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[bookmark: _Toc228506443]Introduction
Strategic management is an essential part of businesses that would like to attain long-term, successful, competitive, and dynamic market success (Lynch, 2022). The report is about the BMW i4, which is a premium electric sedan in the fast-growing electric vehicle (EV) market. As car manufacturers shift to sustainability and electrification, it is crucial to comprehend the strategic choices that can shape the role of BMW in the luxury EV market. BMW i4 is the company's attempt to integrate the luxury, performance, and sustainability and take on the competition of Tesla, Audi, and Mercedes-Benz. This report analyses the external and internal forces in terms of strategic positioning of the BMW i4, its resources and ability, and industry forces that influence its performance in the market. With the help of strategic models like PESTEL, SWOT, VRIO, and Five Forces, outlined in the report, assess the ability of BMW i4 to remain competitive in the ever-changing EV market, and provide recommendations as to its future strategic paths.



[bookmark: _74av18sundq2][bookmark: _Toc228506444]BMW’s Background
BMW is a top car manufacturer in the world, and has long been known to have luxury cars that are a combination of performance, technology, and design (BMW, 2024). BMW i4 is the best seller of this brand in terms of the number of vehicles sold, and in this case, they sold over 20,000 i4 in the U.S, reporting exceeded iX in recent reporting (Andres, 2026). Being fully electric and a luxury sedan, the i4 will fall into the category of high-end electric sedans, which include Tesla's Model 3 and Audi’s e-tron GT.
[image: BMW Group History]
Figure 1 Evolution of BMW (BMW Group, 2026).
Table 1 About BMW.
	Item
	BMW Group snapshot

	Number of employees
	154,540 employees (end of 2025)

	Company age
	Founded in 1916; about 110 years old in 2026

	Financial situation
	€133.5 billion revenue in 2025; €10,236 million profit before tax

	Operating markets
	Global sales network in more than 140 countries/markets; over 30 production sites worldwide



Source: (BMW Group, 2026)

[bookmark: _g2t17m8y2kf6][bookmark: _Toc228506445]Mission and Objectives
BMW has a vision, to become the world supplier of the best personal mobility, either in the physical sense of high quality and innovation as premium products and premium services, or as a sense of sheer driving pleasure (GCBC, 2023). This mission is typified by the i4, which is a hybrid of classic BMW motoring and the most recent electric technology. Some of the objectives of the i4 at BMW include sustainability, performance, luxury, and customer satisfaction. 

· Provide a driving experience of the finest quality (BMW, 2024). 
· Develop new long-term, sustainable mobility solutions to customers globally. 
· Be customer-centric make high performance, luxury, and safety.

The company would prefer to be at the top of the highly advanced part of EVs, which results in the global trend towards electrification and the creation of its EV catalog. i4 would be essential in such success.



[bookmark: _271i1o0hqxl][bookmark: _Toc228506446]Macro-Environment Analysis
[bookmark: _6yq3o3jl7ree][bookmark: _Toc228506447]PESTEL analysis
The macro-environment accepts the BMW i4 due to the fact that regulation, social adjustment and environmental compulsions are driving the market towards premium EVs. EVs are on the rise in demand and European policy is towards electrification (Hill et al., 2017). However, BMW must bear the cost of economic paranoia, intense technology turnover and augmented legal scrutiny of battery and supply chains. Therefore, the performance and luxury will not be the deciding factors in the success of i4, but affordability, portability during charging, quality and reliability of software and sustainability (Gouveia et al., 2024).
[image: ]
Figure 2 EV transition (Hertzke et al., 2025).

Table 2 PESTEL analysis.
	Factor
	Evidence / data
	Strategic implication for BMW i4

	Political
	Its zero-emission target of new cars and vans extended to 2035, with the manufacturers being able to meet the 2025-2027 target. The UK government reiterated its policy of phasing out new petrol and diesel cars by 2030 and the end-state of zero emissions by 2035 (European Commission, 2026).
	There is a positive long-term regulatory climate in policy direction on EVs, and thus the BMW i4 is the one enjoying a favourable long-term regulatory climate.

