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[bookmark: _42m1ryi46d8z][bookmark: _Toc217407070]1. Introduction
In a world that is becoming more and more interconnected in terms of the global marketplace, multinational brands will have to adjust their approach to various cultural, economic and regulatory contexts to stay on top of the competition. Global marketing strategy allows companies to reconcile global standardisation and local responsiveness so that they can enjoy the benefits of economies of scale and meet specific market demands (Kotabe and Helsen, 2022). 
The business practices of BMW in the United Kingdom and Nigeria offer a contrasting environment where the significance of contextualised marketing strategies is brought out. The UK is a complex automotive market with high usage of technologies, good policies of sustainability and high demands of consumers on premium mobility solutions (Statista, 2023). Nigeria represents a dynamic market where economic uncertainty, infrastructure constraints and status consciousness amongst the population influence the demand for luxury cars. This report is a comparative analysis of the marketing of BMW in the UK and Nigeria. It includes a brief description of the operations of the brand, PESTLE analysis, STP analysis and comparison of the marketing mix between the two markets. The effectiveness of the strategies implemented by BMW, ethical issues, and recommendations are also evaluated, and the report gives recommendations of the findings.
[bookmark: _lbqwss4d0ze7][bookmark: _Toc217407071]2. Background of BMW and Its Operations in the UK and Nigeria
The BMW Group is an internationally-established, high-end automobile and motorcycle maker, with an extensive product range ranging from traditional internal-combustion luxury sedans and SUVs to performance (M-series), compact models (through the sub-brand MINI), and recent electric and hybrid models (e.g. BMW i-series) (BMW Group, 2025a). The Group boasts a global network of production and sells its products in over 140 countries across the world. The size and diversification of BMW enable it to accommodate mature markets and the emerging markets and tailor its strategies to suit the requirements of the local market, regulatory environment, and consumer tastes (BMW, 2025). 
BMW has a very strong presence in the UK. The UK is distinguished to have the representation of all three brands of the BMW Group in the world, i.e. BMW, MINI and Rolls-Royce, through a manufacturing facility. The firm has since the 2000s invested heavily in its activities in the UK, such as engine manufacturing in Hams Hall, body-pans in Swindon and MINI manufacturing in Oxford as part of a broader UK manufacturing strategy. BMW UK has a strong retail system: approximately 147 retailers and a significant number of workers employed directly in the UK (BMW, 2025). 
On the contrary, in Nigeria BMW drives through an importation-based market strategy. Coscharis Motors is the official distributor of BMW in Nigeria, which is the dealer and distributor of the cars in Nigeria. By mid-2025, Nigeria is expected to have approximately 21 BMW dealerships that cover major cities in Lagos, Abuja, Port Harcourt, Kano, Uyo and more. These dealerships allow BMW to cater to the local market by serving the masses of high-paying and status-oriented consumers who appreciate luxury vehicles as a symbol of status (Autodoc, 2025). 
These variations indicate significant differences in the level of market maturity and customers. The UK market is mature and stable with advanced integration of the supply chain, local manufacturing and stable market demand, allowing BMW to provide a wide range of products such as compact cars (MINI), electric/hybrid products and high-end luxury cars. Conversely, Nigeria is an emerging luxury market: the market is mainly stimulated by wealthy consumers who attach importance to imported luxury vehicles as a symbol of status and the infrastructures, regulatory context, and market size are dissimilar to the UK (Poidata, 2025).
[bookmark: _ws6ixne9jlqh][bookmark: _Toc217407072]3. Macro Environment Analysis (PESTLE + Hofstede)
PEST analysis is a strategic theory that assesses the external macro environmental forces that are Political, Economic, Social, Technological, Legal and Environmental factors and their impact on the operations of an organisation and decision making. The tool will be used to help firms identify the opportunities and threats of the external environment to assist in strategic planning and marketing strategies (Yusop, 2018).
