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[bookmark: _gjdgxs]Introduction
The global business environment is known as the different sovereign countries with different cultures and the environment with the factors exogenous from the home environments (Guy, 2018). The global business has room for creating a lot of opportunities with the new technologies, infrastructure development, managerial skills, creating job opportunities, providing better service, bringing investment capital from another country. As for this assignment, as a brand of automobile company BMW has been chosen and it will be discussed what the challenges are that are faced by the company. The internal and external company analysis will be done based on SWOT, PESTLE, Porter’s five forces model, value chain. Their competitive advantages will be pointed out which are their core values of sustainability. 


[bookmark: _30j0zll]Assessment 1
[bookmark: _1fob9te]Company Overview (BMW)
Bayerische Motoren Werke AG, commonly known as BMW, was established in 1916 in Germany; main products are cars, motorcycles and they are serving worldwide (bmw.com, 2021). According to 2020 data, their cars production outputs are 2255637, and automobiles outputs are 168,104 (Forbes, 2021). Their focus is the premium idea and sustainability appeals to people worldwide.
[bookmark: _3znysh7]SWOT Analysis
SWOT stands for strengths, weaknesses, opportunities, and threats in which the strengths and weaknesses analyse the internal factors of a company. SW analyses what the company does best for now and what they can do to improve themselves to serve in a larger market by eradicating the threats and grabbing the opportunities (Pandi, 2020).
[bookmark: _26in1rg]Table 1: SWOT Analysis of BMW
	Strengths
	Weaknesses

	· Geographically diversified, balanced revenue-based automobile industry
· Perfect engineering and driving experience
· Competency in hybrid and electric cars
· Have a clear strategy to meet the future challenges
· Involved in green technology for over 30 years (Forbes, 2021)
· Highest spending and research development
· Ensures regional penetration

	· Poor automotive brand portfolio
· Little production differentiation
· Negative publicity
· Historically high debt levels
· Lawsuits in manufacturing and safety levels
· Limited to only 3 vehicle brands (bmw.com, 2021)


	Opportunities
	Threats

	· Fuel prices are expected to be a rise in the future
· Weakening euro exchange
· Demand for autonomous vehicles
· Emerging market to offer greater growths
· Can ensure its presence and innovation through strategic relationship

	· Increasing competition in the automobile industry
· Increasing government issues may raise the costs
· U.S automotive market seems to get low down or declined
· The economic downturn will follow as BMW is a luxury brand
· High manufacturing costs


Although Europe is BMW’s home market, its greatest market is in the East, China is accounted for 33% sales of BMW’s unit sales. Due to the core value of the BMW their [product quality is high and performance is strong; BMW maintains its fanbase by the performance in motorcycle competition and the cars in the longest time on the road (Pandi, 2020). BMW is one of the first industries that invented the electric cars and hybrid range, this existing momentum made sure that the company remains a strong contender (Lang, 2019). BMW penetrates the global market by ensuring political support from different regions as well as managing the impact of risks and trade tariffs; BMW operates 31% production in15 worldwide countries (Forbes, 2021).
BMW was very fast actioned to reduce the workforce, cut the salaries of the employees because of the global pandemic (Pelletiere and Reinert, 2017). Apart from this, BMW has been on the news and articles for their fraudulent activities in the market. BMW has announced the first quarterly loss of $787 million in 2020 because of the economic downturn in the world and which affected most of the automobile’s industry which only produced luxury cars (bmw.com, 2021).
The challenges this company must face or face in the east are because of their marketing processes, market segmentation, or the new creative entries of the competitors who are more adaptable than BMW (Sriwidadi and Gautama, 2016). The high manufacturing costs, their high-level maintenance of the research and analysis make their luxury cars get even luxuries. BMW has invested $1.3 billion in their production market setting up new factories and vehicles. Also, their carbon emission rate is higher which seems another challenge in the market, the carbon emission rate of BMW is 5.3 ounces per mile (BMWUSA, 2021). Another challenge can be identified as the competitor’s number of brands; Volkswagen has 12 brands in their domain whereas BMW only owns 3 of the brands. So, the choice of limitations makes customers switch fir another company and brand.