	Economic
	By 2024, the global sales of electric cars had surpassed 17 million, and EVs had made up over 20 percent of the global sales of new cars (IEA, 2025). Meanwhile, the employees of the ECB forecasted inflation in the euro area to 2.3 in 2025, and this indicated that cost-of-living conditions and financing conditions continue to be a factor to consider by the consumer (European Commission, 2026).
	There is a definite growth in the demand of EVs and that means that there is a market opportunity in the i4 (Gouveia et al., 2024).

	Social
	In Europe, EVs have fallen to 21% of new-car sales by 2024, and a 2025 survey of the population shows more intent to do so. In Germany, the purchase intention of a BEV was at 30% and higher in the UK (25% of interviewees intended to buy a BEV as their new car) (Hertzke et al., 2025).
	In the case of BMW i4, this facilitates needs amongst the image aware, technology conscious, and consciously ecological consumers, but large-scale adoption remains reliant on trust, convenience and overall cost of ownership.

	Technological
	The EU has had in place its Alternative Fuels Infrastructure Regulation since 13 April 2024, and a binding infrastructure requirement. The European Alternative Fuels Observatory provides updated data on recharging in the EU every month (European Commission, 2024).
	The digital features and good range support the premium positioning of BMW i4.

	Environmental
	The transport sector is responsible for about 29% of greenhouse gas emissions of the EU, and the sector emissions in 2022 were about 26% compared to 1990 (EEA, 2025). A 90% decrease in transport emissions by 2050 is the aim of the EU policy (European Commission, 2026).
	The i4 BMW is a direct beneficiary of the change towards combustion power.

	Legal
	The EU battery regulations require a battery to have a sustainable life-cycle, not just about its design, but also about the sourcing, collection, recycling, and reusing. Battery due diligence requirements were also further expanded by the Council by two years in July 2025 (European Commission, 2023).
	The pressure of law is spreading out of tailpipe emissions to traceability, circularity and responsible sourcing.




[bookmark: _b52bvugkilv1][bookmark: _Toc228506448]Micro-Environment Analysis
[bookmark: _7pr99glfn1f][bookmark: _Toc228506449]Industry Life Cycle
BMW i4 competes in a premium electric sedan industry segment that can be best characterized as being in the growth phase of the industry life cycle (BMW Group, 2025). This is because the demand is growing at an extremely high rate, new competitors and new models come into the market, charging infrastructure is improving, and companies continue to make significant investments in technology, scale, and positioning of their brands rather than promoting their brands in the already established market (Talikine, 2025). In 2024, global electric-car sales surpassed 17 million units, which constitute over 20% of new-car sales (IEA, 2025). The battery-electric cars were 17.4% of the market share in the EU in 2025, compared to 13.6 in 2024, which also represents further growth as opposed to saturation (ACEA, 2026).
Table 3 Industry Life Cycle.
	Stage
	Description
	Strategic Implications for BMW i4

	Introduction
	It is an immature industry with minimal players and adoption (Armstrong, 2021).
	The i4 might be classified in the growth phase, where massive investments would be required on awareness, as well as on infrastructure.

	Growth
	High growth of demand and market penetration, economies of scale.
	The i4 is in this stage of growth that makes it advantageous to higher adoption and technological changes (Talikine, 2025).

	Maturity
	The segment stabilizes leading to market growth slowing.
	The i4 risks the product differentiation being less effective due to products being similar by competitors.

	Decline
	Business shrink, by newer technologies or markets (Wheelen et al., 2018).
	The i4 is unlikely to be at this stage, as EVs are growing in market share, but this may apply to legacy models (Gouveia et al., 2024).



