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Executive Summary
The development of strategies associated with international marketing allows organisations to gain better resilience and competency in international markets. This report has focused on BMW’s marketing strategies in Germany and the UK, and analysed different marketing approaches, including segmentations, targeting, as well as positioning. BMW has the highest market growth, sales and share in the German market, indicating a strong dominance of this brand in its domestic market. Apart from this, increasing the number of registrations of premium segment cars in the UK also maximises the competitive growth of BMW in the UK. Developing better engagements with customers through social media, developing ethical supply chain-based practices are key recommendations that will improve the marketing success of BMW in the UK and Germany.
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[bookmark: _q1nufcr818v5][bookmark: _Toc216721828]1. Introduction 
Marketing is a crucial process of understanding the phenomenon and difference of a wide marketplace and adopting significant strategies that fits with the diversity of different markets. BMW is one of the celebrated automotive companies among the consumers which improve their economic performance effectively. Marketing approaches of BMW have improved their brand exposure across the German and UK market which has boosted the sales rate of the brand in the competitive market. This report is focused on analysing the marketing tactics used by BMW in the German and UK market to boost their performance effectively. 
[bookmark: _8qeiqrdrwacv][bookmark: _Toc216721829]2. Brand Overview 
BMW, among the leading brands of the automobile industry, operates its worldwide network from its Germany based headquarters. BMW in 2024 has generated revenue of €142,380 million (Bmwgroup, 2025). Such large revenue of the firm has indicated the preference of BMW cars among the consumers of the market. BMW has a skilled employee force of around 159,104 employees (Bmwgroup, 2025). A skilled employee base has helped BMW to maintain the quality of their products which has helped to retain the attention of the consumers. These approaches have also helped the firm to elevate the experience of the consumers and improve the conversion rate. 
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Figure 1: CO2 emission rate of BMW
(Source: Bmwgroup, 2025)
Sustainability approaches also have been taken into consideration by BMW as it has entered into the EV market. For instance, in 2024 BMW delivered a total of 426,594 all-electric vehicles which indicates a BEV sales growth of 13.5% (Bmwgroup, 2025). Increased EV sales have indicated that environmental concerns consumers are satisfied with the EVs of BMW. On the other hand, BMW has also taken an initiative of reducing the CO2 emission rate by minimum 60 million by 2035 considering the base level of 2019 (Reuters, 2025). Sustainability approaches also have been taken into consideration by BMW that has improved their marketing approaches and enhanced brand image among the consumers. 
[bookmark: _1bsqyewk1az][bookmark: _Toc216721830]3. Comparison of the socio-cultural context of Germany and UK
	Factors 
	Countries 

	
	Germany 
	UK

	Political 
	Top 3 Major trade partners of Germany are the US, France and the Netherlands (Worldbank, 2025).
	The EU has left the flexible EV emission targets post 2035 rule shifts (Reuters, 2025).

	Economical
	GDP of Germany has increased by 3.4% in the third quarter of 2025 (Destatis, 2025).
	CPIH rose by 0.4% in October 2025 (Ons, 2025).

	Social 
	The seasonally adjusted unemployment rate of Germany is around 6.3% in November 2025 (Tradingeconomics, 2025).
	EVs have made up around 22% of automaker’s new car sales in 2024 (Reuters, 2025).

	Technical 
	3.5% of the GDP has been used by Germany in R&D in 2025 (Research-in-germany, 2025).
	The Internet penetration rate of the UK is around 98% (Statista, 2025).

	Legal 
	The general statutory minimum wage of Germany is around €12.82/hour (Destatis, 2025).
	Electric Car Grant would grant around £650 million which would slash the car prices (Gov, 2025).

	Environmental 
	The Federal Climate Change Act of Germany focuses on reducing carbon emission by 65% by 2030 (Bundesregierung, 2025).
	Climate Change Act 2008 is focused on reducing the carbon emission of the UK by 80% in 2050 (Gov, 2025).


