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[bookmark: _heading=h.gjdgxs]Introduction
In recent years, BMW’s development has become a subject of huge interest to the community of business (Yu et al. 2023). The proposal aims to delve into the marketing strategies of BMW and Aston Martin and how consumers react to those marketing strategies employed by the organisations. The way this proposal tackles the subject is feasible as well as appropriate in terms of resources, outcomes, and intended activities which helps it establish its significance to professional as well as academic communities.
[bookmark: _heading=h.30j0zll]Background
2.1113 million BMW vehicles were produced in 2023 and 2.159 of them were sold (Yu et al. 2023). It has been recently revealed that BMW is not only one of the most popular cars sold domestically but also abroad (Yu et al. 2023). BMW can be undoubtedly called one of the most profitable and successful luxury car brands in the world. On the other hand, Aston Martin is another luxury sports car manufacturing company with its headquarters in the United Kingdom which has developed itself significantly in recent years. The revenue of Aston Martin was a total of 611.8 million British pounds in the year 2020 (Statista, 2024). Aston Martin was founded by Robert Bamford and Lionel Martin in 1913, in London. While BMW's original parent company was founded in 1910 it was reorganized in 1916 and named BMW. 
[bookmark: _heading=h.1fob9te]Research rationale
What is the issue?
In 2020, one in five consumers switched brands while seven in ten tried out new digital shopping channels (Bibby et al. 2021). Ineffective marketing is the reason behind this. Like many other automotive companies BMW and Aston Martin face several marketing issues as well. A vital issue of Aston Martin’s marketing strategy is their perceived over-dependence on the association with the Hollywood movie character James Bond. This limits their visibility and ability to attract a broader array of consumers. Extreme exclusivity is an issue related to marketing for Aston Martin and BMW. Extreme exclusivity can oftentimes isolate and alienate potential customers who might think the cars manufactured by the companies are out of reach for them. 

Why is it an issue?
Ineffective marketing is an issue because it can directly affect the sales of the company by failing to efficiently differentiate its products from other rival companies, create brand loyalty, and reach potential consumers. BMW and Aston Martin will miss numerous opportunities because of ineffective marketing campaigns as they will fail to reach the target audience, leaving potential customers unaware of new promotions, new features and new models. It is even more important to market luxury cars as they have growth rates close to 8 to 14 percent annually whereas the regular car market has stagnated with no growth (Guan et al. 2022).
Why is it an issue now?
BMW is continually facing new marketing challenges like exchange rate fluctuation, trade barriers, and shifting consumer preferences. Due to the disruption of digital technologies which are transforming the way the business and market operate in general, the way the products are exchanged and produced are also transforming (Llopis-Albert et al. 2021). For instance, the demand for hybrid and electric vehicles is rising but adapting to this change in technology is challenging and costly as well. With other challenges mounting such as trade barriers, exchange rate fluctuations, high cutthroat competition between rival companies, and production costs it is getting increasingly crucial to leverage better marketing strategies so that consumers react in a positive manner and an increase in sales is observed.
What does the research focus on?
The research primarily focuses on the marketing strategies that are leveraged by BMW and Aston Martin in order to boost their sales and get a positive reaction from consumers. Studies have found that many companies do not follow through with their shift in marketing strategies because of the lack of commitment to the full range of important changes and a lack of clarity about dependencies (Armstrong et al. 2020). This research will focus on how these problems and issues can be mitigated.
[bookmark: _heading=h.3znysh7]Aim
The aim of the specific research study is to investigate the marketing strategies implemented by Aston Martin and BMW and evaluate their impact on consumer behaviour in the UK.
[bookmark: _heading=h.2et92p0]Objectives
The main objectives of this research will be- 
· To evaluate the impact of the marketing strategies implemented by BMW and Aston Martin on consumer behaviors within the UK.
· To critically explore the role of marketing strategies implemented by the companies in their progress and their competitive market positioning. 
· To critically analyse challenges faced by Aston Martin and BMW in retaining customer satisfaction.
· To recommend strategies that can facilitate Aston Martin and BMW to enhance customer engagement.
[bookmark: _heading=h.tyjcwt]Research Question
What are the marketing strategies implemented by Aston Martin and BMW and how does it impact consumer behaviour in the UK?
[bookmark: _heading=h.3dy6vkm]Literature review
Evaluating the impact of the marketing strategies used by automotive organisations on customer behaviour
The brand image has a significantly positive relationship with the sales of the vehicles produced by BMW (Edinata et al. 2023). Marketing is one significant way of building brand image as well as brand loyalty. Brand image is highly dependent on marketing as it represents how the consumers perceive the company as a brand. The consumer decision making process pertains to a multi-step approach that focuses on recognition of the problem, searching for relevant information, looking for alternatives, making a purchasing decision and finally evaluating the product post its purchase. The marketing approaches of the companies are targeted at inducing a feeling of need for the product within the consumers, leading them to prefer the companies through adverts aimed at pleasing and attracting the consumers towards the products. There is a heavy influence of all types of marketing including customer service, messaging, advertising and overall brand experience. A strong and positive brand image can hugely impact the effectiveness of marketing campaigns by building customer engagement which will eventually lead to increased market and sales share. Senior executives at BMW are held responsible for the entire company or a huge part of it. Special techniques used by BMW are action learning, 360-degree feedback, succession planning, and talent management. On the other hand, Aston Martin’s practices are characterized by a culture of pride in craftsmanship, a focus on brand quality and artistic beauty, decisive implementation, and an emphasis on strong vision. Brand image is the foundation for marketing strategy as it serves as a foundation for every single marketing activity developing communication strategies, visuals, and messaging strategies to consistently display the brand personality that the management desires or the way the company wants to be perceived. Marketing strategies directly influence how consumers believe about the company’s value, reliability, and quality. Furthermore, a company's value, reliability and quality shape the brand image of the company. For instance, BMW and Aston Martin have created trust and credibility through consistent positive marketing experiences and messages which strengthened their brand image and made consumers more likely to choose their service or product.