However, the segment is not in the introductory stage anymore (Salah, 2026). The awareness of customers is high, the most popular brands, such as BMW, Tesla, or Mercedes-Benz, have already occupied their niche in EV, and the performance metrics. Simultaneously, the industry cannot be considered to be mature yet, as the technological, financial, and consumer acceptance are continuously evolving. As of 2025, hybrid-electric vehicles had a market share of 34.5 in the EU, which demonstrates that fully battery-electric cars are yet to become the settled norm (The Straits Times, 2026). Such a growth-level position poses an opportunity and a challenge in the example of the BMW i4. 


[bookmark: _uqovjxbrmyl7][bookmark: _Toc228506450]Porter’s Industry Five Forces Analysis
It suggests that the BMW i4 is located in structurally challenging segments in the premium electric sedan segment. There is high competition, substitutes are substances and supplier power is rather high (Wheelen et al., 2018). The i4 cannot, therefore, rely on the mere market growth. BMW must be highly differentiated to compete successfully and safeguard its market share in this segment as its rivals are highly types of technology, well-established brand and efficient purchase of the batteries (Salah, 2026).
Table 4 Porter’s Industry Five Forces .
	Force
	Assessment
	Evidence and implication for BMW i4

	Competitive rivalry
	High
	The level of competition is high with fierce premium and tech-based companies. The WLTP of Anevsely, the BMW i4 eDrive40 has 333-371 miles, and the Tesla Model 3 Long Range has 466 miles, and the Mercedes EQE 350+ has 422 miles (BMW UK, 2025).

	Threat of new entrants
	Moderate
	The industry barrier to entry is large because the scale, R&D, software capacity, powerful branding, and capital to run the EVs are required (Nieto et al., 2024). Over 3/4 of all the batteries sold in the world are also made in China, and more than 70 percent of all the EV batteries made to date have been made in China (IEA, 2025).

	Threat of substitutes
	Moderate to high
	Hybrid cars, premium herald sedans, SUVs, and other body styles will be the most important alternatives. Hybrids in the European Union dominated 34.5% of the market share in 2025, and 17.4% of the BEVs (ACEA, 2026). In the BMW i4, this would imply that the car will justify its prices as compared to electric and non-electric models (Skeete et al., 2020).

	Buyer power
	Moderate to high
	Customers are able to compare parameters, charge rates, electronic traits, and rate highly simply (Deloitte, 2026). There is a high EV information transparency and increasing public charging access. Europe had slightly above 1 million publicly charged points in 2024, and it helps reduce the dependency on a particular brand environment (IEA, 2025).

	Supplier power
	Moderate to high
	The battery suppliers have a strong position based on a monopoly in the supply chain (Whittington et al., 2020). China has about 85% of the battery-making capacity in 2024, and one of the risks that the supply chain entails is market concentration (You, 2025). As one of the main sources of costs and performance, and product competitiveness of the BMW depend on the potential of suppliers.





[bookmark: _8geli5hnwc6i][bookmark: _Toc228506451]Internal Analysis
[bookmark: _rmu4cxkjz35b][bookmark: _Toc228506452]BMW’s Strategic Resources and Capabilities
BMW possesses the strategic resources and capabilities that can assist it to remain at the forefront of the competition in the high-end automotive sector, especially the emerging electric vehicle (EV) industry (Kukkamalla et al., 2021).
[image: ]
Figure 3 BMW over the time (Sushmith, 2024).
· Brand Reputation: BMW is known to be luxurious, performance-oriented, and innovative, and has generated a good brand equity, which scores high with any high-class consumer in the world (Salah, 2026).
· Advanced technologized Modelum Industries: BMW Modelum Industries also boasts of state-of-the-art manufacturing facilities like the one located in Germany and the U.S., which make it easier to produce and scale EV products like the i4.
· Engineering and R&D Excellence: The firm has put much investment in research and development, especially in EV technology, autonomous driving, and performance, which provides it with a competitive advantage when it comes to innovation (Whittington et al., 2020).
· Global Supply Chain: BMW has an extensive and well-developed sourcing network for certain raw materials, such as batteries, which are quite vital in the manufacturing of EVs.
· Sustainability and Circular Economy Projects: BMW is striving to go green, and its activities, including recycling, CO2-minimization, and the implementation of an eco-friendly production process, enhance its competitive dimension  (Kukkamalla et al., 2021).
These capabilities enable BMW to distinguish its products, uphold high prices, and demonstrate innovativeness in the EV industry.

