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[bookmark: _Toc394592644]An Overview of the Report

The role of marketing strategies in defining the growth and success potential of any company is immense especially in the competitive business environment. Payne (2005) believed that the marketing strategies of companies are often based on the business objectives and analysis of the internal and external factors. Guenzi (2007) stated that internal factors are driven by the management and its operations that can be controlled to a certain extent by companies but external factors are hard to control as they are driven by factors that cannot be controlled internally. Kotler (2007) further added that companies can only respond to the external challenges and issues by strengthening the internal control, management, and strategies. This also means that there needs to be an effective balance between the internal and external factors and companies need to be aware of them in order to respond to the internal and external challenges in a systematic manner. 
Mulcaster (2009) pointed that difference between the national and international market by suggesting that national markets are well-known and explored by the native companies but international markets offer a great deal of challenges and competition in the form of a different culture, environment, ethics, legal rules, political environment, technological challenges, and governance. Patterson (2008) further added that the competition in international market is immense because of the presence of a number of companies competing for a market share by using their skills, expertise, and knowledge. Joshi (2005) mentioned that the biggest challenge for international companies operating in different business environments is based on the notion that every nation has different challenges and environment and adjusting to different environment with different customers and expectations is always challenging. Hill and Jones (2012) further believed that different markets require different strategies, as one strategy might not be applicable and effective for every international market. 
Kotler and Keller (2006) further pointed that marketing strategies need to be designed and implemented as per the analysis of the market and challenges evolving from it. Cameron (2014) added that every market has different elements and participants in the form of stakeholders and each stakeholder has different need and requirement. Thus, deriving a key strategy for each stakeholder is not pragmatic rather one strategy that can integrate all stakeholders along with influencing them in a positive manner. Ellwood (2002) further added that the marketing strategy of companies help in affecting the competition along with gaining substantial market share in a planned manner. The major purpose of the report is to analyse the marketing strategies of BMW in Germany and India. There is a significant difference between the two markets as the first one is developed and the second one is developing. Germany is known for its automobile expertise while India is known for its consumption. Additionally, BMW is a premium brand with high value cars and the positioning is a bit different in two countries. 
The developed market of Germany has already embraced luxury cars as everyday cars while Indian market is evolving slowly. In order to assess the marketing strategy, it is further important to focus on the SWOT, PESTEL, STP, 4Ps, pricing strategies, competition strategies, Five Forces Model Analysis, and Ansoff Matrix. For further clarity, the report has been divided into two parts where the first part is based on offering an overview of the company and operational details in Germany and India. The second part of the report is more comprehensive where the focus is more on discussing the marketing strategies of BMW in regards to the stated countries in a critical manner. A cross comparative analysis in regards to the marketing strategies has been made to understand the approach being undertaken in terms of dealing with the impact of the internal and external factors. The analysis is supported by the data and information collected from relevant sources like annual reports and journals to understand the differences in the marketing strategies in India and Germany. 
[bookmark: _Toc394592645]An Overview of BMW in Germany and India

BMW is a German multinational company being headquartered at Munich, Germany. The company is engaged in the manufacturing if luxury automobiles and motorcycles along with aircraft engines. The company was founded in the year 1916 and has been producing luxury automobile in countries like India, China, UK, South Africa, Brazil, and the US (BMW, 2018).  It is one of the largest carmakers in the world having a luxury appeal. It needs to be mentioned that the luxury brand BMW has gained substantial market share in the German and Indian market mainly because of the fact that the company has been successful in positioning its products along with offering value for the cost. It is a customer-faced organisation with a focus on delivering value by being the best in the industry (BMW, 2018). Wankar (2017) stated that many believe that the sale of BMW cars in Germany is obvious because of the German brand and strong proclivity towards brand loyalty and recognition. 
However, the Indian markets have slowly adopted the luxury automobiles and the sale has been quite motivating. BMW marked the sale of around 4500 units in the first of 2017 and can be assumed as quite positive for a brand that is high one luxury and cost (BMW India, 2018). Additionally, the company has also experienced double digit growth in last few quarters that can be assumed as quote inspiring and motivating from the company’s perspective. It was further found that the company sold around 60000 units of cars in the first quarter of 2017 in Germany that is more than ten times sales figures of Indian market. Bekker (2018) found that the company has seventh position in the German car market in the year 2018 but has emerged as a successful brand in India as the sales figures continue to rise in last few years. This also shows that the prospects of BMW are quite positive and interesting in the Indian market while it needs to improve its market share in Germany that stands to 7.4% by the end of the first quarter of 2018. 