[bookmark: _2et92p0]PESTLE Analysis
A PESTLE analysis is a framework of evaluation where the company is measured its performance based on the key factors of what an industry is influenced from the outside (Achina et al., 2019). The political, economic, sociological, technological, legal, and environmental will be evaluated of the BMW company to see the professional insights into the external factors impacting the organisation. critically analysing the external factors of GDP, will show the understanding of what the factors are that lead to the success.[image: ][bookmark: _lnxbz9]Figure 1: PESTLE Analysis
Source: (Vijayapal et al., 2019)

Political: introduction to new policies, regulations, and political corruption have been affected the company. BMW company has 15 production sites worldwide which mean the manufacturing is efficient but they can get halted by the policies and regulations like the end-of-life vehicle recycling system (Jun and Park, 2017). Other than that, the political instability can affect BMW in two ways, it can change the consumers buying patterns or buying ability directly and this is concerned in Brazil, China, Russia. Also, if the company invested in a politically unstable country it will get affected by their choices (Pelletiere and Reinert, 2017).
Economic: global fluctuations can impact the company's profit, manufacturing, valuation, and performance; specific regions like Europe can have a great impact on the company's overall success (Kukkamalla, Bikfalvi and Arbussa, 2020). Fluctuations make it difficult to imagine what the profit and loss will be in the upcoming years because of the volatile economics. Tariff is another factor that has a great effect on the BMW’s external environment; it is possible to produce in one country and sell to others without paying any tariff (Vijayapal et al., 2019). Like producing in Mexico and selling into Europe will not cost any tariff or barriers but manufacturing in the United States and selling in European countries will add Tariff. 
Social: with the unique cultural differences it comes to a lot of challenges. BMW needs to understand the difference and fit their marketing activities and products according to the cultural aspects (Simms and Trott, 2017). Adapting with each unique market will need new approaches; BMW has manufacturing sites in 15 countries with China, South Africa, and Austria. The company chooses its production location with heavy research not only what the co summers want to buy but also who the consumers are their economic and political factors (Byun, 2018). A part of this factor is the integration of social media which engages people from all over the world; on Facebook, BMW has 13 million followers whereas Instagram has 20million and they eagerly waiting for the new products, updates, images that will provoke them to engage with the company (Forbes, 2021). 
Technological: the increasing competition can only be tackled by using the newest and sophisticated technology to stand out from the crowd or to adapt to the market (Sriwidadi and Gautama, 2016). BMW is known for its luxury, so the company can’t afford to skip the most comfortable technology and skip one of these leisure options which consumers expect from them. the company is also produced cars with innovation and mobility, which has an enabling automatic arc parking system, autonomous driving (Achinas et al., 2019). Unlike Tesla, BMW groups talk about introducing to the public about self-driving cars.
Legal: because of being a global company they must maintain a hundred rules at a moment. BMW abides by a host of copyright laws related to vehicles as well as developed technologies. It is tricker than imagine to make it true because every country has different sets of legal factors, any changes in the laws can stop or pause the BMW’s creation or performance of new technologies (Kukkamalla et al., 2020).


Ecological: now, consumers are getting environmentally conscious because of sustainability and to keep the next generations to safe. Two major impactful problems would be carbon emission and fuel usage by cars. As to satisfy the customer's expectations BMW dove into the making of hybrid and electric cars as one of the first automobiles industries (Houdijk and Janssen, 2016). And the introduction rate has been increasing day by and the electric and hybrid moles of cars improvement.


