtime.bTheybhavebbeenbabsuccessful 

teambatbthebF1bracesbonbnumerousboccasions. 

Apartbfrombthesebsponsorships,bBMWbhasbalsobfoundbanbinnovative 

methodbofbpromotions.bTheb‘AprilbFools’bpranksbbybBMWbeverybyear 

havebbeenbwellbacceptedbbybthebworld,bmakingbitbanotherbstrong 

marketingbpromotionbeventbforbBMW. 

Place 

BMWbbeingbabworldrenownedbvehiclebmanufacturer,bitbhasbspreadbitsbman

ufacturingbfacilitiesbtobmanybcities.bThebfirstbfacilitybwasblocatedbat 

Bavaria,bMunich.bHowever,bwithbgainingbnewerbcustomersbacrossbthe 

globe,bthebcompanybhasbnowbsetbupbmassivebproductionbfacilitiesbtobcater 

tobsuchbhugebvolumes.bApartbfrombitsbmanufacturing,bBMWbmarketing 

mixbplacebstrategybcoversbitsbglobalbreachbtobcompanybdealershipsband 

evenbotherbpremiumbcarbsellers 

 

 

 

 



VI. Recommendationsb–bAnsoffbMatrix 

The Ansoff matrix is a strategic tool developed to facilitate and guide 

businesses in decision pertaining to business growth. The Ansoff matrix offers 

four strategic choices to businesses to choose from: 

 market penetration 

 market development 

 product development  

 diversification. 

Anborganizationborbabbusinessbisbtobchoosebanybofbthesebfourbstrategies, 

orbabcombinationb–bdeepeningbonbvariousbinternalbandbexternalbfactors. 

 

AnsoffbMatrixb–bBMW 

1. Marketbpenetration 

Thebmarketbpenetrationbstrategybisbusedbbybbusinessesbthatbseekbgrowth 

forbexistingbproductsbinbmarketsbwherebtheirbbrandsbarebexisting,band 

alreadyboperational. 



Increasebproductionbcapacity 

 IncreasedbproductionbcapacitybwillballowbBMWbtobreachbmore 

customersbwithinbthebsamebmarket 

 Increasedbproductionbcapacitybwouldbalsobleadbtobmorebefficiency 

andbeffectivenessb–bespeciallybforbcontrollingboverheadbcosts 

 Controlledboverheadbcostsbwouldbleadbtobcompetitivebpricingband 

wouldbappealbtobthebconsumersbinbthebsamebmarket 

 Increasedbattractivenessbandbcompetitivebpricingbwithinbthebsame 

marketbwillbleadbtobincreasedbsalesbandbconsumptionbandbthusbabhig

herbmarketbpenetration 

Increasebmarketingbinvestment 

 ThebBMWbcanbalsobincreasebitsbinvestmentbinbmarketingband 

advertisingbactivitiesbtobincreasebmarketbpenetration 

 ThebBMWbshouldbtrybtobdevelopbandbdesignbengaging 

communicationbcontentbthatbisbrelevantbtobitsbvariousbmarketbgroups 

 Engagingbcommunicationbandbinvestmentbinbmarketingbactivities,band

advertisingbwillballowbthebBMWbtobreachbmorebconsumersbwithin 

thebsamebmarket 

 Withbhigherbmarketingbinvestment,bthebBMWbwillbbebablebto 

increasebitsbmarketbpenetrationbwithinbthebexistingbmarketsbfor 

existingbproducts 

Acquiringbcompetitors 

 ThebBMWbcanbacquirebcompetingbplayersbinbthebmarket 

 ThebacquisitionsbwillbgivebthebBMWbleveragebinbreachingbdifferentb

consumerbgroupsbandbsegments 

 ThebacquisitionsbwillbalsoballowbthebBMWbtobdevelopbleverage 

throughbdiversifiedbsupplybchainbandbdistributionbchannels 



 Acquisitionsbwillbleadbtobhigherbpenetrationbthroughbimprovingbtheb

BMW’sbaccessibilitybofbdifferentbconsumerbgroupsbandbsegmentsbinb

existingbmarkets 

2. MarketbDevelopment 

Withbmarketbdevelopmentbstrategies,bthebBMWbcanbenhancebitsbbusiness 

growthbthroughbintroducingbexistingbproductsbinbnewbmarkets.bThisbwill 

bebpossiblebforbthebBMWbwithbdifferentbstrategies. 