[bookmark: _Toc394592646]Segmentation Targeting and Positioning (STP) of BMW in India and Germany

Moncrieff (2009) stated that segmentation, targeting, and positioning is a proven marketing strategy that revolves around the products and services rather than customers. McDonald (2001) further added that majority of the marketing strategies revolve around customers but STP focuses on products and services that make it one of the most useful and important marketing strategies. Smith and Colgate (2007) pointed that segmentation is based on identifying the key portions of the market along with related elements having similar appeal, attributes, and scope. Joshi (2005) added that the entire market cannot be targeted and some part of it is segmented on the basis of identified variables and characteristics. On the other hand, the process of targeting is driven by the notion that the most important, relevant, profitable, and attractive segment need to be targeted and served for creating the business value. Patterson (2008) further pointed that positioning is based on creation of an image and reputation that attracts customers along with motivating them to buy products and services.  
Economic Times (2018) further added that the company targets customers above the age of 30 years having high-end aspirations and a taste for quality and technologically advanced products. The company targets people belonging to the high social class who are young and wealthy. Wankar (2017) further added that even though BMW is a luxury brand, it offers products at an affordable price that offers a premium feel compared to other luxury brands like Porsche and Rolls Royce that are priced quite high because of the superiority. Bekker (2018) further added that BMW is an aggressive and fast selling brand focusing on the joy of driving. The tagline states “joy forever” that can be assumed as quite impactful in terms of emphasising on the element of joy. Additionally, in India the company has a manufacturing plant assembling the 3, 5, and X1 series being sourced from locally manufactured components. The company also imports X3 and X5 as fully built unit in order to sell in India. 
The company has further positioned the brand well by creating numerous touch points in the form of golf tournaments, wine testing sessions, fashion shows, and corporate events. BMW India (2000) further added that BMW focuses on the young and dynamics customers and the strategy has been quite successful because of the fact that urban youth often have high disposable income working in metropolitan cities helping in achieving the sales targets. These people have further aspirations to buy luxury products and luxury cars are one of them. Additionally, cost and value proposition is quite high in regards to BMW that attracts customers. In regards to the German market, it needs to be mentioned that the company enjoys quite a significant markets share along with having a higher degree of brand recognition, loyalty, and acceptance. The demand for the cars plummeted after the financial crisis and also during 2012-2014 but the company identified new strategies and ways to deal with the concerning situation. The company introduced effective loan deals, quicker loan processing, and extended warranties to deal with the decreasing demand for the cars. 
Roy (2018) further added that the company used another strategy in the form of focusing on the sale of used cars by introducing faster loan disbursement and better value proposition. The reason behind this strategy was based on targeting new customers willing to have a BMW car but not being able to afford because of the higher price and value. This also helped in creating a demand for the car that helped in enhancing the brand presence, value, and image in a systematic manner.  In India, people earning around $50000-$100000 can easily afford a BMW car and similar income value is applicable for the German customers (Economic Times, 2018). However, the only difference is in the form of the currency difference because Indian customers pay in INR while German customers pay in Euro. However, the STP strategies remain the same for both countries considering the fact that the focus is more on building a premium appeal by adding the element of luxury and joy. 
Kotler (2007) further stated that the STP strategies can be differentiated based on the demographic and behavioural perception where people with high income can afford BMW cars in India while people with moderate income can but BMW cars in Germany. In India, BMW has an appeal of luxury and premium that is also shared by other car brands like Mercedes, Porsche, and Rolls Royce. However, the nature of premium and luxury is different in regards to Germany because of the fact that the market is full of luxury cars. BMW is used as an everyday car in both the countries as the brand positioning is luxury but emended with the element of joy. Bekker (2018) further added that the luxury segment contributes 5-6% of the total sales in the European nations but the percentage stands at 1.1%. However, the Indian strategy is based on improving the market share by introducing a new strategy in the form of “power to lead” that will help in creating a market having an untapped potential. Roy (2018) further added that the German market is full of premium and luxury cars but the Indian car market has a plenty of scope to accommodate more numbers of premium cars. 
The focus of BMW in India is to create a market for its cars by focusing on the brand appeal that is multidimensional and multifaceted catering to the various needs of customers. The company has further completed a decade of “make in India” buy further focuses on becoming the segment leader by following the agenda of “Power to Lead” aimed at becoming stronger in every segment like products, dealers, marketing, profits, volumes, and customer engagement (Roy, 2018). Overall, the STP strategies of BMW are quite different in regards to India and Germany where the company has been focusing on becoming the segment leader in Indian premium car market while working towards gaining more substantial market share in the German markets by competing with the big giant Volkswagen. In this regard, the marketing mix of the company plays an important and crucial role and the next section presents a critical analysis of the 4 Ps of the marketing in a critical manner. 
[bookmark: _Toc394592647]Four Ps of Marketing
 
