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The world is in constant change, affecting and changing our lives too. For businesses changes are not always good, but to survive this dynamic business environment, to grow and succeed they need to adapt to the changing demands of their customers.

 “To improve is to change; to be perfect is to change often” – Winston Churchill - (1874-1965)

Marketing for businesses is very important, because helps to promote the products and services, helps to create brand awareness, to attract and retain customers; in addition, can help to the growth and profitability of the business. To satisfy the requirements and desires of customers is very challenging, that is why businesses are constantly looking for new ways to stay competitive.
After selecting their future market, they divide the market into segments and selects which segments they will go after. 
The purpose of this blog is to understand and evaluate the importance of segmentation, targeting and positioning of a business in the market; for this I chose the company BMW Group.
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             (Figure 1, BMW Group-2023)
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The company BMW is known by most people worldwide. BMW, short name for Bayerishe Motoren Werke, is a German luxury automobile manufacturer, founded back in 1916. Produces cars, motorcycles, and engines, and it is known for its performance-oriented vehicles.
Strength of this company comes from its strong culture, involving passion, diversity, teamwork, performance, respect, sustainability, independence, among others. In addition, BMW has established a reputation for quality, innovation, and driving experience, that combines sportiness and luxury. 
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                                           (Figure 1, Electric cars report-2019)

[bookmark: _Hlk141019088]When a business selects the marketplace needs to decide “which customers to serve (segmentation and targeting) and determining a value proposition (differentiation and positioning)” (Kotler et al., 2020, p. 30).
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                                                 (Figure 1, Super Heuristics-2019)


In the United Kingdom BMW is the most popular car brand; one of the reasons behind, is that they have city and executive cars, accessible at different prices. In this country if somebody really wants to buy a BMW, they can; even with the possibility to buy the vehicle is affordable rates.
The United States market considers BMW a performance car company, for China is a luxury brand. In United States they prefer more the larger cars and luxury SUV-s, like X5 and X7; in China the company sells more from their entry-level cars, like X1.
In Europe the bestselling BMW car in 2021 was the BMW 3 Series. 
However, in countries like Romania, where most of the population belongs to middle class income, and unfortunately there are regions with low income, BMW cars are luxury, that the majority cannot afford to themselves. 
Norway has a well-developed electric infrastructure, and strong government support for electric vehicles adoption, so not surprisingly BMW IX car was the third bestselling in 2022.

1. BMW’s geographical market segmentation includes to understand the needs and preferences of customers in different countries and regions by considering regional trends, lifestyle preferences, driving conditions. For example, in Canada BMW promotes their all-wheel-drive vehicles, to attract customers in regions with snowy or challenging conditions; in markets like United Kingdom the company highlight the combination of performance and luxury, to attract customers who value sporty driving experiences. The company focuses on regions that have more higher social class citizens.

2. The company’s demographic segmentation strategy includes targeting specific customer groups (higher income customers), based on gender, age, income, education, and occupation.
While BMW’s cars are designed for both men and women, some models may attract more female consumers, like the MINI model, or for the safety feeling X3, or X5 models; the male customers may be more attracted to sporty cars, like the M4 model.
The average BMW customers are aged between 30-50 years; however, the company is trying to engage younger customers too, with their sporty cars, and the electric cars.
The target audience are those, who have higher level of income, and appreciate the prestige to have a luxury car, also willing to pay for the quality and performance that the company offers.
Professionals, like doctors, business owners like to own vehicles, that harmonize with their professional image, but also for the everyday comfort provided by this brand.
It is designed for people who wants comfort and luxury in one package, and who belong to the upper middle, or higher class in the society.

3. The psychographic market segmentation strategy helps the company to understand and target customers based on lifestyle and psychological factors. There are customers for who the luxury is more important, and this brand it is pure luxury and elegance, with high quality materials and unique designs. Some customers are seeking for sporty cars, and there are those individuals for whom the environment is more important, for them BMW has the option to choose from electric or hybrid cars. Those customers who are interested more in outdoor activities, and more adventurous, will more likely will be interested in one of the brand’s X Series models, like X5 model. Nevertheless, a lawyer will more likely choose an elegant car, like one of the BMW’s 7 Series models.

Market targeting is about “evaluating each market segment’s attractiveness and selecting one or more market segments to enter”. (Kotler et al., 2020, p. 199)

BMW’s targeting strategy involves:

· Wealthy professionals: a key target segment for BMW is those with higher income, the need and desire for luxury; these are the people who wants to show their status, their professional positions, like a Chief Executive Officer, or a corporate lawyer.
· Car enthusiasts: individuals, who appreciate great performance, speed and driving dynamics. BMW’s M Performance models are “Pure Thrill”.
· Eco-friendly consumers: for these people sustainability is priority, and they have the option to choose from the brand’s electric or hybrid cars. 




