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Introduction
BMW is a well-known Brand, and its main product is the making of luxury motor vehicles (BMW, 2022). It is a world-famous brand, but it was never easy for them to come to this position. They have always faced many challenges related to external and internal factors (Zhongming et al., 2021). To evaluate the external and internal challenges there will be a SWOT and PESTLE analysis in this report. Besides that, there are always some threats in the market which can affect the business and to evaluate these threats Porter's five forces model will be used. And finally, their core value regarding value chain and competitive advantages will be discussed in this report.
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Critical evaluation
[bookmark: _Toc113397021]SWOT Analysis of BMW
A SWOT analysis evaluates four internal factors that a business must consider before starting a business. such as strength, weakness, opportunity and threats (Labov, 2013).
Strength: The main strength of BMW is its brand value (Dobrin, 2021). People all over the world know about BMW or their products. They have three major brands such as BMW, MINI and Rolls-Royce. BMW has a very strong R&D Department. This is why they are more technologically advanced than most of their competitors. They can offer better products than their competitors, they sell their products worldwide (Siebert, 2018). Most importantly they have a very stable and highly effective strategy to run their business. With the combination of technology and R&D, they offer their customers the best product available in the market (Zhongming et al., 2021). And all these together is BMW's main strength.
Weakness: The main weakness of BMW is their portfolio system to minimize risk and maximize profit through different popular brands for different classes of people all over the world (Liu and Liu, 2021). They mostly focus on premium customers but the number of regular customers is huge in number. And they completely ignore this huge market. And their rivals like Toyota and Volkswagen take advantage of it. Besides, they have followed different lawsuits which impact their brand value and also hamper the belief of their loyal customers (Dobrin, 2021). Despite requesting subsidies from the German govt they gave dividends. This also can make loyal customers confused.
Opportunities: Due to various reasons the price of fuel is increasing and the demand for larger vehicles like trucks is decreasing and smaller vehicles like cars are increasing (Dobrin, 2021). The competitors of BMW mostly focus on the making of larger vehicles but BMW focuses mostly on smaller vehicles. It is a great opportunity for BMW to capture the market. In the future, the demand for self-driving cars is most likely to increase. If BMW can capture that market, it will be a huge opportunity for them (Zhongming et al., 2021). People are becoming more environmentally aware day by day. They are liking eco-friendly cars. So, it also can be an opportunity for BMW. 
Threats: Most of the world economies are on the verge of recession nowadays (Siebert, 2018). This can affect not only BMW but the whole motor vehicle industry. The cost of manufacturing products and the cost of raw materials are increasing day by day. But the income level of the consumers is not increasing at that rate. As a result, the sales may drop as well as the profit. The continuously growing number of competitors is another threat for BMW. 
[bookmark: _Toc113397022]PESTLE analysis of BMW
PESTLE analysis helps to understand the external factors that can affect a business or a company. PESTLE stands for Political, Economic, Social, Technological, Legal and Ecological (Pappe and Galukhina, 2015). 
Political: Due to policies implemented by different political groups in different countries BMW sometimes feels pressure and is sometimes challenged to run its business in some countries (Pappe and Galukhina, 2015). Some factors affect them currently. Such as, the Russia-Ukraine war has a direct impact on Germany which is the mother country of BMW. So, the production cost of BMW cars will increase. This also means that the purchasing power of the consumer will decrease. 
Economic: The economy in a region can affect the business of a company as a whole (Shtal et al., 2018). Here economy means mostly the macroeconomic factors. These factors prevent a company to increase the sale rate hence the profit reduces (Dobrin, 2021). The economy in Germany as well as in Europe is facing a huge challenge nowadays. This can increase the tariff and cost of production which will result in less profit for BMW (Akimova, 2020). If a country imposes less export tariff BMW can produce their products in that country and can sell in the country where the import tariff is minimum. These economic differences can affect both positively and negatively. 
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Social: Different countries have different social structures and social preferences. Some countries mostly focus on public transport and less focus on private expensive vehicles (Tsoukis and Tournemaine, 2020). BMW must know in what country how will they sell their products. And to make this effective they must understand the local cultures of every country. Social media plays a vital role in the marketing of their products. But the CAR DATA service is something different from other competitors. On this platform, they receive the customer’s data and analyse those data to give the best possible solution to the customers (Zhongming et al., 2021).
Technological: BMW is competing in a highly competitive market. A single factor can hamper popularity both positively and negatively. Most of the competitors of BMW expense a lot of money on research and development (Zhongming et al., 2021). It helps to give the best product to the market. And if the customers get the best product that means they will be satisfied with the service of BMW. Moreover, BMW must innovate with newer technology to cope with the pace of the market (Shtal et al., 2018). For example, the demand for self-driven cars is increasing day by day. Safety and environmental issues are now a huge concern for consumers. So, BMW must build vehicles that are both safe and environmentally friendly. 