[bookmark: _yxtamg5i6vox][bookmark: _Toc228506453]Value Chain Analysis
The Value Chain Analysis of the BMW i4 produced by BMW reveals the way the company adds value by undertaking its core and support activities (Gamble et al., 2015). These practices help BMW in maintaining its competitive edge, as it provides high-quality production, innovation, and efficient delivery of its products to its customers.
[image: Value Chain Analysis EXPLAINED with EXAMPLES | B2U]
Figure 4  Value Chain Analysis (Gamble et al., 2015).
[bookmark: _a4gm85m00h94][bookmark: _Toc228506454]Primary Activities
· Inbound Logistics: BMW procures the quality batteries within the locally provided mechanisms to include CATL and Samsung SDI networks, which ensure the scope and performance of the i4  (Kukkamalla et al., 2021).. BMW is also targeting ethical sourcing, particularly of rare materials, such as lithium and cobalt, which are key in the manufacturing of EVs.
· Operations: BMW Munich Plant and other locations around the world produce the i4. The process of manufacture is streamlined to be efficient and concerned with sustainability (Barney and Hesterly, 2015). Testing procedures are very stringent to ensure every BMW i4 possesses the capabilities to meet the high standards of this brand.
· Outbound Logistics: Global distribution network: BMW is utilizing its worldwide system of dealerships and internet sites in order to market the i4 (Zang et al., 2025). Goods will have effective logistics that will deliver goods in time to the European, North American, and Asian markets.
· Marketing & Sales: BMW positions the i4 as an electric vehicle that could be a high-performance (premium) vehicle. BMW offers customers a personalized experience, showrooms, and digital tools of engagement, letting customers display their i4 in a customized way (Salah, 2026).
· Service: BMW has a variety of services, including maintenance services, warranty packages, and software upgrades, in an effort to guarantee long-term consumer satisfaction.

[bookmark: _vstidpyxql3][bookmark: _Toc228506455]Secondary Activities
· Firm Infrastructure: The disintegrated character of the management framework at BMW enables the enterprise to be bilingual in fulfilling the needs of the regional markets (Gamble et al., 2015). The reason is that the good financial performance of BMW can enable it to invest in the research and development process.
· Human Resource Management: To take the lead in the technological game in EVs, BMW has employed the finest engineering, design, and software creation skills. The continuous training program equips the employees with information on the new mechanical technologies, including electric propulsion (Hill et al., 2017).
· Technology Development: BMW has spent a lot on research and development to produce new EV technology, such as iDrive 8 infotainment, that promotes the user experience of the i4. To reinforce the message about i4 being eco-friendly, BMW focuses on ensuring that its production process is more carbon-neutral (Electrive, 2026).
· Procurement: BMW's procurement department obtains high-quality materials and components that meet its sustainability objectives, which ensure the high performance of the vehicles (Zang et al., 2025).

The provided value chain assists BMW in sustaining its competitive edge that has ensured the quality and innovations of the product and robust brand in the premium EV sector.

