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[bookmark: _Toc193569443]Introduction
MG Motors UK was originally known as Morris Garages. It has a rich historical legacy dating back to 1924 (MG Motor, 2025c). MG Motors draws inspiration from traditional British values. It is well known for manufacturing exciting, sporty and affordable cars. An enjoyable driving experience is one of the hallmarks of MG Motors. It has grown into a global brand based on a combination of British heritage and strategic advantage. Innovation and cutting-edge technology explain the strategic advantage enjoyed by MG Motors. 
[bookmark: _Toc193569444]Vision 
MG Motors stated vision is to become, “the most valued automotive company in the world.” The ambitions for global leadership, market expansion and diversification reflect this organisational vision. 
[bookmark: _Toc193569445]Mission 
The mission of MG Motors is to "win customers for life by building brands that inspire passion and loyalty." Technological innovation and service to local communities inspire this mission of the company. 
[bookmark: _Toc193569446]Values 
The core values of MG Motors include exciting customer experiences, workforce diversity and product innovation (MG Motor, 2025d). Electric vehicles, automobile connectivity and autonomous driving reflect its commitment to innovation. A significant percentage of MG Motor’s workforce comprises women. It is also strongly committed to diversity beyond culture and gender. The marketing campaigns and customer-centricity of MG Motors are focused on customer relationships. 
This report aims to critically analyse the current corporate strategy followed by MG Motors UK. 
[bookmark: _Toc193569447]Main Findings
[bookmark: _Toc193569448]The current corporate strategy of MG Motors UK
[bookmark: _Hlk193546793]A review of MG Motors' strategy indicates some key developments in the last three years. Its strategy has primarily been electrification, sustainability, customer centricity, and diversification. MG Motor is fast emerging as a leader in the electric vehicle market. In 2022, the launch of the MG4 EV was announced by MG Motors (MG Owner’s Club, 2022). It sold 12,378 vehicles in Europe in 2022 (MGEU, 2022). MG4 stood out as the second-best-selling electric vehicle in the UK in 2023 (MGUK, 2025b). MG Motors offers efficiency, practicality and affordability in its electric vehicles (MG Motor, 2025a). This explains the expansion of the company’s customer base in the last 3 years. MG Motors electric vehicles have also won multiple ‘Car of The Year’ titles. In this way, MG Motors has built a strong brand reputation for quality. It has created significant value for its customers and other stakeholders in the electric vehicle segment. A strong brand identity allows MG Motors to attract more customers. MG Motors' marketing campaigns based on brand reputation led to more test drive bookings. Various aspects of MG Motors' strategy reflect its commitment to a customer-centric approach. The MG3 Hybrid Plus Campaign promotes the concept of ‘Feel Good.’ MG Motors aims to develop an emotional connection with its customers through this campaign. It is based on a graphic illustration of customers' positive emotions during driving. The Feel Good Campaign is driven by a television advertisement showcasing MG Motors' automobile. The advertisement is shot in the iconic locations of Birmingham. This allows customers to connect with MG Motor’s historical heritage. The creative element in the feel-good campaign is driven by a blend of traditional and digital marketing (Pollard, 2024). MG Motors supports emotional resonance with efficient delivery across multiple platforms. Thus, MG Motors leverages impactful narratives through its marketing strategy.  
[bookmark: _Hlk193548696]This customer-centric approach is also based on product diversification. This is how MG Motors aims to satisfy the varying needs of its customers. Competitive pricing, new advanced features and extended ranges are part of MG Motor’s diversification strategy. The current strategy of MG Motor has positioned it as a dominant player in the UK’s automobile market. This dominance is mainly prevalent in the electric vehicle segment of the British market. MG Motors has also benefited from its historic British Legacy. It has effectively leveraged the history legacy to sell innovative products. The MG4 X power, MG3 hybrid, and the Cyberster Roadster have enhanced MG Motors' competitive advantage against Toyota, Volkswagen and Yaris. MG Motors looks to diversify into the electric sports car segment based on the Cyberster model. This model includes a York steering wheel and scissor doors (Morris, 2024). The Cyberstar targets the shortage of affordable two-seater sports cars. This is another way in which MG Motors can enhance its sustainable competitive advantage. This is because most electric vehicles are highly priced. MG Motors has also diversified into the production of dual-motor electric vehicles. MG Motor has established a technical centre in Europe. This showcases MG Motor’s intent to expand its business in the European automobile market. 