Table 1: PESTLE Analysis of Germany and UK 
(Source: Self-Created)
Analysis
The political landscape of both the UK and Germany has contributed to shopping the marketing approaches of the firm in the competitive market. For instance, the EU leaves flexible EV emission targets after the 2035 rule shifts (Reuters, 2025). This strategic political aspect of the UK has helped BMW to promote both its EVs and combustion engine vehicles based on the preference of the consumers. The revenue of BMW Group in 2023 is around €155,498 million which has dropped to €142,380 million in 2024 (Bmwgroup, 2025). Despite the growth of EV sales growth BMW has witnessed revenue drop which indicates consumer preference diversity. The mentioned political approach of the UK would help BMW to maintain the availability of EVs and combustion engine vehicles as per the preferences of the consumers. On the other hand, the major trade partners of Germany are the US, France and the Netherlands (Worldbank, 2025). Using this strong trade relationship German manufacturer BMW can export their cars at the mentioned market with low tariffs rates which would contribute to managing their economic portfolio. 
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Figure 2: Top export and import partners of Germany
(Source: Worldbank, 2025)
Economic dimensions of both countries have imposed beneficial and challenging circumstances before BMW in managing and enhancing their business line up. Modest growth in the information rate of the UK of 0.4% in 2025 can be seen (Ons, 2025). Such a stable inflation environment of the UK would allow BMW to maintain their premium pricing strategies while avoiding the inflation centric use sentiments. The premium pricing approaches of BMW would also make the consumers understand about the resale potential of their vehicles which would influence their purchase decision. Disposable income of the UK has reduced by 1% in Q1 2025 (Ons, 2025). The reduced disposable income has indicated that the spending power of individuals on luxury items has reduced by 1% in the UK. In the Germany GDP rate has grown by 3.4% in the third quarter of 2024 (Destatis, 2025). Interpretation of this data revealed economic strength and improved consumer confidence which would drive the sales rate of BMW Group. Increasing purchasing power of the consumers would also enhance the intensity of competition from the other major players like Audi and Mercedes-Benz as they shared the similar consumer base. 
UK and Germany have shown distinction consumer attributes which has influenced BMW’s marketing strategies accordingly to maintain the brand exposure of the firm among the consumers. For instance, in the UK electric vehicles accounted for 22% of all new car sales is addressed (Reuters, 2025). Rapid social shifts can be traced out from this information like consumer preference is slightly shifting from combusting engine vehicles to EVs which reflects their environment concerned attributes. BMW is required to pay attention to the innovation approaches of electric vehicles for meeting the consumer’s preference and make profit through that. On the other hand, the seasonal unemployment rate of Germany is around 6.3% in November (Tradingeconomics, 2025). Adding to this approach BMW can get skilled employees at lower wage rates which would surely help to boost the production speed of the firm with a minimal economic effort. More specifically, the German market can be used as the manufacturing hub and the UK market as the selling point to produce cars at lesser price while selling at heist possible prices. 
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Figure 3: Internet penetration rate
(Source: Statista, 2025)
Customer engagement strategies and promotional approaches in both the countries get benefited due to their technological advancements. For instance, the internet penetration rate of the UK is around 98% (Statista, 2025). Using the internet penetration rate BMW can enhance the digital brand exposure and advertisement exposure on the social media users of the UK. More specifically, the high internet penetration rate of the UK would surely help in boosting digital marketing. On the other hand, Germany has spent around 3.5% of their GDP on R&D operations (Research-in-Germany, 2025). BMW is required to utilise this approach of Germany for flourishing the approaches innovation to upgrade the quality of their cars and elevate the experience of the consumers. Technology driven innovation attributes would surely help BMW to retain the attention of the consumers. BMW is pioneer of automated driving at the speed up to 130 km/h in the German market (Bmwgroup, 2025). Innovation driven aspects of the German market are required to be taken into consideration to retain the attention of the consumers and boost the sales rates. 
Legal factors have also had a direct influence on consumer interaction and pricing approaches of BMW. In the UK, Electric Car Grant, £650 million grant would be available to purchase net zero emission cars at or under £37,000 (Gov, 2025). This strategic approach would act as a subsidy to the consumers which would reduce the overall price of the EVs for the consumers. Adhering to this approach BMW can offer their cars at lower prices in the UK market without reducing the actual price of their product as the subsidies were provided by the government. On the other hand, increased demand for EVs can also be seen from this legal approach which would boost the EV sales of BMW in the UK market. In the German market the statutory minimum wage is around €12.82 per hour (Destatis, 2025). On the other hand, Germany has also boasted the highest average annual salary among the largest European economies at around 65,700 Euros (Statista, 2025). This legal attribute has supported BMW to maintain higher price points to maintain their economic viability. BMW’s marketing approach is required to balance the integrity of innovation and pricing to create value for the consumers. 
Environmental consideration is the core and fundamental marketing approach of BMW which would improve the financial agility of the firm in the competitive market. The Climate Change Act 2008 of the UK is focused on reducing carbon emission by 80% by 2050 (Gov, 2025). The legislative direction would also encourage BMW to embed as a market leader on the scale of green initiative. Marketing based on sustainability initiative would surely help BMW to portray themselves as the green firm which would develop trust factor among the consumers. The Federal Climate Change Act of Germany is focused on reducing the emission rate by 65% by 2030 (Bundesregierung, 2025). Showcasing the measurable environmental achievements can create strong marketing opportunities which would boost the brand exposure of BMW in the competitive market. In both the countries strong environmental concern through this act would indirectly influence the EV sales positively. Adhering to this approach BMW is required to increase the availability of their EVs in both the market which would help to cover the revenue shortfall. 
[bookmark: _7kjnkryqjz8y][bookmark: _Toc216721831]4. Comparison of Brand’s STP strategies in Germany and UK
Segmentations and targeting strategy
	Segmentations 
	Germany
	UK