[bookmark: _422nejaylzzp][bookmark: _Toc228506456]VRIO Analysis of Distinctive Resources and Capabilities
The unique resources and capabilities of BMW play a crucial role in the competitiveness of the i4 in the premium segment of the electric vehicle market (Bailey et al., 2018). Using the VRIO model would help to assess these resources based on their value, rarity, imitability, and organizational support. The following table is a summary of the core resources and capabilities of BMW, which have made the i4 a success.
Table 5 VRIO Analysis.
	Features/Resources
	V (Valuable?)
	R (Rare?)
	I (Imitable?)
	O (Organized?)
	Competitive Result

	Brand Reputation
	✓
	✓
	X
	✓
	Sustainable Competitive Advantage

	Engineering Excellence (R&D)
	✓
	✓
	X
	✓
	Sustainable Competitive Advantage

	Premium EV Technology
	✓
	✓
	✓
	✓
	Sustainable Competitive Advantage

	Global Manufacturing Network
	✓
	✓
	✓
	✓
	Sustainable Competitive Advantage

	Supply Chain Integration (Battery sourcing)
	✓
	✓
	
	✓
	Sustainable Competitive Advantage

	Digital Services (ConnectedDrive)
	✓
	✓
	✓
	✓
	Sustainable Competitive Advantage

	Financial Strength
	✓
	X
	✓
	✓
	Realized Temporary Competitive Advantage



Accumulated brand equity of BMW has taken decades, where the brand has gained a reputation of being luxurious, performant, and innovative (Zang et al., 2025). This is a good resource as it creates customer demand, and it is a rare resource as the competitors might not be able to create the same level. BMW has heavily invested in research and development in order to develop state-of-the-art EVs. The performance, range, and driving dynamics of the i4 are based on years of engineering experience. The i4 also offers high-performance battery systems and an enhanced electric powertrain (Trilaksono et al., 2026). The developed global manufacturing plants of EVs enable BMW to provide high quality and scale efficiency. This is a valuable and untainted resource of the case of EV production, in particular, the luxury market, which assists in advancing the high price image of BMW. The priority sourcing of batteries by BMW and its own supply chain in terms of sourcing materials implies that the i4 will be able to retain the high-quality level and, at the same time, comply with the rules of sustainability (Alonso, 2023). ConnectedDrive is the digital platform of BMW providing special digital services, such as navigation, infotainment, and remote monitoring of the vehicles (Cinch, 2025). The i4 has a strong competitive edge in the emerging high EV market due to the strategic resources and capabilities of BMW, leading to a sustainable competitive advantage.

[bookmark: _13wpcghfxcrf][bookmark: _Toc228506457]SWOT Analysis
BMW i4 enjoys a good brand reputation and groundbreaking technology, which puts it in the best place in the luxury EV market (Hill et al., 2017). It is, however, faced with problems of high production costs and restrictions on its charging infrastructure. The increasing demand for EVs represents a big opportunity, whereas competition and supply chain risks are threats in progress (Johnson et al., 2017).
Table 6 SWOT Analysis.
	Strengths
	Weaknesses

	Good Brand Reputation in luxury and performance.
	Electric components high cost of production.

	The use of high-level EV Technology and engineering (Li, 2025).
	Little charging infrastructure worldwide in comparison to others such as Tesla.

	High performance that is highly driven.
	Extreme initial buying cost, restricting mass-market (Cinch, 2025).

	Good Financial Capacity to invest on R&D and innovation (Electrive, 2026).
	Reliance on foreign vendors of battery materials.

	Opportunities
	Threats

	Rising popularity in higher quality electric cars around the world.
	Tesla, Audi and Mercedes-Benz threaten to increase their competition.

	Tapping the emerging markets that are undergoing an increase in middle class (Ershova and Kuznetsov, 2019).
	The constraints in the battery supply chain might push up production costs.

	Opportunity to continue improvement in battery technology.
	Tax policies and government regulation that may affect the cost structure.

	Demand trends of electric mobility due to sustainability.
	Slowdowns or increase in inflation of purchasing power.