Cameron (2014) added that the importance of marketing mix is quite high in the business environment especially in regards to the positioning of products and services. The 4 Ps in the form of product, price, place, and promotion have been discussed in a critical manner.  
Product- There is no doubt that BMW sells quality products in the form of luxury cars having high value and cost. The majority of the cars sold in Germany belong to series such as 1-7 series having different models like F20, F45, F30, G30, F12, G11, X1-X6, I models, and M models. On the other hand, the models being sold in India are 3, 5, and X1 series being sourced from locally manufactured components while other variants being imported. In order to deliver the quality product, the company already has a manufacturing unit in India along with having a robust and advanced unit in Germany (BMW, 2018). The reason behind manufacturing cars in India by sourcing locally manufactured automobile components was based on achieving cost-effectiveness helping in realizing the absolute cost of the product along with lowering the price in order to attract more numbers of customers. The product portfolio of the company includes high-end luxury sedans and SUVs. The biggest advantage with BMW is in the form of a vast product portfolio having immense appeal to attract to a wide set of customers. 
Price- In last few years, the demand for luxury cars has fallen especially in the European markets because of the emission issue associated with Volkswagen. Additionally, the market conditions were also not favourable resulting in lower demand for the automobile products in the developed and developing countries. BMW has a product portfolio comprising cars of different value and the prices are set accordingly. This also means that the company charges moderate to high price for its luxury brands and often use the price skimming where the prices are increased in the launch phase but reduced during the maturity stage of the product resulting in high demand and acceptance of the product (Wankar, 2017). 
It needs to be mentioned that BMW has been vocal in its marketing strategies towards offering discounts and attractive EMIs. This has helped in attracting more numbers of customers because of the value and price proposition. The company is further engaged in competitive and psychological pricing strategies in order to attract more numbers of customers. Roy (2018) added that the prices of BMW cars are not high compared to other luxury brands like Porsche and Rolls Royce and there is a very little element of exclusiveness. However, the price of the cars being imported is high in India because of the currency difference and import duty. Kotler (2007) further added that the difference in the price affects the demand and supply pattern and import duties and taxes define the demand and supply pattern. 
Place- In last one decade, BMW realized the fact that India offers a potential market for luxury cars and a manufacturing unit was started in Chennai where BMW cars were made using locally sourced automobile components. Additionally, the company has BMW Group Plant Munich is the global manufacturing hub offering engineering excellence and innovative power in a planned manner (Roy, 2018). The reason behind choosing India as one of the manufacturing unit was based on capturing the untapped market while the Munich plant acts as a global manufacturing unit engaged in exporting the cars. 
Promotion- The promotional strategies of BMW have moved away from the traditional marketing activities to a more refined approach where the focus is more on attracting customers through awareness. The company has been a part of engaging events like fashion shows, promotional events, and other social activities. Alongside, the company has a huge presence on social media websites like Facebook, Instagram, and Twitter where thousands of influencers are invited at the car launch and word of mouth is spread through a dedicated and systematic approach. Additionally, the company also uses automobile and fashion magazines to promote its product line (Wankar, 2017). 
[bookmark: _Toc394592648]Five Forces Analysis