Legal: Different countries in the world have different rules and regulations regarding motor vehicles and the safety of their people (Manley and Shrode, 2017). A patent is an important legal factor that companies sometimes have to deal with. For example, Bluetooth and Wi-Fi technology is very critical for legal issues. There is sometimes mechanical error that brings a lot of problems for the customers followed by legal issues. This external factor hampers the reputation of the company directly and very hard and costly to overcome this kind of issue for BMW (Pappe and Galukhina, 2015). 
Environmental: People are becoming more environmentally aware nowadays. They want vehicles that pollute the environment at the minimum level. BMW is focusing to reduce carbon emissions to a minimum level (Akimova, 2020). This is why BMW is focusing to produce more and more Hybrid cars. These cars run on different kinds of fuels. They are also focusing on launching sustainable electric vehicles. 
[bookmark: _Toc113397023]Analysis of Porter’s five forces on BMW  
Porter’s five forces help to understand the position in the market based on the competitive landscape. Five forces are the Threat of new entrants and substitute products. Bargaining power of the buyer and suppliers and Rivalry among the companies (Bischoff, 2017).
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The threat of new entrants: BMW is known as a premium automobile manufacturer (BMW, 2022). And the exit and entry barrier in the automobile industry is very high. So, the threat of new entrants is not a huge threat for BMW. But if giant companies like Google who are already working on autonomous cars come into the market it may cause some problems for BMW (Pappe and Galukhina, 2015). 
The threat of substitute products: BMW mainly focuses on luxury car production. It is both costly and not very environmentally friendly (Akimova, 2020). People are being environmentally aware so, they are focusing on using public transports like busses, trains etc. more. It may hamper the sales rate. But BMW has a huge brand of loyal customers. And they will continue to get the service from BMW. So, the threat of substitute goods is a moderate risk for BMW. 
Bargaining power of the buyers: Most BMW cars are more expensive than most of their competitors. People nowadays are more informative, and competitors are always keen to get customers in any way possible (Liu and Liu, 2021). If BMW fails to give the premium experience at the premium price, they are taking, it can be a serious problem for them. Because the brand shifting cost for the buyers is minimum. BMW must give the best experience and the best after-sales service to their customers to overcome this huge threat (Zhongming et al., 2021). 
Bargaining power of the suppliers: As BMW makes luxury products the raw materials they use needs to be up to the mark. This is why they choose from where they want their raw materials and who can provide them with their necessary products (Labov, 2013). This is why the bargaining power of the suppliers is a minimum threat for BMW. 
Rivalry among existing firms: This is the most important factor that is a serious threat to BMW. Every competitor that BMW has now in the market has a huge market capitalization and a huge number of people who are loyal to the brands. Every company is expanding a lot of money on research and development (Manley and Shrode, 2017). Every company is trying to offer newer and more customer-friendly products. For example, Tesla is working on electric and self-driving vehicles. If BMW fails to understand what its target customers want. They may lose a lot of customers to their rivals in a very short period. 
[bookmark: _Toc113397024]BMW’s Value chain model
Value chain means all the steps that add value to the final product of BMW. In the value chain model of BMW, the first stage is inbound logistics. In this stage, BMW minimizes their transportation cost and collects raw materials of the highest quality. And most of their raw materials come from Germany (BMW, 2022). After completing these logistics, the operation stage takes place. This is the most important stage. BMW has different operations such as Automotive, Motorcycles and other entities. And the majority of the profit comes from automotive and motorcycles. They have a complex manufacturing network. They produce their products where they found them cost-friendly (Zhongming et al., 2021). The testing of newer products is also done in the operation stage. 
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After the operation the outbound logistics take place. In this stage, the product is distributed through different product lines. There are two more sub-brands of BMW and that’s MINI and Rolls-Royce. BMW have almost 5000 dealers all over the world in almost 1000 locations (BMW Financial, 2022). And most of 65% of the products are distributed by rail. Once the product is sent through this product line through the dealers the marketing and sales process begins. BMW follows both online and offline mediums for advertisement purposes (Liu and Liu, 2021). They often use movies and shows to promote their products. After selling their products they always try to give the best after-sale service to their customers. And all these factors and stages all together add value to BMW. 
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BMW is ahead of most of its competitors and there are a few reasons behind that. Such as the cost structure of BMW being better than competitors. BMW produces products where the cost is minimum and the sales products where the return is maximum. Their brand name also plays a vital role as people always take them as a luxury (BMW, 2022). Moreover, their products are safe, stylish and very efficient than most of the other brands. They also have a very effective distribution channel. And it makes their work a lot easier. After-sales service is another factor that can be mentioned behind the success of BMW for a very long time (Zhongming et al., 2021). These are the reasons why BMW is better than its competitors. 
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Conclusion
From the analysis done above, it can be concluded that BMW has a very strong market capital. But they must keep the customer’s satisfaction in mind. If their customers are not happy with them, they might shift to other brands. They have a better cost structure and distribution channel which is an advantage for them. They must innovate products that are safer and environmentally friendly. Because people are now more aware of these factors. They must use newer technology according to the taste and preferences of the customers. Such as self-driving and electric vehicles. 
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