	Geographical segmentation 
	· Targeting customers from urban locations in Germany to drive sales of luxury cars. 
	· Targeting urban customers in the UK to sell premium luxury cars with premium pricing segments  

	Demographic segmentations 
	· This company targets affluent customers aged 25-34, urban and suburban customers, by offering its luxury car segments. 
	· Targeting mid-aged customers aged 35-50 will give advantages for BMW to achieve higher customer responses from the customers (Marketing91, 2025). 

	Behavioural segmentations 
	· Targeting people who prefer premium segment cars and a luxury lifestyle.
· Targeting consumers who prefer to buy EVs to add sustainability values and reduce emissions 
	· Targeting customers who want to buy premium segment cars and believe in a luxury lifestyle. 

	Psychographic segmentation 
	· Targeting customers who are seeking premium and sustainable EVs 
	· Targeting customers who prefer to buy EVs and traditional cars in premium segments and seeking technology innovation-led design. 


 Table 2: STP comparison between Germany and the UK
(Source: Self-Developed)
BMW is strongly focused on targeting customers from the UK and Germany based on demographic, geographic and behavioural segmentations. BMW has targeted middle-aged people in the age group of 35-50 to drive its sales of premium segment cars in the UK. BMW has achieved around 125,265 registrations of its premium segment cars in the UK in 2024 (Bmwgroup, 2025). This large number of premium segment car registrations in the UK indicates that BMW needs to target consumers who belong to an upper economic class and prefer to buy luxury cars to maintain their social status. On the other hand, BMW has also reported an increase in its premium car sales by 2.3% to 1.1 million vehicles within the first half of 2024 in Germany (Reuters, 2024). It indicates that targeting people who prefer to buy a premium segment car and follow a luxury lifestyle will give advantages for BMW in both the market of Germany and UK. On the contrary, BMW has also reported its EV sales by 34% to 180,000 cars in Germany. It indicates that targeting customers who prefer to buy electric vehicles (EVs) and are environmentally conscious will help BMW capture the highest demand for EVs and gain competitive advantages in the German market.
The demand for luxury cars in the UK is increasing gradually, which indicates changing consumer preferences to invest in premium vehicles after stabilising the financial conditions. For instance, the luxury car market is estimated to reach “US$144,946.5 million by 2030”, indicating 14.2% of the luxury car market in global markets (Grandviewresearch, 2025). Considering these factors, targeting urban and suburban customers who prefer to buy premium cars will help BMW to achieve profitability and competitive advantages by driving sales in the UK. It has also been found that most of the purchases of BMW cars are generated from middle-aged customers; however, the age range of customers is decreasing, which can help BMW to sell premium cars to younger generations. Considering this, BMW will offer premium luxury car segments with innovation-led design to attract middle-aged people, along with the young generations, to drive the future growth. It has been reported that BMW has generated the highest number of sales of its premium cars from people aged 25-34 (Statista, 2025). It indicates the benefits of targeting customers between this age range for BMW to drive sales and maximise organisational profitability.         