Joshi (2005) stated that the five forces analysis is based on analysing the bargaining power of buyers, bargaining power of suppliers, threat of new substitutes, threat of new entrants, and competitive rivalry. The analysis of all these factors in regards to BMW and Indian and German market has been presented as follow. 
Bargaining power of buyers- the bargaining power of buyers is quite high in Germany and India because customers have a plethora of choices to make from the available luxury brands of cars. This also means that BMW needs to create a long lasting impression in order to reduce the bargaining power of buyers. 
Bargaining power of suppliers- the bargaining power of suppliers is moderate because of the fact that BMW pays a great deal of attention in enhancing the quality of its products and raw materials and components supplied by the suppliers play an important role. In a way, it controls the quality of the materials and has a number of suppliers. 
Threat of new entrants- the threat of new entrant in the luxury segment is quite low in the Indian as well as German market because of the high cost required for the investment in R&D and infrastructure. 
Threat of Substitution- the threat of substitution is low as in the near future only electric cars can replace the petrol and diesel cars. Additionally, customers can choose alternative mode of transportation that might increase the threat of substitution in both the countries. 
Competitive Rivalry- the competitive rivalry is quite high as BMW faces competition from Mercedes, Audi, Tesla, and other carmakers. The competitive rivalry is quite high in both the markets as customers before spending huge amount of money on these luxury cars evaluate the cost and value proposition and accordingly make a buying decision. Thus, the competitive rivalry can affect the business value of the company critically. 
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The competition strategies offer a great deal of insight in terms of understanding the competitive position of the company in a systematic manner. Kotler (2007) stated that the competitive strategies of companies are determined by the profitability of the companies in regards to the industry average. Mulcaster (2009) added that when companies are successful in having higher profitability compared to the industry average, their competitive position is always high when the profitability is low compared to the industry average, the competitive advantage and position is low. Companies with high profitability above the industry average are more successful in sustaining the business advantage. There are different kinds of competitive strategies in the form of low cost, differentiation, and focus strategies. The discussion revolves around the competition strategies of BMW in regards to India and Germany. 

[image: ]
Reference: Kotler (2007)
[bookmark: _Toc394592414]Figure 1: Competition Strategy
Cost Leadership- Blythe (2001) pointed that cost leadership is aimed at producing the products and services in the most cost-effective manner in order to achieve cost effectiveness and efficiency in a planned manner. Ellwood (2002) further added that when companies lower the cost of their production, they are in a position to attract more customers through the economies of scale. However, companies need to be the leading the technological excellence along with mastering the art of utilizing the sources and resources in the most efficient and productive manner. BMW does not fit in the category of cost leadership because the company produced products that are not cost-effective but having a high cost element.  
Differentiation- Laszlo (2011) added that the notion of differentiation is based on adding the element of uniqueness and a different appeal to the products and services. Patterson (2008) further added that differentiation is a strategy that derives value by adding a number of attributes that are different and unique compared to other similar products available in the market. Moncrieff (2009) further added that differentiation strategy is based on attracting customers by offering them a different experience and perception for which they are willing to pay the desired amount. In regards to BMW, the company focuses on the elements of luxury, premium appeal, technological advancement, comfort, joy, and status. These elements are at par or above and lower than the products of the competitors. The differentiation strategy is a bit different for India and Germany considering the fact that India has evolved as a market for luxury markets whereas Germany is already an established market for luxury cars. Additionally, BMW is seen as an everyday and occasional driving car in India but in Germany, the company has been selling used cars along with the new cars. The notion of selling used cars is quite low in India regarding BMW as the brand is assumed as a premium belonging to a high-end category. The company further differentiates in terms of prices and models in both the countries as per the difference in the demographic factors and demand for the cars. 
Focus Strategy- Van Auken (2002) stated that the focus strategy is based on identifying a segment and focusing on it rather than serving all the segments. The focus is more on ascertaining the most profitable segment that can offer a great deal of value and competitive advantage in the present as well as in the future. Ziethmal and Bietner (2003) further added that focus strategy has two major elements in the form of achieving the goal of cost advantage and differentiation focus. The difference in these strategies is based on differentiating the target segment in a planned manner. Hill and Jones (2012) emphasised on the notion that the cost factor is aimed to exploit the difference in the cost behaviour prevailing in different segments while the differentiation focus is based on identifying and exploring the unique and un-served needs and demands of the different segments. In regards to BMW, it can be said that the company has been using the cost and differentiation focus to capture the markets share. 
The company has different costs for different products and the cost strategy is based on attracting more numbers of customers. BMW has emerged as an affordable car both in India and Germany as the prices have been lowered in order to attract young buyers having high disposable income. The cost focus is further strengthened by the idea of easy EMIs and offers that create an impression on the mind of customers. On the other hand, the differentiation focus is aimed to presenting the uniqueness of car (Wankar, 2017). The BMW brand is positioned in the premium category that differentiates it from other brands selling in India and Germany. Additionally, the sale of BMW cars is quite satisfactory compared to other high-end car models belonging to companies like Porsche. The company has been focusing on differentiating its cars using advanced technologies and features that are locally sourced in India while the technological and advance research center in Munich has been focusing on the innovative ideas that can offer an edge over the others. Overall, the company has been aiming at cost and differentiation focus to gain significant market share in different markets like India and Germany (BMW, 2018). 
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The importance of SWOT analysis is in the form of ascertaining the strengths, weaknesses, opportunities, and threats wherein strengths and weaknesses are determined by internal factors and opportunities and threats are determined by the external factors. The SWOT analysis of BMW has been presented separately for both India and Germany. 

