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[bookmark: _Toc231367585]1. Introduction
The electric vehicle (EV) industry has experiences tremendous growth from 2015 to 2025. Technological advancements, environmental consideration and government policies are some of the key factors that promoted the massive growth in EV industry. More countries are making efforts towards achieving sustainability goals than ever before. Investments are being made to reduce the carbon emission and achieve climate neutrality. (International Energy Agency (IEA), 2025). The European markets are most important for EVs for several factors such as Europe has a high focus on sustainability and growing consumer awareness. This has led the European countries to make huge investments in charging infrastructure for EVs and supporting initiatives. 
Europe’s EV sector is expanding rapidly. This expansion is a huge opportunity for existing automotive companies as well as new companies. Chinese EV manufacturers are establishing themselves in Europe. The key Chinese player in this regard is BYD which has achieved success through competitive pricing and technological advancements. Vertical integration, innovative battery technology and cost leadership are also key factors for BYD’s success (Reuters, 2025).
BYD has expanded its presence in Europe with localized operational investments such as manufacturing plants in Hungary and Turkey, and adding dealerships across Europe (Electrive, 2026). The Hungarian site will boost the production capacity of the company from 150,000 to 300,000 vehicles per year, while the Turkish site will advance the efficiency of the region's manufacturing processes and reduce the amount of tariff exposure (Electrive, 2026).
The purpose of this business development proposal is to analyse the market development strategy of BYD in Europe as well as the potential of localization, scale and competitive positioning in the European EV market for BYD's long-term growth.
[bookmark: _Toc231367586]2. Company Background and Growth Opportunity
BYD was originally found in 1995 as a rechargeable battery manufacture (BYD, 2024). The company has seen huge growth to become one of the world’s largest electric vehicles (EV) manufactures (JATO Dynamics, 2025). It is headquartered in China and is currently operating in several markets of Asia, Europe and Latin America. 
BYD first entered the automotive industry in early 2000s by acquisition of Xi'an Qinchuan Automobile City company (Russo, 2024). The key factors for company’s success are continuous innovation and business diversification. The company targets both the mass-market consumer and premium market sectors with EV models like Seal, Atto3, Dolphine and Han (JATO Dynamics, 2025).
BYD’s vertical business model plays the role of main competitive advantage. It enables the firm to control its supply chain from batteries, semiconductors to vehicles. The Resource Based View (RBV) states that companies with valuable, rare and imitable resources achieve sustainable competitive advantage (Barney, 1991). The Blade Battery technology developed by BYD supports cost leadership strategy by playing a vital role in safety, cost efficiency and operative performance. 
The European market is expected to be a huge potential market for BYD, with rising adoption rates of EVs, government policies that promote sustainable transportation, and carbon-reduction goals (International Energy Agency (IEA), 2025). Despite these opportunities, the company still faces a number of challenges which could affect its future growth plans. Political and legal pressures are more noticeable in the European market. European Union increased its tariff rate on Chinese imported EVs by 17% in 2024, making the total import rate 27% (European Commission, 2024; Reuters, 2026).
It is also important to note that BYD is competing with major established companies such as Tesla and Volkswagen group which have well established brand, distribution and market share in Europe (Autovista24, 2025). This competition has motivated BYD to invest in local factories in Hungary and Turkey to reduce the risk of high tariff and improve supply chain efficiency. As a result, expanding into Europe is a business development opportunity and a challenge for the company regarding effective localization and competitive positioning.
[bookmark: _Toc231367587]3. Research Aim, Objectives and Research Questions
The purpose of this business development proposal is to analyse BYD's potential market expansion in Europe and present strategic recommendations that enable sustainable growth, localization of operations and competitive positioning in the European market for electric vehicles (EV). The research will include an investigation of how BYD can better establish its foot in the long term by producing locally, expanding the dealership network, and scaling up operations as it faces growing regulatory and competitive pressure.
[bookmark: _Toc231367588]3.1 Research Objectives
Following are primary objectives of the study:
1. To identify major growth opportunities for BYD in European electric vehicles (EV) market.
2. To evaluate BYD’s competitive position relative to major electric vehicles (EV) manufacturers in Europe.
3. To identify factors such as political, legal, operational and market barriers that can affect BYD’s European market capture.
4. To develop strategic business recommendations for BYD’s long term growth in European Markets.
[bookmark: _Toc231367589]3.2 Research Questions
Following are primary research questions that study aims to answer:
1. What growth opportunities exist for BYD in the European electric vehicles (EV) market.
2. What are factors that can affect BYD’s European expansion strategies?
3. How can operational localization affect BYD’s long-term market position in Europe?
4. Which strategic business development initiatives are most suitable for BYD’s long-term success in European markets?
[bookmark: _Toc231367590]4. Preliminary Literature Review
[bookmark: _Toc231367591]4.1 European EV Market Growth
Growing awareness regarding carbon footprint and Government’s initiative to adopt sustainable practices lead to tremendous growth in the EV market in Europe. The IEA forecast (2025) claims that Europe is one of the world's biggest EV markets due to the policies designed to control carbon emissions and reach the climate neutrality goals. Several measures are taken to encourage sustainable transport in the EU, such as the installation of charging stations, Moreover, special incentives for EV purchases have also encourage expansion in this market. 