[image: ]
Figure 1: PESTLE
(Source: Yusop, 2018)
[bookmark: _ipz4j4m1wvrl][bookmark: _Toc217407073]3.1 PESTLE Analysis – United Kingdom
Political
Favourable: Today, the UK automotive industry is defined by the powerful government policies in minimising carbon emissions and advancing the idea of zero-emission vehicles (ZEVs). An example is the government has proposed a ZEV mandate whereby an increasing proportion of new car sales must be zero-emission, and by 2030, the government should stop the sale of new pure petrol and diesel cars altogether (Parliament, 2025). This regulatory challenge is forcing auto-brands such as BMW to move at a faster pace in electrifying their product line, investing in EV and hybrid technology, and matching their marketing and production strategies to this change. Unfavourable: Political movements and incentive policy changes pose uncertainty on long-term profitability and compliance costs to manufacturers.  
Economic
Favourable: The UK is still a high-income economy with a large segment of its population having the ability to purchase high-end automobiles. This enhances the demand for luxury and high-quality cars such as BMW. Moreover, financing and leasing of cars are established in the UK (leasing/rental market embodied by the British Vehicle Rental and Leasing Association, BVRLA), which provides the opportunity to finance the purchase of high-end cars instead of buying them (Innovationnewsnetwork, 2024). Unfavourable: However, demand for cars with high prices can be squashed by economic headwinds, including inflation, higher interest rates and cost-of-living pressure. Moreover, with the increasing cost of compliance with EV requirements, manufacturers can increase costs to consumers, influencing price sensitivity. Financial incentives that have been used to boost the adoption of EVs have been eroded, and to some extent, discount pressures may be lowered.
Social
Favourable: British consumers are becoming more conscious of sustainability and ecological concerns. Socially, preference is being moved to cleaner mobility, less emitting and green credentials, and this is influencing the demand towards electric and hybrid cars, over traditional combustion automobiles. The UK has lifestyle trends such as increased urbanisation, environmental consciousness, and the use of technology, which implies that many customers seek classy and modernised cars with both high-level safety, connectivity, and eco-friendly functions: a niche in which the premium and EV/hybrid cars offered by BMW can be highly attractive (PwC, 2024). Unfavourable: No significant negative social forces exist, and the greater sustainability demands may provoke the rise of the pressure of more thorough scrutiny of the environmental assertions of the premium brands by consumers.
Technological
Favourable: The UK is rapidly developing EV adoption, charging infrastructure, and production of green vehicles. Recent industry statistics show that the sale and registration of EVs have increased dramatically, with the industry reacting to ZEV requirements and increased consumer demand. The UK is still among the leading places to produce zero-emission cars, and intensive investment in EV technologies, battery development, and EV-friendly infrastructure. This technological preparedness assists BMW in its plan to roll out additional of its electric and hybrid vehicles, which is in line with both the regulation and consumer demand (PwC, 2025). Unfavourable: The growth of technologies by blistering leads to the intensification of competition and requires constant giant investment in innovation, research and development.
Legal
Favourable: The regulatory environment imposes high standards of emission, safety and environmental regulations. The ZEV requirement, emissions trading, and prospective restrictions on the sale of new petrol/diesel cars are indicators of a new legal outlook on car manufacturers. The manufacturers should guarantee the safety and environmental standards of vehicles, and this will raise the compliance costs but will also spur innovation and the EV transition (Parliament, 2025). It puts pressure on BMW as well as an opportunity to be at the forefront of compliance with premium EV offerings. Unfavourable: Law enforcement is costly and likely to impose fines on the manufacturers if they do not abide by the law.
Environmental
Favourable: In the UK, environmental issues and climate-change objectives give vehicles a good push towards decreased emissions. The zero-emission cars drive, the infrastructure development to support the chargers, and the needs of people in cleaner transportation are what make the UK more attractive to the EV manufacturers. In this regard, the electrified products of BMW fit the environmental trends. Unfavourable: Environmental requirements are dangerous too: there is a threat of fines, the costs of production will rise, and it might be necessary to redesign product positions, in particular, with high-end brands (Business, 2024).
[bookmark: _xl93fouszky6][bookmark: _Toc217407074]3.2 PESTLE Analysis – Nigeria
Political
Unfavourable: The political and regulatory environment in Nigeria has a strong impact on the automotive industry in the country. The business is volatile to brands such as BMW because of the import policy, constant changes in tariffs, and high duties on imported vehicles. In addition, the uncertainty is compounded by the poor infrastructure and lack of strictness in imposing the vehicle-import regulation, as most roads are in bad condition, which creates doubts about the wear and maintenance of luxury imports. An important decision made by the political parties on the import duties and levies directly affects the price of imported luxury cars and their demand (Onyenucheya, 2023). Favourable: The political climate is not conducive to a lot besides the fact that the licensed distributors can import luxury vehicles.