Positioning strategy involves creating a memorable image in the customers minds; BMW’s slogan “Sheer Driving Pleasure” promises enjoyable, memorable journeys. 
The company uses high quality materials, refined interiors, and elegant designs, that differentiates the brand from other competitors, plus giving the company exclusivity and luxury.
“BMW doesn’t just build cars. The brand’s innovations and exceptional design create emotion, enthusiasm, fascination, and thrills”. (BMW Group-2023)
Committed to innovations BMW integrates technological advancements into its vehicles.
The goal of the company is to be the most successful, most sustainable premium manufacturer.

[image: A true reflection of luxury. The new BMW 8 Series.]
                                                    (Video 1, BMW-2022)
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To apply its marketing strategy, the company use marketing tools, short name 4 Ps:

· Product 
· Price 
· Place 
· Promotion 

By using the 4 Ps model the company can get a better understanding of its target customers; moreover, can help the company to achieve his goals and plans. 

Product:

BMW is in the top 10 car brands in the world (2023), with close to 100 models under the name BMW, Mini, Rolls-Royce and BMW Motorrad.
Each model of its brand series is different and has distinctive qualities.
The brand’s cars and motorcycles were present in competitions and championships, like Formula 1 (2006-2009) or Sport Car Racing (2022).
As technology innovations continue to advance, the competition to become a leader car brand is increasing. They need to adapt to the changing needs and preferences of the customers, therefore they constantly working on producing innovative and fresh models. (BMW I5, 2023)
Everyone can find a model, that meets the own preferences, if they can afford it.
BMW give special importance to sustainability; thus, they included electric and hybrid vehicles into their product lineup.
The focus area for car companies in 2023 is on growing demand for electric vehicles and self-drive cars, coupled with AI (artificial intelligence) and IOT (internet of things).
The continuous innovations, desire for excellence, combined with strong brand image attracts customers from all over the world.


Price:

BMW belongs to the premium category in the automotive industry, comparing to his rivals, like Mercedes-Benz and Audi.
Their global revenue was around 142.6 billion euros (2022), their profit has more than doubled to 16.1 billion euros in the first half of 2022, compared the same period in 2021.
With premium technology and design, his position is in the higher price range. The pricing strategy of the company is not limited just to his vehicles, the pricing of the spares and service costs is also higher, comparing to competitor brands, like Audi.
However, to enter markets, like India, to attract customers, BMW launched lower-priced cars, like BMW 2 Series.
In addition, the company offers to all its customers loans, and other payment options, to give the possibility to buy one of his vehicles.


Place:

BMW is a worldwide known company and has manufactory unit in more than 30 sites in the world; in addition, has a global sales network in more than 140 countries, thus effectively reach its target market, and ensures that its vehicles are accessible to customers.
The company has manufacturing plants in Germany, China, Austria, among others. Moreover, has local assembly operations in locations like, India, Malaysia, Thailand.
The cars are sold directly to customers through BMW car dealers. Being a luxury premium brand, even the dealerships are situated in prime locations, in urban cities, like Sytner Group, in Sheffield, UK.
The company has also an online sales platform for the growing demand for digital car purchasing. The customers can customize their vehicles, and then purchase their desired model.


Promotion:

The success of a company depends on how they adopt promotional and advertising strategies efficiently. BMW has adopted an aggressive advertising strategy, to generate interest, create awareness in the global markets, and to boost brand image.
The promotional strategy includes television advertisements, digital marketing, social media platforms, sports events, sponsorships, among others.
BMW has been participating in many international rally races for a long time. Moreover, they have been successful at the Formula 1 races on various occasions. In addition, the company has sponsored sport events, like Real Madrid (2022).
The company’s promotional activities aims to highlight the brand’s principles of luxury, performance and innovation; in addition, to differentiate itself from other competitors, and create a connection with customers, who’s wish is to own a luxurious vehicle.


[bookmark: _Toc141177846]Conclusion 


Specialized in the manufacturing of automobiles, BMW is known for being one of the most successful companies, and one of the best ones in the luxury sector.
The slogans “Sheer Driving Pleasure” and “The Ultimate Driving Machine” suggests, that BMW cars can give enjoyment and pleasure in driving, that no other car can give.
The company’s high priority is focusing on the needs of the premium customer segment, and although they launched lower priced cars, customers have the alternative to buy their vehicles for a lower price, from the company’s competitors, like Audi.
Due to constant changes in the global economy, the changing needs and preferences of customers, the challenges from BMW’s competitors, like Audi and Mercedes-Benz, the company’s future is unclear.
However, the company is adapting to the changes, by taking in consideration the increasing number of people, who are seeking for eco-friendly vehicles, and giving them the option to select from their hybrid or electric car models.
In addition, BMW is known for incorporating advanced technology in their vehicles, aimed to enhance safety, performance, and convenience. Technology evolves rapidly, but the company is adapting to the advancements, constantly working on innovations.
To own a BMW is a dream come true; expensive, but for those who seek to differentiate themselves from others, then this is the perfect option.
To summarize, BMW’s marketing strategies contributed to its success in the market, giving the company the prestige to be in the top leading list in the luxury automotive industry.
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