Positioning strategy
[image: ] 
Figure 4: Market positioning map of BMW in the UK
(Source: Self-Developed)
The above positioning maps indicate high competition of BMW in the UK market from its key competitors like JLR, Audi, Rolls-Royce and Aston Martin. For instance, Rolls-Royce has used the ultra-pricing strategy that makes this company more expensive (Livemint, 2025). On the other hand, JLR and Aston Martin also focus on offering premium segment cars; however, the pricing of premium cars is not much higher in comparison to BMW, Rolls-Royce. On the other hand, BMW is strongly focused on delivering quality premium segment cars at the lowest price in comparison to Rolls-Royce. For instance, BMW has focused on measuring the quality of vehicle manufacturing by implementing a customer-centric quality management approach. Apart from this, BMW has adopted AI technology to improve the technology-integrated inspections of around 1,400 vehicles manufactured each day (Bmwgroup, 2025). It indicates that BMW is strongly focused on maintaining quality through technology-integrated quality inspections, which indicates a quality-based positioning of this brand.
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Figure 5: Market positioning map of BMW in Germany
(Source: Self-Developed)
The above positioning maps indicate the top competitions in the German market due to the higher availability of premium and luxury car producers. Mercedes-Benz, Volkswagen, Audi are some top competitors of BMW in the German market. For instance, Mercedes-Benz uses a luxury pricing strategy and has also announced a hike of around 2% in its all vehicle range (Ndtv, 2025). It indicates that BMW can get a competitive positioning over Mercedes-Benz by offering quality cars in the premium segments at the lowest price in comparison to Mercedes-Benz. 
[bookmark: _esir9g7mr3a6][bookmark: _Toc216721832]5. Comparison of Marketing Mix Strategies in Germany and UK
	7 Ps of Marketing Mix
	Germany 
	UK 

	Product 
	Offers premium line up with EVs following local innovation strategy which helped to launch 15 EV models across the globe (Bmwgroup, 2025). 
	In the UK market premium cars and EVs were also sold but unique attributes in offering can also be seen. BMW provides a test drive option to the consumers before their purchase (Bmw, 2025).

	Price 
	2026 BMW 330i xDrive Sedan priced around $55,345 (Bavarianmotorcars, 2025).
	BMW 330i Sedan 2026 in the UK market is priced around $47,500 (Ccarprice, 2025).

	Place 
	Intense dealer network has been used by BMW in maintaining the availability of their cars for the consumers through dealership stations. 
	£2 billion has been invented by BMW for managing their UK operations since 2000 (Bmw, 2025). This investment has helped BMW to develop an extensive authorised dealer network development to reach a wide consumer base. 

	Promotion
	BMW has around 20M followers on their official Facebook page (Bmw, 2025). Strong social media marketing approaches have helped BMW to improve their performance in the competitive market. 
	In 2024 BMW has own FIM Superbike World Championship (Bmwgroup, 2025). It highlights that as a marketing tactic BMW not only participates in races but also offers sponsorships to drivers for improving their brand exposure. 