Economic
Unfavourable: Nigeria has serious challenges with economic factors. The cost of owning and importing a car has greatly increased due to inflation and depreciation of currency. A 2025 report shows that the value of imports of passenger vehicles in Nigeria fell drastically because of the heavy inflation and the depreciated currency that made it unaffordable to buy a foreign car, and demand dropped (Ajetu, 2025). Favourable: The presence of high importation duties (such as customs duty and levies, VAT and other taxes) also increases the final selling price, so luxury cars can now be obtained only by a small, rich elite. Most consumers find it unaffordable to own a car, limiting the market of high-end brands such as BMW.
Social
Favourable: The possession of a luxury car in Nigeria is most likely to have a lot of symbolic or status meaning. To luxurious consumers, luxury cars are a source of status, prestige, and success, and this facilitates the sale of luxury imported brands. Regardless of the high prices, society is ready to spend a high price on imported luxury cars as a status symbol. Unfavourable: Due to the limited buying power in general, it has a limited demand to a small elite group. Perceptions and marketing of Western luxury brands such as BMW in Nigeria are influenced by the social need to gain prestige and the social desire to follow the Western culture of buying imported automobiles. The low mass market and the status-driven demand trend an entirely different cases compared to the mature markets (Ajao et al., 2024).
Technological
Unfavourable: Nigeria has technological and infrastructure constraints. Electric vehicles (EVs) adoption is extremely low: one of the recent studies demonstrates that the lack of infrastructure, insufficient charging/facilitating conditions, and affordability of EVs are the barriers to EV adoption in Nigeria. In the case of such a brand as BMW, which tends to promote EV and hybrid models in the world market, the lack of local EV infrastructure (charging points, ability to provide maintenance, availability of parts) makes the widespread introduction of such variants less feasible (Lagosbusinessnews, 2025). Favourable: A large portion of BMW in Nigeria has presumably been limited to regular combustion-powered vehicles or luxury imports, but not to high-tech EVs.
Legal
Unfavourable: Nigeria has stringent legal barriers to imports of cars due to the policies that govern imports and taxation. The landed cost of vehicles in the exporting states is much lower than in the UAE because of importation duties and various charges (customs duty, national levies, VAT, surcharges). Total duties and taxes on used and new imported cars are high, which may scare away many prospective customers and make it difficult to afford even a number of middle-income earners (Umude-Igbru, 2017). The uncertain levies and the frequent amendments in regulations can give the dealers and importers greater risks, and this could limit the smooth progress of the market for luxury car brands. Favourable: There are also controlled import systems that ensure that there are legal dealers in the market.
Environmental
Unfavourable: Nigeria has environmental and infrastructural issues: most of the roads are in poor condition; the traffic jams, holes, and overall insufficiency of the urban infrastructure make vehicles to wear off the roads, in particular imported luxury vehicles with high maintenance demands. Since the market is dominated by used/imported cars, there is a problem of emissions, pollution and environmental compliance, but the regulations are not very effective in enforcing the rules about emissions and environmental conditions (as compared to developed markets). This makes the producers of imported brands less motivated to market newer and cleaner cars (EV or low-emission) in Nigeria. Favourable: There is lax enforcement implies that the luxury vehicle importers will not be pressured as much in the short-term.
[bookmark: _1jdzb8mgckcn][bookmark: _Toc217407075]3.3 Comparison of PESTLE (UK vs Nigeria)
[Appendix 1]
Similarities: Two countries that can impact BMW in terms of political control, economic factors and perception of luxury cars are the United Kingdom and Nigeria. BMW is a luxury brand in the two markets and is susceptible to the government policies that affect importation, prices and compliance costs. Both nations have a level of consumer awareness of BMW and the quality and prestige brand in question and the political decisions have a direct impact on the accessibility of the market and high-end cars.