[bookmark: _tyjcwt]Porter’s Five Forces Model
Changing consumer and technologies trends have led to a heavier focus on digitalisation and the technological development of the customer experience (Byun, 2018). However, the competition in the market has increased and so has the competition in the right products for the productions and supplies. But the company has a competitive advantage which includes brand equity, research a development, global sales, distribution network as well as a good production network (Guy, 2018).  At the core of this model that effects the intensity of the competition and profitability of any industry.
[image: ]
[bookmark: _35nkun2]Figure 2: Porter's Five Forces Model
Source: (Vijayapal et al., 2019)
Bargaining Power of Suppliers: the size of the firm, numbers of suppliers in the industry, the ability of forwarding integration in the automobiles industry (Kufelová and Raková, 2020). The concentration of the suppliers is higher than the concentration of buyers. BMW has 12,000 suppliers spreading in 70 countries. For example, BMW partnered with the great wall motor of China to produce the electric mini car locally and it is a 50-50 joint venture (bmw.com, 2021). BMW is a highly influential global company with power, strengths, and financial abilities so partnering with them is a great opportunity for the suppliers' company to get profitable (Jun and Park, 2017). The suppliers must follow the code of conduct and ethical issues as well as sustainable business issues which are very recommended for the BMW suppliers.
Bargaining Power of Customers: this factor affects the sales and profitability of any large and global business. In the current situation, the bargaining power of the customers has increased because of the higher competition and higher regulations in the market (Byun, 2018). Consumers are highly aware of what they want to purchase, their effect on the environment, and the way they want to make the purchase; customer sets their own set of rules and search for the information in the products when they want to purchase (Houdijk and Janssen, 2016). Most of the leading brands and the closest rivals of BMW have been heavily investing in the research and development focusing on the entire customer experience as well as the after service (Sriwidadi and Gautama, 2016). As for BMW, their equity, brand quality, technological innovation, customer experience has made them stand out from the crowd and held a place in the consumer's minds.
The threat of Substitutes: the higher the number of substitutes the higher the customers’ demand and profitability of any brand. The factors that affect this factor of BMW are several but there are also some of the factors that can reduce the risks (Reichensdorfer, Odenthal and Wollherr, 2021). The rival brands of BMW are Volkswagen, Audi, Land Rover, Toyota, Ford, Mercedes, and Lexus. Alternative sources of transportation like buses, taxis, uber users, motorcycles plan a very effective role in threatening. However, BMW targets its customers kike having one of their cars will be a matter of class, luxury, and prestige of the owners (Forbes, 2021). Moreover, they convinced the target customers that having a luxury car means more convenience in their personal lives; the passenger safety, luxury, and convenience have the most effective mix in the BMW cars than most of the rivals in the market (Guy, 2018).
The threat of New Entrants: The threat of new entrants in this automobile industry is very low because of the higher entry and exit barriers. Several numbers of growing businesses shave made partnerships with other companies just to survive; the entry barriers are detected as fierce competition, large capital investments, technological barriers, human experts to decide in the crucial time, and last brand equity (Byun, 2018). Tesla, which is a comparatively new company but has successfully made it into the competition with BMW and other automobile industries. It takes a lot of capital, and intelligence investments to be able to distinguish from others and build brand equity within a short time (Pasani, 2020). It is almost impossible to be able to stand in the market if there is not a large capital, great product quality, passenger safety insurance, and sustainability (Kukkamalla, Bikfalvi and Arbussa, 2020).
The intensity of Rivalry: the fierce competitors have been identified and the new players cannot get into the market and take over the position overnight, the existing companies would be fierce to compete with (Simms and Trott, 2017). The existing player plays in the market very aggressively in both the research and development of the problems as well as innovating new models of vehicles by growing their market share.
[image: ]
[bookmark: _1ksv4uv]Figure 3:Global Luxury Car Market, 2020
Source: (Forbes, 2021)
Luxury car brands like Tesla, Audi, Mercedes are very cautious about the safety of the passengers and experiences. They are investing in the digitalisation and technological innovation of models which environmentally safe and comfortable (Houdijk and Janssen, 2016). BMW has also entered partnerships to strengthen its ability with partnering Great Wall motors, and Daimler Chrysler (bmw.com, 2021). These strategic partnerships are helping to penetrate more customer segments, as well as build a strong competitive position, increase customer loyalty.
[bookmark: _3dy6vkm]Value Chain of BMW