	People
	The talent campus of BMW in Munich provides training to around 40,000 employees (Bmwgroup 2025). Adequate training support to the Munich based training facility would be provided by BMW to its employee base to sharpen their skills 
	Training approaches would also be provided for the employees of the UK market of BMW. It has contributed in enhancing the overall performance dimensions of the firm by elevating the experience of the consumers with BMW. 

	Process 
	Strong relation with logistics partners has helped BMW to deliver the desired cars of consumers from the dealership’s warehouse to the garages. Support for digital services is also provided by BMW for their consumer base. 
	BMW offers financial services that include a wide variety of financing options (Bmw, 2025). Availability of finance services for the consumers would help to smooth the buying process for the UK customers. 

	Physical Evidence 
	Well designed showrooms with significant connectivity have improved their accessibility to the buyers. 
	Premium digital presence and imagery has been used at the dealerships and showrooms of the UK. 


Table 3: 7Ps of Marketing Analysis of BMW in UK and Germany 
(Source: Self-Created)
Analysis
The product strategy of BMW in both the UK and German market has reflected its global positioning as a luxury car manufacturer. BMW offers a global premium line up which is aligned with the innovation attributes and heritage of Germany is addressed. Local innovation strategy for BMW has supported the firm to launch more than 15 EVs worldwide (Bmwgroup, 2025). BMW has also expressed their concern about the look and feel of their cars according to the preference of buyers. BMW provides test drive opportunities to their consumers before purchase (Bmw, 2025). This can be considered as an experimental marketing tactic that focuses on building an emotional connection between the desire of the consumers about premium cars and experience of holding a BMW steering. 
A consistent premium pricing approach has been maintained by BMW across the globe which is also reflected from the UK and German markets. Slight changes in the prices of the same car in the German and UK market indicate that BMW keenly observes different factors before offering a product to the consumers. The 2026 BMW 330i xDrive Sedan is around $55,345 (Bavarianmotorcars, 2025). On the other hand, the same car is priced around $47,500 (Ccarprice, 2025). Analysing the price difference it can be understood that market positioning, taxation, consumption power and other attributes cause the variation. Based on the distinctive nature of UK and German economies BMW has brought adjustment in their pricing approaches to maintaining the premium for the consumers at the same level. 
Similar approaches in the forms of place dimensions of 7Ps marketing dynamics of BMW in UK and German market can be seen. In the German market BMW heavily relies on the extensive dealership network to ensure availability of their products to the customers. On the other hand, BMW has invested around £2 billion since 2000 in the UK market for expansion and managing their operations (Bmw, 2025). The investment approaches of BMW from 2000 has shown the long term commitment of BMW to the UK market not only enhances the availability of the cars but also ensures that consumers do not have to face any issues with BMW cars through after sales services. The innovation approaches of BMW have also helped the brand to reduce the waste disposable rate significantly. 
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Figure 6: Waste disposal per vehicle rate of BMW
(Source: Bmw, 2025)
Promotional strategies of BMW in both the UK and German market reflect localised initiatives with global integration to improve their brand exposure among the consumers. BMW has leveraged a massive social media presence of around 20 million followers on Facebook (Bmw, 2025). Such strong social media strategy would embrace BMW as a modern, innovative, and customer centric brand. On the other hand, BMW has won the 2024 FIM Superbike World Championship (Bmwgroup, 2025). Motorsports achievement has been used by BMW as a promotional strategy to make the consumers across the globe understand about the capability of BMW engines. Comparative evaluation indicates that the German market is focused on a storytelling approach to embrace innovation while the UK market is focused on portraying the raw engine power of BMW to influence purchase decisions for consumers. 
People's approach of 7Ps of marketing of BMW in both the UK and Germany focuses on skill development attributes of the employees to improve the experience of the consumers. The talent campus in Munich trains around 40,000 employees (Bmwgroup, 2025). The skill development approaches emphasis on latest technical and digital innovation handling aspects of the employees to provide seamless experience to the consumers. In 2024 BMW has invested around 400 million Euros in the training and development approaches (Bmwgroup, 2025). Training approach would help the employees to be equipped with necessary skills to provide personalised services to the consumers. A well trained and motivated employee base in both the UK and German market has helped BMW to develop trust factor with the consumers which would help to boost the sales approaches of the firm. 