[bookmark: _Toc394592415]Figure 2: SWOT Analysis of BMW in Regards to Germany
Germany has been a hub for a number of automobile companies and BMW is a global name with an exception brand appeal. The company has key strengths in the form of a valuable brand, positive reputation, and defined strategy for the present and future. It also has weaknesses in the form of high financial debt that can affect the operational framework and investor’s support along with over dependency on the US market. The company has opportunities in the form of tapping the growing demand for luxury cars in developing countries while dealing with the threats in the form of government policies and increased competition (BMW, 2018). 
The SWOT analysis in regards to India has been presented as follow by following the latest trends and phenomenon. 

[bookmark: _Toc394592416]Figure 3: SWOT Analysis of BMW in Regards to India
The SWOT analysis in regards to India revealed that the company has been enjoying a positive and reputed image in India with a notion of premium and luxury brand. The company has a perceived positive image working in favour of the car sales. In terms of the weaknesses, majority of the BMW cars are expensive and only a few people in India are able to afford it even though the company has introduced different models that are manufactured in India with a low price tag. In regards to opportunities, the company has a plethora of opportunities in the form of targeting the young and dynamic consumers having high disposable income along with in introducing affordable luxury models. Major threats are in the form of increasing import duties, and threat from the Indian carmakers like Maruti (Roy, 2018). 
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The impact of political, economic, social, technological, environmental, and legal factors is immense on the operational, functional, and management approach of companies having presence in different markets.  The combined PESTEL analysis of BMW in regards to India and Germany is discussed as follow. 
Political- The Indian government has allowed Foreign Equity Investment in the Indian automobile industry that has boosted the growth and development of many foreign companies like BMW. BMW already has its manufacturing unit in Chennai, India where cars are manufactured and sold to the Indian consumers.  The policy on import is quite stringent for imported cars costing a huge amount of money (Bekker, 2017).  The government of India is further focusing on reducing the carbon emission being generated by the cars. On the other hand, the political environment in Germany is quite supportive for the growth and development of the automobile companies. The sale generated by the automobile companies contributes to the GDP along with offering employment opportunities leading to the social and economic development. The government of India has further allowed multinationals to open their units in India with an aim of adding value to the GDP along with creating more jobs. However, taxes, legal regulations, and governance are quite stringent in Germany compared to India especially after the carbon emission scandal of Volkswagen (Economic Times, 2018). 
Economic-There is an economic difference between India and Germany because of the currency differences. This also affects the demand and supply pattern to a certain extent. However, the automobile industry contributes to a great deal in the economic growth of country. In Germany, people with high disposable income can easily buy BMW cars but in India only few people can afford the luxury brand because of the high cost. The economic disparity has been affecting the demand of the cars in two nations (Wankar, 2017). 
BMW sold around 60000 units of car in the first quarter of 2017 in India while it manages do so very easily in a month in Germany. Additionally, it has a huge market share of more than 7% in Germany while it enjoys less than 1% of market share in India. This clearly shows that the economic differences are high between two countries (Wankar, 2017). 
Social- social factors are driven by the buying behaviour of consumers that are further influenced by the demographic factors. In India, BMW is still regarded as a luxury car having a premium appeal and significance. However, in the German market, the brand is assumed as a general car with high value and premium appeal. Indian consumers are less likely to buy re-used BMW cars while German customers are willing to buy cars on low EMIs. Additionally, German people are more likely to respond to the government regulations regarding the harmful emission but Indian consumers lack such awareness as the notion of low emission cars is still at a nascent stage in India (Roy, 2018). 