The affordability of EVs, charging infrastructure access, and battery range are among the key factors that are shaping the purchasing decisions of Europeans (Deloitte, 2025). This presents huge opportunity for established car manufacturers and the new companies. Companies who can combine technology and cost-effectiveness would benefit from this opportunity. 
[bookmark: _Toc231367592]4.2 International Expansion Theory
According to internationalization theory, companies expand into foreign markets to gain access to new customer markets, benefit from economies of scale and gain greater competitive advantages (Dunning, 1988). The Uppsala Internationalization Model (UITM) is one of the most influential models that explains this process, suggesting that firms progress through internationalization in a gradual manner and gain knowledge and experience as they engage in foreign markets (Johanson and Vahlne, 1977). 
BYD’s entry into European market is a classic example of internationalisation theory. The company initially started with exports and now investing in local production infrastructure and dealership network throughout Europe. This is in line with the Ansoff's Market Development strategy which recommends entering new geographic markets for business growth using existing products. Internationalization theory also provides an explanation of how BYD has transitioned from a domestic enterprise in China to one that is competing in the international arena for EVs in Europe.
[bookmark: _Toc231367593]4.3 Localization Strategy
Localization has become a crucial strategy for business that market their product in foreign countries. Especially in places where regulations vary, as do trade laws and consumer preferences (Hollensen, 2020). Localization in Europe enables manufacturers to be more receptive to the market, improve supply chain efficiency and reduce dependence on imports. Following the implementation of additional European Union tariffs, local production has become even more important for BYD. 
Dunning’s Eclectic Paradigm states that firms should pursue investment in foreign markets if they can achieve ownership, location, internalisation advantages (Dunning, 1988). BYD is putting this strategy into practice by investing in manufacturing units in Hungary Turkey. The Hungarian plan is estimated to produce around 150,000 to 300,000 electric vehicles annually while the Turkish plant would be able to produce 150,000 electric vehicles annually (Reuters, 2025). These investments would approve quite beneficial for the company in the long as they will help prevent exposure to high import tariffs. This will allow the Company to achieve operational flexibility and lead to long-term success in European market.
[bookmark: _Toc231367594]4.4 Competitive Strategy
Competitive advantage in electric vehicles (EV) industry can be achieved only by the correct balance of cost, efficiency and innovation (Porter, 1985; IEA, 2025). This strategy aligns with Porter’s generic strategies (Porter, 1980). Porter suggests that companies can achieve superior performance by cost leadership and differentiation strategies. BYD’s competitive advantage comes from its vertically integrated business model (BYD, 2024). Vertical business model means that the firm controls multiple stages of its own supply chain instead of relying on outside suppliers (NetSuite, 2025). BYD has complete control of the three main stages of electric vehicle development, the battery manufacturing, semiconductors production and vehicle assembly. This integration helps the company in reducing the operational cost and increase the overall supply chain efficiency.
The Resource-Based View (RBV) is a strategic framework which states that companies achieve long-term progress by exploiting unique, internal resources and capabilities (Barney, 1991). BYD spend decades perfecting its battery manufacturing capabilities which lead to invention of the Blade Battery technology (Coursehero.com, 2024). This is a resource that other manufactures must buy from external suppliers. 
However, BYD must compete with well-established manufacturers like Tesla and Volkswagen Group. Both Tesla and Volkswagen have a strong brand awareness in Europe, plus they have well established distribution channels as well (Autovista24, 2025). Keeping up with such tough competition will demand BYD to plan the expansion strategies very intelligently. Cost leadership and effective localization can give the company an edge over the competition.
[bookmark: _Toc231367595]4.6 Literature Gap
The growth of the EV market in Europe, internationalization strategies of firms and the expansion of Chinese EV into the international markets are well covered in literature. (Dunning, 1988; Johanson and Vahlne, 1977; IEA, 2025) Likewise, competitive advantage, localization and business model innovation have been studied in the context of the automotive industry (Barney, 1991; Porter, 1980; Teece, 2010). However, much of the existing research look at these factors in isolation, and limit attention given to combined effect of these factors in determining the long-term success of a specific firm operating in highly regulated international market. There is little research that look at the combined impact of BYD's localization strategy, operational expansion and positioning in Europe on their long-term growth. To fill this gap, this project aims to combine strategic management, internationalization, and business development considerations to understand the roadmap of BYD's European market expansion and provide practical recommendation for sustainable growth.