Process management approaches of BMW are designed for delivering efficient services, transparency and adequate customer journey from pre purchase to after purchase conditions. Integration of digital service platforms would also help BMW to provide schedule maintenance and vehicle health monitoring to the consumers. Especially in the UK market BMW provides financing options for improving the accessibility of BMW cars to different consumer segments (Bmw, 2025). Financing services to the consumers simplifies the purchasing process which would surely influence the purchase decision of the consumers. These process orientation approaches have helped BMW to build long term relationships with their consumer base and maintain the market leadership approaches. 
Physical evidence dimensions of the 7Ps of marketing plays a vital role in influencing the perception of the consumers towards the operations of BMW. For instance, BMW Welt is considered as the architectural masterpiece (Bmwgroup, 2025). In Germany showrooms are designed with aesthetics and engineering displays the innovative approaches and technical sophistication to embrace heritage. Premium imagery also has been used in the UK showrooms of the firm which extends the physical appeal of the firm through a luxury presentation.  These are observed as the tool of marketing to portray the richness of BMW’s quality and premium for embracing as global automobile manufacturing leader. 
[bookmark: _qx7r99n5z92h][bookmark: _Toc216721833]6. Evaluation of the performance of marketing strategies
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Figure 7: Market share of BMW by regions 
(Source: Self-Developed)
BMW focuses on digital marketing to reach online customers and promote the brand and range of luxury car segments to maintain engagement with customers. BMW has reported around 6.9% of sales in the UK and 10.38% in Germany, indicating the highest market share of this brand in the German market in comparison to the UK market (Statista, 2025). It indicates that BMW needs to focus more on digital marketing initiatives to promote luxury vehicles in the UK and increase its market share in the UK. BMW has around 20 company-owned dealerships across Germany that help this brand to reach customers and make luxury segment cars available to all people (Bmwgroup, 2025). BMW has over 160 dealerships in the UK, which indicates a strong market presence in this market that indicates a strong presence of this brand in this international market that maximises competitive benefits. Doing business through the company’s own dealerships and third-party dealerships will help BMW to increase its sales of premium cars in both the UK and German markets.
BMW is positively engaged in social media (SM) marketing to promote a wide range of luxury vehicles by developing imagery content and reel videos. For instance, BMW has 378K followers on its BMWUK Instagram page and 1,302 posts (Bmw, 2025). For instance, BMW has generated around 53.34% website visitors from desktop and 46.6% visitors from mobile devices in Germany (Semrush, 2025). On the contrary, BMW has 74% male visitors and around 26% female visitors on its website in the UK. It indicates that Germany has the highest visitors, which reflects on strong engagement of consumers on social media that gives competitive benefits for this brand.               
Quality offering of premium segment cars, high-quality after-sales services for customers is some USP of BMW for developing its market positioning in the UK. For instance, BMW offers 5 years free servicing of all its EVs in the UK market and has integrated a centralised platform to offer services, parts accessories to customers (Bmw, 2025). It indicates that offering after-sales servicing for all premium segment cars and rapidly focusing on the improvement of design and build quality will allow BMW to hold the quality-based positioning in the UK market and gain competitive advantages. Hence, improving quality positioning will help BMW to generate positive trust among consumers and help this brand to get competitive advantages among leading local competitors in the UK that offer cars in premium segments. “Sheer Driving Pleasure” is a global marketing slogan of BMW that will help to highlight the company's approach to improve innovation and greater driving experiences for customers in both German and UK markets (BMW, 2025). Apart from this, BMW has also developed an innovative brand and marketing slogan that is used by the brand to promote its brand and products through international markets. 
[bookmark: _4bh5cp8rn6gs][bookmark: _Toc216721834]7. Evaluation of marketing ethics practice 
