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[bookmark: _Toc59915013]Introduction 
In the contemporary realm of business, knowledge, and application marketing have become essential tools for each of the marketers and businessman to respond to the competitive business environment. In this assessment, the key theories of marketing including marketing mix, process, and stages of marketing, competitive analysis, environmental analysis, stakeholder engagement, and analysis have been discussed from the perspective of BMW’s marketing operations. To analyse these issues various models and theories of marketing such as SWOT, PESTEL, Porter’s Five Forces, STP, etc. have been applied.
Hollensen and Opresnik (2019) opined that Bayerische Motoren Werke (BMW) is a German multinational luxury automobile company that manufactures and markets luxury motorcycles, cars, and other vehicles across the world. It was established in 1916 as an aircraft engine manufactures. It has now become the world’s twelfth-largest motor vehicle manufacturer in the world. It has a wide-ranged operation in the UK, South Africa, India, Brazil, Mexico, United States.


[bookmark: _Toc59915014]Process and stages of marketing as well as the role of marketing in BMW
[bookmark: _Toc59915015]Definition of marketing and marketing process 
Armstrong et al (2018) depicted that marketing can be defined as a business process that involves in defining the needs of a particular group, society, or individual and delivering the desired value based on the exchange relationship. The marketing process is the value-creating activities in managing the relationship with the customers through developing, communicating, and delivering the value in the forms of goods, service, ideas, experiences, or other things that have utility and commercial value. The marketing process engages in creating and delivering customer value through developing a value-added corporate mission, analysing the current situation, formulating, and implementing marketing strategies with appropriate controlling actions.
[bookmark: _Toc59915016]Stages of the marketing process in BMW 
Although different companies create value in different approaches, all of them follow a basic marketing process. BMW’s first attempt in involving the marketing process is developing a market-driven corporate mission that represents its value proposition. BMW’s mission is to become the global leader in selling premium services and products for facilitating individual mobility. According to Cateora et (2020) To achieve this mission, BMW consistently researches and analyses the market opportunities in every possible market through environmental scanning, and situational analysis of the competition, market demand, and industry pattern. Most used business tools, SWOT, PEST, 5C, etc. are applied in this stage by the marketers of BMW. After finding viable business opportunities, BMW formulates different marketing strategies such as segmenting and targeting profitable consumer groups. 
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[bookmark: _Toc59897405]Figure 1 Marketing process of BMW
Source: Chernev (2018)
It targets the high-end businessmen and rich people that can afford luxury products to reflect their image, status, and personality.  BMW uses differentiated targeting strategies to meet the distinct needs of different groups. In support of these marketing strategies, BMW designs and develops its marketing mix programs considering the market needs and the company’s resources & capabilities. BMW’s core product is exclusively designed premium vehicles for high-end consumers. After implementing each of the marketing mix elements and the associated strategies, BMW initiates the monitoring and controlling actions to assess its performance of the marketing actions. It used to calculate ROI, ROA, Break-even-point, consumer, and prospect’s response, sales, cost-benefit ratio, etc. for assessing the success or failure of its marketing initiatives.
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Political
The recent political events including China-America trade, the uncertainty of Brexit, and the US presidential election have affected the business operation of BMW. Jiang (2018) stated that These uncertainties have reduced the stock price of BMW by 9.3%. BMW is cutting its business operation in both the UK and the US and shifting it to the other European and Middle Eastern countries.
Economic
The current deep economic recession has already reduced the consumption of BMW’s product by 32% which caused a reduction in sales by 21.4 billion in the last quarter of 2020. In the UK, the reduction of GDP by 2.1% and the consumer spending in the luxury vehicle by 26% eliminated the demand for BMW’s product by 31% stated by Kotabe and Helsen, (2020). 
Social
The lifestyle of the European people is becoming trend-focused for which even middle-income groups are demanding luxury vehicles. The BCG report 2019 stated that the growth rate of increased brand preference for the luxury products among the middle-income section has risen by 5.3% for which the financing institutions including banks, private investors and insurance companies are providing loans for purchasing personal cars.
Technological
The advent of autonomous driving technology has increased the cost of the investment of the vehicle producing companies. The interactive social media and the microsites have increased the reach of the business to a larger target group which has increased the sales growth of BMW in 2019 by 12.3% despite having extreme competition opined by Lavery (2018).
Ecological
The automotive industries are intensely being pressured by governmental bodies for reducing the carbon footprint. In 2018, BMW has shifted its focus on electric engines aiming at eliminating its carbon footprint by more than 60% within 2023. At the end of 2018, however, BMW managed to down its emission to 128g CO/km in the European region which made it the most sustainable vehicle manufacturer brand in Europe in 2019.