[bookmark: _zag12v6r4u78][bookmark: _Toc228506458]Strategies to Sustain Competitive Advantage
As a way of maintaining its competitive edge in the emerging high-end electric vehicle (EV) segment, especially in the case of the BMW i4 (Bailey et al., 2018). The company may have to incorporate measures that will help it overcome market forces, changes in technology, and market demands. 
[image: Porter's Generic Strategies PowerPoint and Google Slides]
Figure 5 Porter generic model (Bailey et al., 2018).
Differentiation
To maintain its competitive edge, BMW i4 can remain differentiated in the premium EV segment. Luxury and creativity, a form of unique execution, and factoring in unique performance will enable BMW to lure affluent consumers seeking some balance in their driving pleasure and sustainability (Adamik and Lisowski, 2025).  BMW can expand on this difference by adding more advanced driver-assistance systems and the software updates delivered over-the-air to continue to tailor customer experience over time.

Focus Strategy
The BMW i4 market is characterized by consumers who are able to afford to pay higher prices for electric vehicles that have performance and luxury (Johnson et al., 2017). To retain its competitive advantage, BMW needs to pursue a narrow direction in that it directs its marketing campaigns towards its quality-conscious consumers who are conscious of the environment in the developed and emerging markets. By concentrating on the segments, the value of which is both performance and sustainability, BMW will potentially be able to keep its margins higher (Ershova and Kuznetsov, 2019).

Cost Leadership
Though BMW is a premium brand, the company can be more cost-effective when it comes to the production of the i4, which would enhance its competitive niche (Pavlínek, 2022). Economies of scale, particularly in the manufacture of batteries, vertical integration within the supply chain, and localization in manufacturing, can help to reduce the cost. A less expensive i4, without the need to sacrifice its high-end status, would enable BMW to gain advantages in terms of price power and increase market share (Li, 2025).

Blue Ocean Strategy
One of the Blue Ocean Strategies that BMW can incorporate is the introduction of special services and experiences that are not offered in the market currently, such as subscriptions and ownership-sharing plans (Daniels et al., 2015). These measures, in combination with technological advancements, such as self-driving capabilities and improved sustainability measures, can set BMW apart in the EV market. 

A combination of all these strategic solutions will enable BMW to keep the i4 competitive and constantly innovate and change with changes in the market.



[bookmark: _cizpc8th448n][bookmark: _Toc228506459]Growth Strategies
The Ansoff Matrix is a viable approach to examining the expansion options of the BMW i4 in the premium electric sedan segment (Armstrong, 2021). The approach can be employed in informing how a company can grow by utilising the existing products through a market-penetration approach or by introducing new products in new markets.
Table 7 The Ansoff Matrix.
	Ansoff strategy
	Meaning
	Application to BMW i4

	Market penetration
	Sell more existing products in existing markets (Daniels et al., 2015)
	The sale of i4 in existing European and North American markets can be improved by BMW by promoting it, offering financing schemes, marketing it digitally and supporting its dealerships (Adamik and Lisowski, 2025).

	Market development
	Sell existing products in new markets
	BMW can open up the i4 to the emerging EV markets with increasing demand of high-end electric cars through exporting or fully owned distribution channels (Li, 2025).

	Product development
	Offer new or improved products to existing markets (Griffin and Pustay, 2015)
	BMW has an opportunity to launch improved i4 models that will have a higher range, more energy-efficient, improved software, and additional luxury features to the current consumers (Liu, 2024).

	Diversification
	New products in new markets
	BMW might expand their range of i4 into similar high-end mobility offerings, battery services, or intelligent digital mobility platforms (Pavlínek, 2022).



In the case of BMW i4, market penetration and product development are the most appropriate in the short to medium-term growth strategies. Market penetration will be effective as BMW already has a good brand, distribution, and customer recognition in high-end car markets (Fogel, 2016). The product development also plays a key role, as the EV market is growing at a significant pace, and people require a continuous increase in range, charging, software, and design (Liu, 2024). Altogether, BMW needs to focus on penetration, product development, and selective market development, whereas diversification should be a longer-term strategy as it is associated with the greatest uncertainty.