Differences: The UK market has a high-income, stable and regulation-based market with well-developed EV infrastructure, sustainability-minded consumers and definite zero emission policies. Nigeria, on the contrary, is economically unstable, possesses weak currencies, high import taxes, poor infrastructure, and scanty EV preparation, and BMW is offered only to a small elite market. Sustainability, innovation and personal choice are the factors that affect the demand in the UK, whilst in Nigeria, the demand is predominantly affected by status and prestige.
[bookmark: _ktxxma5sply][bookmark: _Toc217407076]3.4 Hofstede Cultural Dimensions
Based on the model Hofstede Cultural Dimensions, the United Kingdom has high scores on Individualism (~89) and low scores on Nigeria (~30), which implies that Nigeria is a collectivist culture. In Nigeria (Power-Distance=80), it is higher than in the UK (=35); that is, Nigerians can more easily tolerate hierarchy (McKinsey, 2025). 
Implications for BMW’s marketing/communication/branding:
In Nigeria (collectivist, high power-distance), marketing may be focused on status, prestige, family/social recognition; owning a BMW is a sign of success, respect, and high social status. Purchase decisions might be affected more by personal relationships, referrals, trust and social networks. In the UK (individualistic, lower power-distance), marketing is less concerned with hierarchy, group success, novelty, sustainability, selfish gains (luxury, performance, eco-friendliness). Personal liberty, the freedom to express oneself and technology may be a more effective message (Sagar, 2025).
Favourable and Unfavourable
Favourable: The UK has high individualism, which has helped position the BMW, which has centred on the elements of personal achievement, innovation, performance and sustainability. The status symbolism and consumption based on prestige as a luxury branding is favoured in Nigeria due to high power distance and collectivism (Insights, 2021).
Unfavourable: In the UK and Nigeria, where such an appeal on status-only but erosion of hierarchy and collectivism, respectively, is more appropriate, would drop the market size smaller and impede the mass appeal, respectively (Hofstede, 2010).
Advantages of Using Hofstede Model:
Offers a systematic, comparative cultural operating system of international marketing strategy, assisting in positioning, messaging, and segmentation based on cultural setting. Proposals provide measurable cultural dimensions to make cross-country comparison.
Disadvantages / Limitations:
The culture is dynamic and non-homogeneous on the national level - national-level averages by Hofstede might hide subcultures, generational diversity, and socioeconomic diversity. The model is slightly outdated, formulated many decades ago, it might not reflect cultural shifts and the impact of globalisation as well as the modern-day urban consumer groups. Excess dependence can result in the emergence of stereotypes or simplified tactics; it can negatively overlook individual diversity, micro-cultures and changing values (particularly with urban, younger or globalised customers) (Jan, et al., 2024).
[bookmark: _14l32jbffkbb][bookmark: _Toc217407077]4. STP Analysis (Segmentation, Targeting, Positioning)
[bookmark: _h3vb8sizf8ee][bookmark: _Toc217407078]4.1 Segmentation
Both in the UK and Nigeria, BMW provides segmentation based on potential customers, mainly on the demographic, geographic, psychographic and behavioural levels. Demographically, BMW usually focuses on high-income individuals or households, who are usually professionals, business owners or executives who can afford high-end cars. Geographically, BMW targets urban and affluent suburbs where people are more luxurious car consumers and have the financial means to possess them. BMW targets such values as status, prestige, luxury, performance, aspiration and in certain markets tech-savviness and environmental awareness (primarily luxury-car customers who are attracted to innovation and environmental issues) (Sagar, 2025). In behavioural terms, BMW takes into account the benefits desired (luxury, comfort, performance), the way it is used (daily routines, business, social status expression) and loyalty or exclusivity. The segments in Nigeria are niche: high-net-worth individuals, wealthy urban dwellers, business people or the social elite, who consider luxury cars as a sign of their status.
[bookmark: _jr3l83y3334c][bookmark: _Toc217407079]4.2 Targeting
In the case of the UK market, BMW would generally appeal to high-income earners, businesspersons, techno lovers, nature or quality-sensitive buyers who value high design, engineering, performance or newer technologies. In Nigeria, the target market of BMW will be reduced to elite, rich customers, status-seeking professionals or rich entrepreneurs who prioritise luxury, prestige, social status and exclusivity over affordability and efficiency of the mass market (Jones, 2025). 