Legal 
McDaniel and Gates (2018) depicted that in 2018, BMW had to compensate 2.6 billion for the more than 100 complaints about engine failures. The company has to justify the pricing of the final vehicles in terms of design and component parts. BMW also has to comply with very strict legislation for the taxation and the export-import duties along with the environmental protection laws.
[bookmark: _Toc59915018]Porter’s Five Forces analysis 
Bargaining power of suppliers (Low)
According to Salem et al, (2018) BWM has a business relationship with more than 12,000 suppliers across 70 countries which enables it to have multiple choices. Due to the strong brand presence, suppliers are bound to provide quality equipment and components at a reasonable price. BMW is the decider of the quantity and the quality and the switching cost is very nominal for BMW.
Bargaining power of customer (Very High) 
The bargaining power of consumers for BMW has grown rapidly after the immediate spread of social media and the awareness of environmental sustainability. The changing consumer trends, the rapid advent of disruptive technology, high information buyers, and the increased number of branded vehicle sellers have risen the consumer power by several fewer times.
Threats of substitute (Moderate)
BMW has moderate threats from the substitute products offered by the other competing brands including Toyota, Audi, Ford, Mercedes, etc. Other modes of transportation like helicopter and private plane partly consumes the share of wallet of BMW. Sports and cultural cars are also considered as substitute products of BMW in the European market.
Threats of new entrants (Low)
Thabit and Raewf, (2018) opined that the establishment of a luxury vehicle brand needs multi-billion-dollar investment which is the major entry barrier for new companies. The fierce competition, technological barrier, and the need for skilled human resources have created a very high level of entry barrier for the new market player.
The intensity of Rivalry (Very high) 
BMW is facing fierce competition from Mercedes, Audi, Ford, Tesla, Skoda, Land Rover those are the high valued vehicle brand in the world. Tesla’s innovative business model has weakened the offerings of the other competing brands which caused BMW to bring changes in its product line and business model in 2019. According to Tuten (2019) Mercedes-Benz earned $3.4 billion in 2019 whereas BMW earned $2.5 billion that indicates that BMW is performing the market challenger’s role in the luxury vehicle industry.
[bookmark: _Toc59915019]SWOT analysis 
Strengths 
According to Viglia et al., (2018) BMW has a very large global sales network as it has expanded into 140 countries with a very high brand image. It has a wide operation in full electric technology and hybrid car manufacturing and selling. In 2019, it has been ranked as the 21st most valued brand in the list of Interbrand.
Weaknesses
BMW has recalled 3,57,000 old modeled cars which have created dissatisfaction among the existing users. In South Korea, people had an allegation against BMW due to its over emission of carbon. BMW has a very short portfolio compared to its rival Volkswagen and Mercedes.
Opportunities 
The millennial and Generation Z are becoming the largest consumer market for branded vehicles. South Africa and the South Asian countries are becoming emerging countries which can be a larger business opportunity for BMW opined by Armstrong et al, (2018). The need for self-driving and the autonomous vehicle can be tapped by BMW in near future.
Threats 
The economic recession may reduce the spending of the consumers in the non-essential expenditure like purchasing luxury cars. The increased uncertainty due to the change in US president may raise business costs in many areas of the USA and other European countries. Mercedes, Lexus, and other strong competitors may grab the majority of the global market share.
[bookmark: _Toc59915020]STP analysis 
Segmentation
The geographic segments of BMW include both the domestic and international market including German, France, UK, Brazil, USA, Saudi Arabia, India, etc. countries. According to Cateora et al (2020) BMW segments the market based on age covering 20-60 for BMW, 25-45 for Mini, and 40+ for Rolls-Royce. Bachelor and married couples are different segments for BMW under demographic segmentation. Base on the income and occupation segmentation, it divides the market for high salaried professionals, executives, and business owners. Following the behavioral segmentation, it includes the market segments of hardcore loyal, softcore loyal, reliability and achievement seeker, etc.
Targeting 
BMW fully follows the differentiated target strategy as it designs different models of vehicles with a different budget, colour, and features to target different consumer groups. The core target groups are the upper-income section that is engaged in large businesses or executive jobs. 
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[bookmark: _Toc59897406]Figure 2 Target market of BMW
Source: Chernev, (2018)
Targeting different groups of buyers, BMW is offering different series of vehicles. Series 3 has been targeted toward the 30-40 years old young profession, series 4 has been designed for senior professionals and married couples and series 6 has been designed for targeting 55 plus years old CEO and other high officials.
Positioning 
Hollensen and Opresnik (2019) stated that the most used slogan of BMW is “Ultimate Driving Machine” which conveys the one-stop solutions for having the luxury driving experience. All of the communication strategies of BMW imply the high value and high price of the vehicles along with the reliability, durability, speed, comfort, and safety features to set a distinct image in its high-end consumer groups.