The BMW company has been maintaining its strong global presence through many dealerships and enjoys its popularity in a global market because of the consistent product quality, as well as the focus on the customer experience (Noga, Jarzębowski and Maciąg, 2020). In the values chain model, all the activities from procurement to reaching the customers are included. Each of the single-stage, adds value to the product to increase the capacity and ability to perform their best in the customers’ service (Selviaridis and Spring, 2021). Making a value chain for the company ensures that the company can achieve higher results in the market, increase its potential efficiency, lower down their costs, and build new sources of competitive advantage (Simms and Trott, 2017). It will be discussed in this part of the assignment how BMW has used its value chain model to optimise its higher quality and enhance its competitive advantage in the market.[image: ]
[bookmark: _44sinio]Figure 4: Value Chain of BMW Company
Source: (Forbes, 2021)
Primary Activities
The primary activities of a value chain are inbound and outbound logistics, operations, marketing and sales, service. How these primary activities are implemented in BMW’s creation of value will be seen.
Inbound Logistics: as it is mentioned earlier that the company has 12,000 suppliers in 70 countries, 31 production and assembly plants (bmw.com, 2021). BMW collected its raw material of 38% from Germany only in 2018, the company also collected from Eastern Europe and Western Europe, North America consecutively 22%, 17.9%, 14% (Forbes, 2021). DHL is one of the logistics and leading partners of BMW which helps to production’s search for the raw materials to production and later also with outbound logistics (Renwald, 2018). Logistics is mainly the performance of the transportation means BMW finds out the sources uses their inbound logistics to collect the resources and gather them in the production’s sites.
Operations: BMW’s global operation is in more than 140 countries and has grown into one of the leading companies of cars as well as motorcycles. The company has 31 productions in 15 countries and 20 of them are owned by the BMW group (BMWUSA.com, 2021). This company has subsidiaries, automotive joint ventures, financial services, and R&D centres all over the world.
Outbound Logistics: it refers to the outwards flow of the products that are finished and ready to be delivered to the customers. BMW has established an extensive network of dealers and retailers all over the world for the supply and manage the sales of their cars (Byun, 2018). Outside Germany, it is most of the time the subsidiaries companies of BMW take care of the services and sales.
Marketing and Sales: Their core business product is to deliver consistent quality and maintain strong brand equity in the consumers’ minds which helps them to achieve higher customer loyalty (Selviaridis and Spring, 2021). Apart from their websites they also manage social media to contact and promote their products and for customer engagement (Simms and Trott, 2017). t.  It is not only in Germany, in the US, but there are also 348 BMW passenger cars and motorcycles centres which are managed by their extensive dealership and managers. 
Support Activities
These activities are done to increase the effectiveness and efficiency of the primary objectives. The activities that are directed to make the primary activities more effective and efficient are known as support activities.
Technology: competition has grown a lot in the automobiles industry but technology can make a competitive advantage for the company to make them different from others. As a leading brand, BMW has invested a lot in their technological development including automation of the production, in their products, and engaging the customers in business development model (Lang, 2019). The company recently started investing in autonomous driving and electric mobility; each year they invest most of the money in the research and development project so that they can capture the newest model and ability before anyone can grab that opportunity.
HRM: every automobile industry needs talented and innovative-minded people to be able to cope with the situation as well as managing and handling the critical decision process (Pelletiere and Reinert, 2017). In 2018, BMW employed 134, 682 employees and made it to the rank among the most attractive employers in 2018 (bmw.com). Even in the workforce, women are getting the roles of managerial level and it has been increasing; according to the report annual, 17.2% of the managerial posts are achieved by the women in the BMW company (BMWUSA.com, 2021).
Infrastructure: the business company is divided into two sections cars and automobiles. Apart from that, they have finance segments, legal, procurements, subsidiaries, HR. they have a broad range of infrastructure with varieties of products but sometimes because of their lack of brands available they lag in the competition (Guy, 2018).  
Procurement: BMW depends on some of the suppliers for good quality raw materials and the production of cars and automobiles. The company has established a purchasing and supply network in different countries so that they can get a hold of the best raw materials and turn them into the best products (Jun and Park, 2017). The network also takes care of quality control and the supply chain.


[bookmark: _17dp8vu]Conclusion
As BMW is a global company, they must face different challenges, competitions, as well as environments to continue their business successfully. It has been found out that, they are performing their core value as their comfortable strengths, being eco-friendly, and valuable to the customers. A PESTLE analysis is done to see how the international and local environment affects the global business of BMW. It is found out that the national tariff, barriers, tax, political stability, social environment are needed for a successful business. In the business chart it’s seen that in 2020, Lexus gave a tough competition to BMW and Mercedes Benz. However, if the value chain of BMW can be investigated, it is shown that the value is increased in every step and makes a position in the market.  
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