[bookmark: _Toc193569449]Strengths 
The adoption of electric vehicles has been supported by advanced battery technology and government policies (Muratori et al., 2021). It is projected that 30% of the global passenger vehicle fleet will consist of EVs by 2032 (Rietmann, Hügler and Lieven, 2020). The significant decline in the prices of lithium-ion batteries has enhanced the affordability of EVs. The growth of power electronics and electric motors enhances their performance. Today, vehicle-to-grid technology can be applied for smart grid integration (Van Der Kam and Van Sark, 2015; López et al., 2015; Lam, Leung and Li, 2015). This increases the value of electric vehicles from the perspective of sustainability. A cleaner electricity grid can enhance the environmental benefits of electric vehicles. The operational costs of EVs are also lower due to higher energy efficiency and reduced maintenance. Expansion based on EVs can be aligned with micro-mobility and ride-sharing trends. In this context, the prospects associated with the concept of a smart city may also be noted. The development of smart cities will further encourage the adoption of EVs (Sanguesa et al., 2021). Electrification of the automobile industry supports the transition to sustainable transportation (Sun et al., 2019). Electric vehicles do not depend on fossil fuels. Zero carbon emission is another key advantage of the electrification strategy. A sustainable brand image influences perceptions of quality and purchase intentions of customers (Mombeuil and Diunugala, 2023). These factors along with consumer confidence enhance the sustainable competitive advantage of a brand. The perception of corporate brand image directly affects brand loyalty. Environmental benefits, consumer engagement and product quality enhance brand loyalty. For instance, the emphasis on environmental responsibility has helped Toyota enhance brand loyalty (Loureiro, Sarmento and Le Bellego, 2017). Environmental awareness has a positive correlation with the adoption of electric vehicles. The purchase intentions of customers are influenced by their environmental awareness. Customers with greater environmental awareness positively evaluate electric vehicles. Users of conventional vehicles shift to electric vehicles due to their environmental awareness (Okada, Tamaki and Managi, 2019). Environmental consciousness including climate change awareness influences EV adoption (Karma, 2024). Green marketing presents electric vehicles as a sustainable solution to ecological challenges. They are expected to mitigate the damage caused by traditional vehicles Government policies supporting renewable energy and sustainable transportation facilitate the growth of EVs (Tu and Yang, 2019). The growth of the transportation sector has led to considerable environmental degradation. This is mainly related to carbon emissions and depletion of oil reserves. These concerns drive the transition towards sustainable transportation. Business students are especially inclined towards EVs due to their sustainability knowledge (Mohiuddin et al., 2018). Increasing sustainability awareness can thus be considered a strength for the strategy of electrification. 
The diversification strategy of MG Motors is supported by a customer-centric approach. The customer-centric approach of the company also reflects the strength of its corporate strategy. A company can derive strategic advantage from a customer-centric approach (Fader, 2020). It can address the unsatisfied needs of customers through a customer-centric approach (Lee et al., 2015). This explains why customer-centricity has a significant positive impact on customer satisfaction. Customer centricity is more effective in driving strategic advantage than product centricity. It is especially beneficial for companies following the strategy of diversification. Customer-centric product diversification considerably enhances sustainable competitive advantage. Customer-centric diversification focuses on demand-side investments rather than supply-side costs. MG Motor’s customer-centric approach positions it well to benefit from customer relationships. The customer-centric approach also creates value by enhancing consumer experiences. It helps a company expand its existing customer base. MG Motors can leverage its customer base to expand into new markets. It can thus continue product diversification and market expansion based on customer-centricity. 