Researchbandbdevelopment 

 ThebBMWbshouldbinvestbinbresearchbandbdevelopmentbtobidentify 

possiblebnewbmarketsbandbconsumerbsegmentsbforbitsbproducts 

 ThebR&Dbshouldbfocusbonbidentifyingbandbunderstandingbdifferentb

marketbcultures,btrends,bandbconsumerbbehavioursbandbhowbthey 

differbdimbconsumerbbehaviourbpatternsbinbexistingbmarkets 

Regionalbexpansion 

 ThebBMWbcanbexpandbregionally 

 Thisbwillbincludebexpansionblocallybtobdifferentbcities,borbwithinbthe 

samebgeographicbregion 

 Regionalbexpansionbshouldbalsobtakebintobconsiderationbanybculturalb

differencesbthatbwillbneedbtobbebaccommodatedbinbthebexpansion 

processbinbtermsbofbmarketingborbproductbmodificationsband 

consumptionbmethods. 

Newbcustomerbsegments 

 ThebBMWbcanbalsobexplorebnewbconsumerbsegmentsbinbthebsame 

marketbforbitsbproducts 

 Thebcompanybcanbidentifybnewbproductbusesbandbfeaturesbandbtarget

newbconsumerbsegmentsbforbthebexistingbproducts 



 Thisbwillballowbthebcompanybtobtapbintobnewbmarketsbandbnew 

marketbtrendsbwithinbthebsamebmarketbtobhelpbinbgrowthband 

expansion 

Customerbeducation 

 ThebBMWbshouldbalsobeducatebconsumersbinbnewbmarketsbforbits 

products 

 Thisbmarketbeducationbisbimportantbforballowingbconsumersbin 

understandingbthebproducts,bandbitsbofferings 

 Thebconsumersbwillbalsobbebablebtobunderstandbconsumptionbpatterns

forbthebproductsbbetterbwithbeducation 

 ThebBMWbincreasesbsalesbthroughbeducatingbnewbconsumer 

segmentsbinbexistingbandbnewbmarketsbtobleadbtoboverallbbusiness 

developmentbandbgrowth 

3. ProductbDevelopment 

Whenbabcompanybseeksbtobexpandbbusinessbgrowthbinbexistingbmarkets 

throughbnewbproducts,bitbisbtermedbasbproductbdevelopment.bThebBMW 

drivesbproductbdevelopmentbinbdifferentbways. 

Modificationsbtobexistingbproducts 

 ThebBMWbcanbintroducebmodificationsbandbimprovementsbin 

existingbproductsbtobofferbconsumersbnewbandbenhancedbofferings 

 Thisbwillbleadbtobincreasedbsalesbandbconsumptionbofbthebproduct 

Strategigbpartnerships 

 ThebBMWbengagesbinbstrategicbpartnershipsbtobexploreboptionsbforb

productbdevelopmentbasbwell 

 StrategicbpartnershipsballowsbBMWbtobhavebaccessbtobnewbproductb

developments,bandbprocessesbwithblimitedbfinancialbinvestmentbandb 

thusblimitedbriskbinvolved 



 ThisbisbimportantbforbBMWbbtobbebablebtobunderstandbthebnewbpro

duct,bandbdevelopmentbprocessbalongbwithbthebmarketbreactionbandb

acceptabilitybofbthebsamebbeforebengagingbinbfillbfledgedbproduction

ofbown 

4. Diversification 

Diversificationbrefersbtobbusinessbgrowthbandbdevelopmentbthatboccurs 

whenbabcompanybengagesbinbnewbproductbdevelopmentbinbnewbmarkets.b

DiversificationbisbanbimportantbandballowsbbusinessesblikebthebBMWbto 

remainbcompetent,binnovative,bandbcompetitiveb–

therebybremainingbrelevantbforbthebconsumerbmarkets. 

Verticalbdiversification 

 VerticalbdiversificationbforbthebBMWbmeansblookingbforbgrowthband

bbusinessbdevelopmentbbybintroducingbnewbproductsbunderbexistingb

productblines. 

 Thisbmeansbthatbthebnewbproductbdevelopmentsbandblaunchesbbybthe

bBMWbwouldbbebsimilarbto,bandbcategorizedbunderbexistingbproduct

bgroupsbandbcategories. 

bHorizontalbdiversification 

 HorizontalbdiversificationboccursbwhenbthebBMWbdecidesbto 

introducebandbengagebwithbnewbproductbdevelopmentsbandblaunchesb

thatbarebnotbassociatedbwithbthebexistingbproducts 

 Itbisbhoweverbbeneficialbtobintroducebnewbproductsblaunchesband 

developmentsbforbproductsbthatbsharebsimilarbeconomicbenvironments

withbthebvisitingbproducts. 

TobconcludebIbcanbsaybthatbthebBMWbGroupbhasbmultiplebchancesbto 

developbinborderbtobincreasebthebrevenuesbandbthebvaluebofbthebbrand 

evenbitisbalreadybanbestablishedbcompany.bUsingbAnsoffbMatrixbIbcouldbto



identifybsomebmethodsbofbdevelopingbthebconybthatbcanbbebused 

separatelyborbcombinated.b 
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