[bookmark: _Toc231367596]5. Business Analysis Frameworks
Multiple business analysis frameworks will be used to support the assessment of the BYD's European expansion plan. These models will give a structured approach to evaluate the external environment, internal capabilities, competitive position and growth potential of the company market on the European market of EVs (Johnson, Scholes and Whittington, 2020).
A PESTLE analysis will be conducted to analyse the role of political, economic, social, technological, legal and environmental factors in BYD performance in Europe (Johnson, Scholes and Whittington, 2020). Key focus areas will include regulatory impacts, EV market growth, competitiveness, and sustainability activities.
A SWOT analysis will be used to find out the strengths and weaknesses of BYD internally, and the opportunities and threats from the outside (Wheelen et al., 2018). Assessment will focus on the company's vertically integrated supply chain, Blade Battery technology, brand recognition, localization efforts, competitive pressures and regulatory challenges.
The European EV industry will be analysed using Porter's Five Forces framework. The analysis will cover competitive rivalry, power of suppliers, power of buyers, threat of substitutes, and barriers to entry, which will give insight into the attractiveness of the market and the competitive position of BYD (Porter, 1980).
The Ansoff Matrix is a marketing strategy framework which is designed to map growth options based on whether the product and target markets are existing or entirely (Ansoff, 1957). This framework will be utilized to analyse the BYD’s marketing strategy in Europe. Finally, the Business Model Canvas will also aid in the analysis of factors like value proposition, customer relationships, distribution channels, key partnerships and cost structure of the company (Osterwalder and Pigneur, 2010). These frameworks would provide the strong analytical foundation for strategic recommendations. 
[bookmark: _Toc231367597]6. Research Methodology
The business development proposal adopts a pragmatic approach to studying BYD's product penetration in the European electric vehicle (EV) market. Pragmatism is suitable because the study aims to provide theoretical concepts and examples in the industry to provide recommendations for action as a solution to a practical business problem (Saunders, Lewis and Thornhill, 2019). The study does not only seek to provide theoretical insights, but also to develop practical, action-oriented recommendations that will help the company's future development and competitiveness in Europe.
The research will be of a deductive type and will involve the application of existing theories and concepts of strategic management to analyse BYD's strategy to expand into the market. Deductive reasoning allows the study to examine the implications of concepts like internationalization, localization, competitive advantage and market development for BYD's operations in Europe (Bryman and Bell 2019). This is aligned to the research aims, which involve the comparison of theories in the real-wordl business case.
A case study research strategy will be used because the research focuses specifically on BYD as a single organization in a dynamic international business environment. Case Study Research as cited by Yin (2018) is very suitable for studying issues of the business world in its real-world contexts. The case of BYD is an appropriate one because of its fast international expansion, growing presence in Europe and the investments in local production and distribution systems.
This study will be based on secondary data collection. Information will be gathered from a variety of trusted academic, industry and organizational sources. BYD annual reports, investor relations publications, financial statements, Reuters reports, International Energy Agency (IEA) documents, European Commission documents, Deloitte and McKinsey industry reports, academic journals and automotive market databases will be key sources. The use of multiple sources will provide a comprehensive understanding of BYD's strategic position and the broader European EV market.
A variety of analytical methods will be used. Thematic analysis will be employed to find common themes across localization, market expansion, regulatory and competitive positioning. Comparative analysis will help to evaluate BYD's standing against the other main competitors like the Tesla and Volkswagen Group. Furthermore, investments and expansions in manufacturing and strategic resource allocation will be analysed using financial and operational analysis.
Reliability and validity of research will be enhanced using peer reviewed literature, official company documents and well-recognised industry reports. Information from several sources should be cross referenced for increased precision, to eliminate bias, and to increase the overall credibility of the research findings.
[bookmark: _Toc231367598]7. Expected Outcomes and Strategic Recommendations
The research will shed light on how important it will be for BYD to improve the localization and operational expansion in Europe for the company's long-term success. It is expected that the localized production, achieved in the Hungary and Turkey production facilities, will have a positive impact on several factors, including tariff exposure, supply-chain efficiency and responsiveness to regional market demand (Reuters, 2025). The study will also emphasise the significance of dealership expansion, after-sales, and regional partnerships, in enhancing customer trust and market penetration. Application of established marketing analysis and business development model frameworks would help identify growth opportunities. 
[bookmark: _Toc231367599]8. Ethical Considerations
Only secondary data sources will be used in this research therefore maintaining research ethics and academic integrity is essential (Saunders, Lewis and Thornhill, 2019). Information from academic papers, industry reports, company publications and market databases will be cited accurately and referenced using Harvard referencing. Data will be collected from reliable and trusted sources such as peer-reviewed journals, official company reports and respected publications of the industry. This would ensure the un-biased results (Bryman and Bell, 2019: Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc231367600]9. Timeline Overview
The research project would take a total of 16 weeks to complete. Following diagrams gives and overview of key activities and their timeline.
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