[bookmark: _7fgbdownintm][bookmark: _Toc228506460]Green Strategy and CSR
The BMW i4 is highly urgent within the spheres of green strategy as well as corporate social responsibility (CSR), as the environment, customer needs, and regulatory change determine the formation of the high-end electric sedan market segment (Fogel, 2016). Green strategy is not only focused on the protection of the environment, but also on finding business opportunities in terms of sustainability-related activities. It can also create three drivers, namely, government legislation, business opportunity, and customer pressure to change (BMW Group, 2023). Each of these drivers can be directly applied to the BMW i4 since electric cars are not only becoming increasingly highly valued due to their excellent performance.

In the case of BMW, it cannot be confined to selling an electric car. It will include the wider green value chain that includes responsible sourcing of battery materials, efficient use of electrical energy in manufacturing, carbon emissions, recycling, and minimizing the waste content (Swallow, 2023). This matters because sustainability can never be handled in that way that it may be concentrated towards just a number of areas that make up the organization, like suppliers and customers, but in a broad angle to a given environmental policy. With the BMW i4, the value of high-quality design and driving experience will be created in addition to sustainable provisions, which will be believable in the manufacture and delivery of products (Capgemini, 2023). CSR also adds up to the BMW strategic goals. In such a way, green strategy and CSR are not external to business strategy, as they are pivotal in helping to guarantee customer trust, social expectations, and staying on top of the competition with the BMW i4.



[bookmark: _qba90yvqjg61][bookmark: _Toc228506461]Conclusion
This report concludes that the BMW i4 has a strong standing in the premium electric sedan market, due to its capability to bring together the brand's success, engineering ability, quality of products, and new cellular invention on that side, together with the increasing transition to electrification in the market. It was found that the external environment is not only favourable to the development of premium EVs, but also very competitive and dynamic. The resources and capabilities that BMW has, including research and development, high-level manufacturing, and excellent quality customer experiences, are its strong points that the company can leverage thanks to its internally owned nature. As per the generic strategy developed by Porter, the i4 competes mostly on the grounds of differentiation that has been enabled by performance, luxury, technology, and sustainability. However, the harsh challenge of severe competition, dependency on batteries, new inventions, and growing demands are also facing the industry. It must be strategically positioned to perform in the changing global environment.

[bookmark: _nha1qcj9qjqq][bookmark: _Toc228506462]Recommendation
BMW ought to reinforce the competitive advantage of the i4 via a focused differentiation scheme, backed by selective market maturing as well as constant product advancement. BMW needs to continue making investments in battery efficiency, software quality, convenience of charging, and digital capabilities to ensure that the i4 is a unique product in a market where competitors can soon reduce the performance gap between each other (Gouveia et al., 2024). The company should carefully penetrate the high-potential foreign markets where high-end EVs are in higher demand, and market and positioning should be oriented towards the local customer preferences. Sourcing of the battery can be conducted responsibly, recycling and less-carbon production should assist BMW in achieving more sustainability in the larger value chain. It would improve the competitiveness and sustainability of strategic resilience. They have to fit in the strategic position of BMW, to be acceptable to the stakeholders, and viable in terms of resources, systems, and organizational capacity. This would increase competitiveness and long-term strategic resiliency.