Product diversification is a significant source of strength for the company. It has a positive impact on return on assets, return on equity and return on investment (Oladimeji and Udosen, 2019). Product diversification helps companies survive market challenges. It favourably influences profitability, economies of scale and resource efficiency. Apart from profitability, product diversification also enhances financial stability. It increases the economic efficiency of a company (Chorshanbiev and Obaydullaeva, 2023). All these factors enhance sustainable competitive advantage for a company. 
The establishment of a technical centre reflects MG Motor’s commitment to expansion in the European market. The company aims to leverage technical expertise and operational presence in Europe. The European automobile market offers several advantages for electric vehicles. European customers have a favourable perception of the usefulness and convenience of electric vehicles. Their environmental awareness and openness to innovation are also high. Some countries, such as France and Norway are highly dependent on low-carbon electricity. These countries are in the best position to benefit from the adoption of electric vehicles. The United Kingdom and Germany have already taken initiatives to improve their energy grids (Casals et al., 2016). MG Motors is in a good position to offer sustainable mobility solutions by selling electric vehicles in Europe (Müller, 2019). 
[bookmark: _Toc193569450]Weaknesses
The current strategy of MG Motors faces several challenges. High European Union tariffs challenge its expansion in the European market (Winton, 2024). The decision of the European Union to relax emission regulations would affect the sales of EVs in Europe. Furthermore, the European market is also characterised by fierce competition. The medium and heavy-duty electric vehicles face significant operational challenges. Inadequate charging infrastructure and high initial costs pose barriers to the adoption of electric vehicles. While the charging time of EVs is low, their lifespan is short. Furthermore, innovation in battery technology may involve trade-offs in safety and performance (Deng et al., 2020). Thermal runaway in electric batteries poses significant safety risks. Electric batteries require advanced manufacturing facilities and sustainable raw materials (Rietmann, Hügler and Lieven, 2020). These requirements also represent challenges to electrification. Lower market penetration is another challenge before electric vehicles, despite their advantages. Many customers lack correct perceptions about the costs and convenience of EVs (Tu and Yang, 2019). 
[bookmark: _Toc193569451]Alignment of corporate strategy with vision, mission, and values
MG Motor’s focus on electric vehicles strongly aligns with the value of innovation. The company has successfully built a strong brand image inspiring passion and loyalty. Innovative models of electric vehicles have driven the success of MG Motors. The convenience and affordability of these models help MG Motors create value for customers and other stakeholders. The strategy of electrification is in harmony with the concept of sustainability. The diversification into dual motor electric vehicles further showcases this commitment. The marketing campaigns directed at consumer experience reflect its commitment to customer-centricity. This has helped MG Motors develop emotional connections with customers. Digital marketing further enhances customer experiences for MG Motors. It has emerged as a dominant player in the electric vehicles segment of the British automobile market. Affordable prices have helped MG Motors expand its customer base. 
[bookmark: _Toc193569452]Recommendations
MG Motors must collaborate with industry partners and stakeholders in developing advanced battery technology. Such collaboration must be in the direction of improving the battery’s life span and safety. MG Motors must also support infrastructure development, especially in high-potential markets. An increase in the accessibility of charging stations will improve its prospects in such markets. MG Motors should also partner with the providers of renewable energy. It must also support the initiatives directed at building cleaner electricity grids. This will enhance the benefits of electric vehicles manufactured by MG Motors. It must integrate green marketing with the customer-centric approach. Such a marketing strategy must be directed at enhancing sustainability awareness among customers. It will also mitigate the misconception concerning the convenience and use of electric vehicles. It is important to enhance consumer awareness of the cost-effectiveness and ecological advantages of EVs. MG Motors must market electric vehicles in countries which plan smart cities. These recommendations are based on the strategic evaluation of MG Motors UK. By applying these strategies, MG Motors must continue to realise its vision and mission. 
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