Technological- The Munich Plant of BMW is known for its technical excellence and innovative appeal where research in regards to better value creation and proposition have been driving the future appeal of the company. On the other hand, the Indian manufacturing unit is dependent on either the imported technologies or local technologies as majority of the advancement happens at the BMW headquarters (BMW, 2018). 
Environmental- The German government follows the strict EURO norms that mitigates the potential of high emission and the government is further strict in taking actions by imposing fines on companies crossing the required level of emission. In India, norms and regulations are not as strict and threatening (Bekker, 2017). 
Legal- Even though India has also introduced BHARAT norms just like the EURO norms, the effect is not as much as the EURO norms had have. This shows that there is a legal difference between the two countries (Economic Times, 2018). 
[bookmark: _Toc394592652]Ansoff Matrix

Kotler and Keller (2006) stated that the purpose of Ansoff Matrix is to understand and evaluate the risk and growth features of any company in a clear and precise manner. Kotler (2007) further added that Ansoff matric is useful in highlighting the growth strategies along with understanding and underpinning the risk factors associated with them. There are four key elements of Ansoff matric in the form of market development, market penetration, diversification, and product development. Cameron (2014) added that the market development is based on ascertaining the potential of the market by conducting analysis in the form of SWOT, PESTEL, STP, and Marketing Mix. Market development strategies are helpful in understanding whether the market can be developed or not by analysing the risks and opportunities. Laszlo (2011) further added that the diversification strategy is driven by the idea of selling products and services that are different in nature. This strategy is also helpful in minimising the risk factors as different countries have different demand regarding different products. 
Guenzi (2007) highlighted the importance of the penetration strategy by stating that it helps in developing new markets and attracting more numbers of consumers that is helpful in adding value to the economic framework in a systematic manner. Moncrieff (2009) stated that the product development strategy is based on developing new products and extending the product portfolio along with focusing on improving the customer satisfaction and experience in an innovative and planned manner. BMW has been using different strategies for different countries, as the focus is more on using the market penetration strategy in Germany where the market is already developed but more numbers of customers can be added. On the other hand, diversification and product development strategy is used in regards to the Indian market because of the fact that there is a huge potential in the luxury car segment and diversifying the products can add a great deal of value (Bekker, 2018). 
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[bookmark: _Toc394592417]Figure 4: Ansoff Matrix
Reference: Kotler (2007) 
It is further important to analyse the further decision making process of the company and the decision matrix analysis can be assumed as quite important in this regard. Hill and Jones (2012) stated that the decision-making process or matrix is dependent on a number of factors and companies need top analyse key factors in the form of investment, cost, quality, location, customers’ preferences, location, and marketing strategies before making any decision. In regards to Germany, the company has been focusing on introducing easy EMIs for used cars along with offering offers and discounts to Indian consumers. These strategies are introduced with a view of attracting more numbers of customers. 
[image: ]
Reference: DataForce (2017)
[bookmark: _Toc394592418]Figure 5: BMW Market Share in Germany
The above figure shows that in the year 2017, BMW had 4th position in true fleet and the best selling models were 1 and 3 Series. 
[image: ]
Reference: AutoCar (2017) 
[bookmark: _Toc394592419]Figure 6: BMW Sales in India
The above chart shows that the sales of BMW cars have been witnessing a high and low trend and the demand and sales figures are not consistent. This shows that there is a scope of improvement through the differentiation strategies. 
[bookmark: _Toc394592653]Situational Analysis

