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Slide 1  Title (BMW Strategy, Organisation and Sustainable Leadership)
Hello today I will be presenting BMW strategy, organisation and leadership
Slide 2  Introduction to BMW
Being founded in 1916, BMW stands tall among top makers of luxury vehicles. Based in Munich, it reaches customers across more than 140 nations through names like BMW,MINI, and Rolls Royce [BMW group 2023].Because of sharp engineering skills, innovative ideas shape every model that rolls out. Quality remains central, so buyers keep choosing these cars even amid stiff competition. While others shift direction, this brand sticks close to what works premium appeal built to last.
Slide 3  Strategic Approach
Looking ahead shapes how BMW Group plans its path, focusing on lasting strength instead of quick wins (BMWGroup, 2023). Innovation stands at the core, alongside high standards and meaningful offerings for buyers, supported by deep investment in tech and exploration (Porter, 1985).Profit matters, yet not without responsibility; ecological and societal factors guide key choices (Schaltegger et al., 2016).Leadership sets the overall course from the centre, ensuring unity in purpose, whereas local units adjust their actions based on regional demands and laws (BMW Group, 2023).
Slide 4  Strategic Decision Making
Built on evidence and inquiry, BMW Group shapes decisions through insights drawn from market patterns and tech exploration (BMW Group, 2023).Rather than follow impulses, it channels resources into R&D, fuelling invention while staying ahead in the high-end car market (Porter, 1985). Electrified powertrains take center stage, alongside smart vehicle systems and self-driving capabilities, tracking shifts defining tomorrow's transport landscape (BMWGroup, 2023). When facing unknowns, like new laws or sudden changes in how people move and buy, the brand sketches multiple futures to stay resilient(World Economic Forum, 2023).  
Slide 5  Competitive Strategy
What sets BMW apart is its focus on standing out through high-end positioning instead of competing by lowering prices (Porter, 1985).Because the brand stays true to a clear image, it earns trust linked closely to advanced engineering and dynamic driving feel (BMWGroup, 2023). Rather than guessing what buyers want, decisions come from real user data shaping cars and interactions for discerning customers (Kotler & Keller, 2016). Working alongside tech innovators and major players indifferent sectors enables faster progress when new trends emerge (BMW Group, 2023).
Slide 6  Organisation and Management Structure
Operating under separate divisions tied to brands and main business areas, BMW Group ensures focused leadership throughout its network (BMW Group, 2023). While, production, and distribution each have distinct roles, collaboration among them aids smooth execution. Headquartered direction sets worldwide priorities, yet regional units adjust activities where needed due to local laws or demand shifts (BMW Group, 2023). Because central oversight works alongside decentralized adaptation, performance stays consistent without sacrificing agility. In an auto sector marked by rapid change, balancing standardisation with responsiveness proves critical(Mintzberg, 2009).
Slide 7  Operations and People Management
People matter most at BMW Group, where buildings kills is seen as vital for staying ahead (BMW Group,2023). Training begins early, with apprenticeships shaping hands-on ability, while leadership paths open up for those ready to grow. Instead of rigid methods, the way things are made relies on adaptable processes that trim waste yet keep pace with what customers want (Womack & Jones, 2003). Factories around the world run with smart machines and digital support, which helps deliver exact results every time. Quality does not slip, thanks to systems that catch errors before they spread - keeping output sharp and reliable (BMWGroup, 2023).
Slide 8  Sustainable Leadership
From the outset, sustainability shapes how BMW Group plans its future, woven into core strategies instead of standing apart as an isolated effort, this means ecological and societal factors guide major choices over time (BMW Group, 2023). Rather than chasing profit alone, the firm balances planet, people, and performance, building lasting worth for those it serves (Elkington, 1997). Because leaders act with integrity and openness, confidence grows inside teams and throughout departments (BMW Group, 2023). Looking ahead, clean transportation remains central, with targets set to match worldwide climate ambitions and upcoming legal standards (United Nations,2015).
Slide 9  Social and Environmental Sustainability
Beyond engines and assembly lines, electric models now take up more space in BMW's factories, signalling a shift toward cleaner transport options (BMW Group, 2023).While crafting cars, reused fabrics and eco-conscious inputs find their way into seats and panels, cutting down on raw material demand (BMW Group, 2023). Because sourcing matters just as much as building, partners across the network must follow clear rules tied to fairness, emissions, and worker dignity (United Nations Global Compact, 2023). Though technology drives change, people remain central; varied teams, supportive environments, and mental health resources reflect an inner promise that growth should include everyone (BMW Group, 2023).  
Slide 10  Conclusion
In conclusion to this, BMW Group shows how consistent innovation alongside careful planning builds lasting strength in an ever changing car market (BMW Group, 2023). Because it operates with a clear internal framework, coordination across countries works smoothly without losing local adaptability (Mintzberg, 2009). When environmental and ethical concerns shape key choices, resilience over time improves this is where BMW stands out (Schaltegger et al.,2016). Rather than treating high performance and eco-awareness as opposites, the company blends them, reflecting deeper shifts in how firms manage growth today (Porter,1985).