Critically analysing challenges faced by BMW and Aston Martin in retaining customer satisfaction
Customer satisfaction is a personal feeling perception towards the type of product or service they receive as per their expectations (Balinado et al. 2021). BMW faces challenges in retaining its customers and maintaining a loyal customer base because of factors such as making sure consumer perception aligns with the company’s image of luxury and quality, delivering personalised experiences to individual customers, maintaining a consistent premium consumer experience across every touchpoint, and increasingly stringent emissions regulations. On the other hand, Aston Martin faces a few challenges in retaining consumers because of reasons such as the need to constantly adapt and innovate to new advanced technologies to maintain the company’s premium appeal, a declining market in China, supply chain disruptions, a reliance on a somewhat niche brand image tied to James Bond, changing consumer preferences towards electric vehicles and the intense competition in the luxury car market. Aston Martin to stay relevant to its future customers has handed over its control to the TikTok creators. Aston Martin has been making ample efforts to redefine its role through the creation of a marketing platform which is built by its fans (Bowler, 2022). On the other hand, BMW, the luxury car maker has launched a new campaign targeted to popularize its new iX2 model featuring the influencer Lil Miquela, exposing her digital capabilities and experiences of the joy of driving a BMW car (Cambosa, 2023). Hence, it can be inferred that both the companies utilise influencer and digital marketing to create an online marketplace where the products are advertised in a way that induces a want in its consumers. 
Research Gap
This research has focused on a wide range of aspects related to marketing strategies and its impact on customer behaviour. However, a shortcoming remained in this research which is a clear analysis of the impact of marketing strategies taken by automotive companies on the CSR values and their customer behaviour. In first-world countries like Japan and USA customers have started preferring socially responsible companies over others (Wekesa, 2024). Therefore, this can be considered as a major gap of this research which could be further evaluated to expand this work to ensure wider audience acceptance. 
[bookmark: _heading=h.1t3h5sf]Overview of methodology
Research philosophy
There are four types of research philosophy that are generally used by researchers which include positivism, pragmatism, interpretivism and realism. The specific research study will be conducted using a positivist research philosophy. Positivism philosophy considers focusing on objectivity and impartiality of subject matters and refers to testing and checking existing theories in order to develop an understanding of the phenomenon for both natural and scientific reasons (Maksimovic and Evtimov, 2023). The implication of positivism research philosophy will allow the researcher to focus on both the neutral and measurable observation in order to develop an insight into how the marketing strategies implemented by BMW and Aston Martin affect consumer behaviour. 
Research Approach
There are three types of research approaches which involve deductive, inductive and abductive. Among these, an inductive research approach has been selected to conduct the research study. The inductive research approach aims to generate new theories concerning the data (Kumar and Ujire, 2024). Significantly, the use of an inductive research approach will help the researchers to analyse the data and develop a new theory that will help to address the research questions. Also, it will support the researcher in developing new suggestions and recommendations that can allow BMW and Aston Martin to enhance customer engagement and satisfaction with their marketing strategies. 
Research design 
The research approach can be considered as the pathway that supports the researcher to plan the process of collection, analysis and interpretation of data for answering the research question. The three research designs that are used by research design include explanatory, exploratory and descriptive research design. Accordingly, descriptive research design has been opted for the specific paper in order to develop an understanding of the population involved in the subject matter. Descriptive design is considered a basic technique to explain a significant event or phenomenon exactly based on the current status (Taherdoost, 2022). The implication of this research design will help develop an in-depth understanding of the market scenario of both companies and construct recommendations accordingly. On the other hand, it can be stated that descriptive design will facilitate the researchers to collect direct information from the participants and analyse consumer behaviour in the context of BMW and Aston Martin’s marketing strategies. 
Data Collection and Analysis Method
The data collection method in this specific research will be done in a primary and quantitative method. Quantitative data is numerical data which is mathematically computed and generated (Taherdoost, 2021). The analysis method that will be utilised in this research is thematic analysis. Thematic analysis is used when the identification and interpretation of recurring patterns or themes in a dataset is performed.
Sampling Technique
The sampling technique used in this research process is a non-probability sampling technique. The main focus of sampling is to gather a sample made up of a small number of instances or units drawn from a much larger population or group (Rahman et al. 2022). There are 51 respondents in the survey to be conducted. The Non-probability sampling is performed from the data set gathered from the surveys.
[bookmark: _heading=h.4d34og8]Expected outcomes
The completion of the specific research will allow the audiences to develop an insight into the current market environment of the automobile industry and the marketing strategies implemented by Aston Martin and BMW to sustain in the competitive business world. It will also help to evaluate the changing scenario of consumer behaviours and how businesses transform their strategies to sustain customer satisfaction. Accordingly, the research study will facilitate an understanding of various marketing strategies and their impact on consumer behaviours. As the study will consider conducting a survey to gather information directly from the customers, it will help the readers to gain an in-depth understanding of customer’s perception of the marketing strategies of both companies.
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