Ethical issues have been confronted by BMW while managing their operations in the both the UK and German market. The most concerning ethical issue for BMW is its environmental sustainability claims advertisements. Reports have mentioned that the Advertising Standards Authority (ASA) has banned ads from BMW and MG with the allegation that their advertisements mislead the consumers that their vehicles are emission frees (Thedrum, 2025). More specifically, BMW vehicles are producing carbon while the advertisement has made the consumers understand that the other vehicles emit zero carbon which influences the purchase decision of the consumers. For instance, BMW Group’s EU fleet is around 102.1 grams per kilometre for 2023 (Bmwgroup, 2025). Despite green initiatives, a high amount of carbon emission can be seen from the operations of BMW which pose ethical issues before credibility of green initiatives of the firm. 
BMW got involved in controversy due to their decision to not post any information or statement in X formerly known as Twitter. More specifically, in the early 2025 BMW UK has decided to stop posting on X without providing any reason or justification behind this action (Economictimes, 2025). Individuals have accused BMW of aligning with specific political and cultural stances which have indicated about the ethical issues faced by BMW. The decision of BMW to stop posting on X has been connected to the historic Nazi Germany ties with BMW (Timesofindia, 2025). This incident indicates that the corporate decision of social media use of BMW has been perceived as a political or cultural intensive approach that has hampered the reputation of BMW in the competitive market. 
Approaches of ethical responsibility are not only tied with the approaches of marketing approaches but also credibility of BMW in securing the interest of their employees. MW code of human rights and working focuses on equal treatment of all the employees regarding health and safety of all the employees (Bmwgroup, 2025). On the other hand, reports have mentioned that automobile manufacturers like BMW Jaguar Land Rover and Volkswagen purchase auto parts from a supplier in China that was found guilty in practice of forced labour (Theguardian, 2025). It indicates that the brand has claimed ethical practices across their value network but purchases products from such suppliers who do not follow ethical approaches. This information indicates that BMW is concerned about their profits only, not for the society in which it operates. 
[bookmark: _hlig79cm9ogy][bookmark: _Toc216721835]8. Recommendation & Conclusion 
Conclusion
Diverse marketing approaches have been taken into consideration by BMW while managing their operations in the UK and German market. Analysing the perception and preferences of consumers in both the markets BMW has taken strategic decisions to influence the purchase intestines of the consumers. For instance, the price of the same car in the UK market is relatively low and BMW has taken this decision by analysing the inflation rate, consumption power, disposable income, consumer preferences and other attributes. Such thorough understanding of the different attributes of the consumers has supported BMW to take different decisions to improve their brand exposure in both the countries. 
Recommendations 
Strengthening the transparency dynamics in environmental marketing 
A transparent communication framework needs to be established by BMW for improving the agility of their environmental marketing. For instance the base year value of carbon emission is around 148.9 mn tCO2e while it was around 125.1 mn tCO2e in 2024 (Bmwgroup, 2024). Instead of claiming net zero or complete carbon neutrality BMW requires them to use statistics regarding what carbon neutrality results they have already achieved with evidence in their promotional advertisements. 
Embedding clear social media ethics as communication guidelines
Maintaining transparency and visibility in each social media post of video and imagery content will help BMW to foster communication with online audiences through Facebook, Instagram and other media platforms. As per Lee and Wei (2022) maintaining posts and communication on social media by social media based community guidelines is helpful to maintain ethics in marketing through online media platforms. BMW needs to be more consistent in posting regular posts to maximise greater engagement with online audiences and achieve an advantage in marketing promotions.
Enforcing ethical supply chain compliance 
Developing responsible sourcing approaches, improving ethical standards and a code of conduct is the key strategies that can help BMW manage its supply chain operations by meeting ethical guidelines. As per Krstić et al. (2024), focusing on circular economy-based practices and integrating ethical guidelines are main approaches that can help businesses improve the ethical supply chain. Considering this, BMW needs to focus on the circular approach to reduce waste and ethically source materials for car manufacturing to avoid legal issues.    
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