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Product
BMW markets different ranged premium vehicles under the name BMW I, BMW M, Rolls Royce, BMW Motorrad. The basic models of BMW provide the features of the powerful engine, high speed, extra-ordinary pickup, and safety in driving. Jiang (2018) depicted that BMW focuses intensely on value-driven features and includes advanced technology. The innovative and exclusive design is the core product strategy to attract consumer attention. It inspires a high level of customer expectation through its value proposition which attracts only the high-end consumers for the high valued products.
Price
BMW charges premium prices for all of its models considering the value of the product and brand image. The price usually varies across the series, models, and features. The pricing arrangement of BMW differentiates target groups because only very high-income groups are seduced to purchase its products. BMW also considers competitive actions while setting prices. To defend the other competing luxury brands, it launched BMW X1 at a low price which starts from $40,000. It applies market skimming prices in the new market to sustain its premium brand value.


Place 
BMW has a wide distribution sales channel covering 140 countries across the globe. In German, Italy, India, Brazil, Indonesia, Saudi Arabia it has a higher market share. It has more than 4,700 showroom dealers who sell cars directly from the showrooms. Kotabe and Helsen (2020) opined that It has stickies and distributors for spare parts and components in strategic locations. BMW uses an exclusive distribution strategy in selecting the showroom location. In each country, BMW has only 3-6 showrooms that are placed in highly accessible and busy cities and towns.
Promotion 
BMW has very high spending on brand building and communication programs. It frequently spends in celebrity sponsorship in which it hired the iconic cricketer player Sachin Tendulkar and Darren Sammy as its brand ambassador in the Indian subcontinental markets. According to Lavery, (2018) BMW also invested billions of dollars in event sponsorship such as ICC World Cup, FIFA World cup, Olympic, and other global events. For creating and raising brand awareness, BMW still uses traditional advertising media such as TV and radio advertising, billboard, and magazine advertising. In the digital platform, BMW spends millions of dollars for creating and spreading creative content on social media sites including Facebook, Twitter, Instagram, YouTube, etc. Emotional and aesthetic appeal are overly used in designing the advertising contents of BMW.
People 
McDaniel and Gates (2018) stated that Around 1,40,000 people are actively working in selling and marketing the products of BMW. All of the employees are provided training after the recruitment to enable them for becoming a vehicle expert. 53% of the employees of BMW are from the outside areas of the European countries who have been hired based on regional recruitment system. BMW provides a very lucrative career opportunity as a competency-based pay system is followed by the organisation.
Process 
BMW has 37 different manufacturing units located in 24 countries in which all of the vehicles are produced and distributed to 140 countries. In the manufacturing units, BMW follows the Toyota Production System in producing and inventorying the components parts. Nearly 65% of the produced vehicles are displayed in the showrooms. Consumers can purchase vehicles directly from the showroom and have to comply with the registration and documentation process of the respective countries. Consumers can purchase BMW’s product on cash and by having credit facilities.
Physical evidence 
The logo of BMW has been valued at 6.7 billion dollars in 2019 which was the highest among other luxury global brands as stated by Salem et al (2018). The exclusively designed vehicles with different levels of colors pose a porche image in the target consumer’s mind about the feature and value of BMW. The design and architecture of each showroom and the manufacturing units also imply a premium image of the brand.  
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The stakeholder of a particular business refers to the individual, groups, or parties that have direct or indirect connectivity with the interest of the organisation and can affect or be affected by the company operations. The groups and individuals that have direct links and relationships with the company are the internal stakeholders such as the managers, owners, employees, etc. BMW’s key internal stakeholders are the shareholders, 1,40,000 employees, 1,200 plus executives, etc. The external stakeholders are the parties that have an indirect relationship and interest with the company actions such as competitors, distributors, media, government, customers, the mass public, interest groups, etc. According to Thabit and Raewf (2018) The external stakeholders of BMW are the high-end customer section, prime competitors such as Mercedes, Ford, Audi, and other brands, 12,000 plus suppliers, 4,700 plus dealer, the mass people, first-class TV channels and newspapers, governmental bodies, etc. who are shaping the business decisions of BMW in various ways.
[bookmark: _Toc59915024]BMW’s communication with the stakeholders 
BMW engages with each of its stakeholders through both one-way and two-way communication. It developed an integrated communication channel through which it informs the company updates regarding new models of cars or any other promotional offers using persuasive and informative advertisements. It uses social media in spreading a positive image to the targeted audience. Various publications such as annual reports, brochures, press releases, and announcements are reached to the respective stakeholders of BMW through one-way interaction. The two-way communication takes place between the company and stakeholders through media evaluations, mobile phone hotlines, email feedback and rating system, online surveys conducted by the BMW authority. 