[bookmark: _jfb0bqrfq8is][bookmark: _Toc228506463]Reflection
The Gibbs Reflective Cycle model is a reflection tool that assists one in reflecting on an event or experience. It comes in 6 parts, namely, Description, Feelings, Evaluation, Analysis, Conclusion, and Plan of Action (He, 2018). The cycle has the ability to enhance the learning process via a systematic process of reflection about experience, coming to inferences, and planning to make improvements.
[image: Gibbs Reflective Cycle]
Table 8 The Gibbs Reflective Cycle (McLeod, 2025).
[bookmark: _3stm9tmr3sbn][bookmark: _Toc228506464]Description
This reflective report explains how I went about doing the research, analysis, and writing the strategic analysis of the BMW i4 in the high-end electric sedan market. First of all, I had to know the assignment requirements. I have also read the assessment brief, the template of the guideline, and the content of the lecture to find out the appropriate structure (McLeod, 2025). I gathered data on the subject, both by researching company sources, notes in class, and documents relating to the market. I then broke down the report into key parts of the report, which were: introduction, background, macro-environment analysis, micro-environment analysis, internal analysis, growth strategies, green strategy and CSR, conclusion, and finally recommendations. I used the strategic models that were PESTEL, five forces, VRIO, Value Chain, SWOT, Porter's generic strategy, and the Ansoff Matrices. I have also related the discussion to the concepts learned in lecture, which were strategic fit, implementation, sustainability, and competitive advantage.
[bookmark: _kdplewt31o28][bookmark: _Toc228506465]Feelings
I was somewhat confused with the beginning of the task, as the task had many various models, and the level of critical discussion was at a high stage. My other question was how to get the topic down. Initially, I considered writing on BMW as the entire company, then I realized that a more dedicated approach to the product level would be more appropriate, on an academic level. Once I selected the BMW i4, I became more convinced because I got to know the extent. In gathering the information, I have been interested, as well as challenged. I was intrigued since the subject is timely and topical, particularly thanks to the worldwide trend towards electric cars and sustainability. It was difficult to juggle between the company-related information and academic analysis, but I struggled with it. I was more pleased at the end of the report, as I had developed better skills in organizing ideas and the application of theory in a real business case.

[bookmark: _3q5l6yamnlri][bookmark: _Toc228506466]Evaluation
One of the positive aspects of this process was that I was in a position to narrow down the focus of the report. The choice of the BMW i4 instead of providing an overview of BMW resulted in the analysis being both more focused and oriented to business-level strategy. The other positive aspect was that the lecture materials were quite useful in developing the report (Hopkinson, 2024). They not only gave a good picture of what each one of these models is supposed to accomplish, but they also showed the connection between issues. My ability to structure the report equally in a logical manner was another strength. The other weakness about it was that it had areas that must be provided with proper judgment and not with simple facts, as some, such as industry life cycle, Porter's Five Forces, were considered to be a bit problematic.

[bookmark: _xn0asft46wu2][bookmark: _Toc228506467]Analysis
This experience helped me to identify that researching and writing a strategic report will not necessarily be about the accumulation of information. It is connected with the selection of topical information, its processing with the help of the necessary models, and the creation of a consistent argument (McLeod, 2025). To illustrate, PESTEL allowed me to examine the macro-environment, and it could not be used in itself to define competitiveness. The Five Forces created by Porter have helped me research into the rivalry and industry attractiveness, and value chain analysis provided me with an opportunity to balance the assets internal to BMW in order to maintain the BMW i4. I have also discovered that each model has a specific purpose, and combining them with each other produces a more comprehensive image.
[bookmark: _9sdxw21icjn1][bookmark: _Toc228506468]Conclusion
Overall, it was an informative assignment to learn. Enhancing my knowledge of strategic management made me utilize the theoretical knowledge from classrooms to a product in a real market. I learned that a strategic report should be an effective report that needs to be focused, well organized, and provide relevant evidence and clear services between theory and practice (Hopkinson, 2024). Critical writing also taught me that not only is it the writing of description, but it is also writing with the terms of judgment, comparison, and explanation. Although I struggled a bit trying to strike the proper balance between the detail and analysis.

[bookmark: _pdun8fx07zii][bookmark: _Toc228506469]Action Plan
To enhance my process, in the future, I would make multiple improvements. To avoid getting lost in the beginning, I would pre-establish the subject and cover. The second activity I would undertake prior to putting the pen to paper is to be able to list down, according to the intended use of each model, as well as the evidence needed in each section. I would also spend more time on data comparison and interpretation of its strategic meaning, as compared to gathering facts only. I would also read each paragraph to make sure that it is not a description-only paragraph, but an analytical paragraph. And lastly, I would further my practice of reflective writing in order that I can be more critical of my own learning and be more systematic in improving my academic work.
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