Mulcaster (2009) stated that the situational analysis is based on analysing and examining the impact and influence of the internal and external factors on the competitiveness and market value of organisations. Ellwood (2002) further added that the situational analysis is helpful in understanding different variables that can affect the market and related elements in a critical manner. The current strategies of BMW clearly states that the company has been focusing on redefining the joy, comfort, and value proposition of luxury cars with a focus on innovation and engineering excellence. The goal and objectives of BMW are a bit different for the Indian and German market. The German market is more saturated with the availability of wide arrays of luxury cars and models. On the other hand, the Indian luxury car market is still at a nascent stage with plenty of appeal and scope for further tapping. 
Wankar (2017) stated that the situation is quite challenging for BMW in the present era because of the fact that Tesla is focusing on the energy efficient car segment by introducing electric cars high in style and comfort offering premium and luxury feel. Additionally, Mercedes and Volkswagen owned cars are also involved in offering innovative and luxurious cars with a high brand appeal. This means that the competitive environment is quite challenging in the present and will be more challenging in the future. Roy (2018) further added that situations and prospects in Germany and India are also different as India offers an open and broad market where BMW has shown great signs of capturing a huge market share. On the other hand, the situation in Germany is challenging because of the fact that automobile sales have been declining and the company has been competing with a number of competitors offering similar products and services. The company needs to come up with a differentiation and more defined product portfolio in Germany in order to hold the market share and create further inroads to capture a substantial market share in the future.  
[bookmark: _Toc394592654]Conclusion

From the discussion perspective, it can be said that the marketing strategies employed by BMW are quite aggressive in nature pointed at gaining the market share and attracting more numbers of customers. In regards to the German market, the focus is more on creating further channels that can help in attracting customers through the use of easy EMIs and selling of used cars. The company is further looking to create a positive image in the Indian markets without thinking too much about the sales figures. However, the market share in the German market needs immediate attention because of the fact that Volkswagen has been topping the position of the best car seller in the country. Additionally, it was found that the focus of the company is more on creating a long-lasting value in both the markets along with enhancing the customer satisfaction. The difference in the marketing strategies is mainly because of the differences in the political, economic, legal, technological, and social environment that have affected the marketing mix and also the STP strategies to a certain extent. The company is looking to strengthen its position in both the markets by focusing on the future. 
[bookmark: _Toc394592655]Recommendations

There is no doubt that the Indian market has immense potential and BMW can create a niche for itself by opting for the differentiation and cost focus strategies. Additionally, the company can also do well by responding to the needs and demands of the upper middle class by offering them cost effective products. BMW also needs to strengthen its position in the German market and the focus should be more on dealing with the archrivals like Mercedes and Volkswagen. This will help in creating immense value in the future. Furthermore, the focus should be futuristic suggesting the fact that the company needs to evolve its design, features, luxury element, and benefits to attract more segments rather than focusing only on restricted segments. 
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Strengths


Premium brand perception 


Weaknesses


Expensive for majority of the indian customers


Threats


Import duties


Opportunities


Attracting the young Indians 








Highly reputaed company 


Luxury appeal and reputation 


No sale of re-used cars 


Limited number of customers 


Introducing the electric and other car models 


Creating affordable luxury models 


Government regulations 


Policies and Framework 


Threat from the Indian luxury carmakers



Strengths


Valuable automobile brand in the world 


Weaknesses


Poor diffrentiation


Threats


Government Policies


Opportunities


Weak Euro exchange rate





Competition


Decline in the US automobile market


Geogrophiclaly diversified revenue streams 
Clear straetgy for the present and future
High debt level 
Over dependency on the European and US markets 
Increase in the demand in devloping countries 
Frequency of new mdoel release
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