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[bookmark: _Toc59897407]Figure 3 Stakeholder engagement of BMW
Source: Tuten (2019)
BMW authority involves with its stakeholders by creating focus group discussions, advisory panels, multi-stakeholder forums, bilateral meetings, workshops seminars on an annual basis. At the final level of engagement with the stakeholders, BMW collaborates through joint ventures, partnerships, and other strategic alliance arrangements with the selected stakeholders usually with its suppliers and distributors.
BMW arranges a general meeting on a predetermined date in which it describes its current situations to the shareholders and takes various vital decisions based on the shareholder’s vote. The publication of the annual reports enables the mass people and shareholders to know and assess the company’s financial activities. BMW has established a strong chain of command to guide and empower the employees. According to Viglia et al (2018) The corporate vision and other forms of shared value and culture are communicated internally to each of the employees of BMW. To comply with the legal arrangement of different countries and for the lobbying arrangement, BMW has a separate section. The governmental bodies and the tax authorities are invited to scrutinize the internal operation of BMW. In 2019, BMW spent 2.4% million on the tree plantation program in several European countries to respond to social and environmental sustainability.

In 2018, it launched the budget premium vehicle BMW X1 to defend its neatest competitors Audi, Mercedes, Ford, Toyota. As BMW is a premium brand, it does not involve in price war rather it responds to the competitors with increased promotional expenses. The labour union of the employees of BMW is handled critically by developing favourable policies for the employees. BMW publishes the business magazine in renowned newspapers to inform its stakeholder about the company's current position and the vision it wants to achieve. It arranges press conferences before launching any new model vehicle implying the feature and answers the questions asked by journalists and mass people.
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Employees 
The employee efforts in selling and serving the target audience determine customer success. To remain this employee group satisfied, BMW provides a very high salary and career opportunity to the executives and mid-level managers. The lower end and the distributors are provided with the sales commission to increase the revenue. In 2017, the labour strike in Germany for the increased pay skill damaged the reputation of BMW badly as stated by Chernev, (2018).
Shareholders
BMW’s 1,200 million general shareholders have the voting rights to elect the board of directors and to take major company decisions. In 2017, the excessive demand for the cash dividend created a liquidity problem for BMW. The decision for rising capitals or grabbing expanding opportunities are hugely affected by the engagement of the stockholders. The satisfied stockholders create positive vibes for the company that attracts newer investors to raise BMW’s capital.
Customers
According to Hollensen and Opresnik (2019) Customers are the prime external stakeholder of BMW as the vehicles produced by the company are based on the targeted customers’ expectations and perceptions. The consumer responses, demands, and attitudes determine the company's effort. The increased customer power, make the company bound to provide more quality products at fair prices. The promotional campaigns are also designed considering the consumers’ interests and attitudes.
Governments
The government of different countries regulates the export-import legislation by implying various tariff and non-tariff barriers. In the UK, the governmental bodies are pressurizing BMW to eliminate the power consumption and carbon footprint for which BMW is considering electric technology for the fueling of its cars. The tax arrangement set by the governments often affects the pricing decision of BMW.
Suppliers 
According to Jiang (2018) More than 70% of components parts are supplied from 12,000 suppliers from 70 countries and the rest of the materials are supplied locally. If the supplier group of BMW refuses to deliver components, the company may have to shut down its operations. Again, the quality and price also depend on the suppliers’ action. That is why, despite having lower bargaining power of supplier, BMW maintains the partnering relationship with each of the suppliers.
Competitors 
Mercedes, Toyota, Audi, Tesla, Ford are the major competitors of BMW who influence directly the pricing and promotional activities. Kotabe and Helsen, (2020) stated that To respond to the high competition, BMW bounded to launch budget cars instead of becoming a global luxury brand. The competitive pressures enable the company to seek newer technology and innovation in discovering more value-added products and services. The points of differences between BMW are set considering the competing brands’ offering.
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Conclusion 
The marketing practices of BMW covering the marketing mix strategies, marketing process, environmental conditions, industry attractiveness, stakeholder analysis, etc. have been discussed in this assessment. BMW’s key strength is that it has a strong and premium brand image in more than 140 countries. The company is currently facing business threats from the political and economic uncertainties but the technological advancement and the development of the positive social psychology toward the luxury brand have provided business opportunities for BMW. The company targets only high-end business professionals across the globe. It gives supreme priority to rapport building and engagement to each of its internal and external stakeholders.
BMW needs to consider the following recommendations for the betterment of its marketing operations.
	· Launching more vehicle to attract the middle-income segment: Only by offering the budget vehicles to the middle-income group, BMW can acquire more than double its current market share.
· The actual driving experience should be spread through social media: By sharing the driving experience of customers, BMW can create a positive vibe among the targeted consumer.
· Making virtual reality available to the targeted consumers: BMW should introduce virtual reality so that the potential customers can be pursued and motivated to purchase BMW’s product.
· Lowering its carbon footprint to nearly zero: The company should find innovative technology to reduce its carbon footprint as a practice of environmental sustainability.
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