[bookmark: _dldaj556b0dh][bookmark: _Toc217407080]4.3 Positioning
BMW positions itself as a high-end, technologically, performance-focused and quality-driven brand in the UK, focusing on driving, engineering, comfort, and, more recently, sustainable mobility (as BMW is pushing hybrids/EVs and more advanced tech-capabilities globally). In Nigeria, BMW tends to position itself towards luxury, the icon of prestige and status. A BMW is a symbol of success, wealth, and status. The car is not merely a method of transportation, but a social statement and a marker of elite status (Blablawriting, 2025; Khandelwal et al., 2020).  
[image: Create a perceptual map diagram for BMW positioning in the UK and Nigeria. Use two axes: X-axis labeled 'Technology & Sustainability vs Status & Prestige' and Y-axis labeled 'Driving Performance & Comfort vs Luxury & Exclusivity'. Place BMW UK in the quadrant closer to Technology, Sustainability, Performance, and Comfort. Place BMW Nigeria in the quadrant closer to Status, Prestige, Luxury, and Exclusivity. Use clear professional fonts, realistic diagram style, and labeled points.]
Figure 2: Positioning Map
(Source: Self-Developed)
[bookmark: _9j8w5xi9v2ap][bookmark: _Toc217407081]4.4 Comparison of STP (UK vs Nigeria) & Influence of Consumer Behaviour and Culture
	Country
	Segmentation
	Targeting
	Positioning

	UK
	Diverse segments based on lifestyle, performance, sustainability, technology, and comfort.
	Affluent, urban professionals and families seeking innovation, eco-friendly mobility, and performance.
	Premium brand offering advanced technology, sustainability, driving pleasure, and lifestyle fit.

	Nigeria
	Narrow segmentation based on income, status, and prestige orientation.
	Small, wealthy elite seeking exclusivity and social recognition.
	Symbol of luxury, success, power, and high social status.


Table 1: STP (UK vs Nigeria)
(Source: Self-Developed)
Similarities and Differences
BMW targets the high-income community in the UK and positions itself as a luxury brand, and emphasizes on quality, status and exclusivity, which are highly desirable in both the UK and Nigeria.
These are divergences in focus as the UK market is concerned with technology, sustainability, and driving performance, but the Nigerian market is with luxury, prestige, and social recognition, which implies cultural and behavioural aspects in consumer decision-making.
[image: ]
Figure 3: STP
(Source: Self-Developed)
[bookmark: _zes8nlitklk7][bookmark: _Toc217407082]5. Marketing Mix (7Ps) Comparison
The marketing mix of a firm is differentiated to different market segments so that their products are more distensible to the market segments than their competitors and will be more responsive to the needs of some customers, which constitutes a competitive advantage and customer value (Kotler and Armstrong marketing mix theory) (Boulding, and Lee, 1992).
Product
Product – Depth and Width (UK):
In the developed market, BMW has a diverse product lineup comprising compact sedans, luxury SUVs, plug-in hybrids and full electric vehicles, which can meet diverse consumer interests, such as performance, luxury and sustainability. This is what enables BMW to attract not only the buyers of traditional luxury cars, but also the buyers willing to have a high-tech mobile version and be environmentally friendly at the same time. 
Product – Depth and Width (Nigeria):
The product of BMW in Nigeria is more inclined towards high-end luxury sedans and SUVs (imported vehicles) that are appropriate to luxury consumers. The official distributor in Nigeria took the example of the 2022 BMW 3 Series, which was launched with full BMW service and warranty packages. Localisation (the suspension or rough road tuning) is not well documented most imports are standard luxury spec, implying that BMW does not localise its products heavily in Nigeria, but uses its worldwide product (Autojosh, 2021).
Price
In the UK, the pricing strategy of BMW incorporates competitive premium pricing - as compared to the UK level of income and access to financing/leasing options, the customers have the choice of car financing/lease/buy the car outright, which makes the premium cars accessible to a broader upper-middle/upper population. In Nigeria, the cost of the BMW cars is very high because of the high importation charges, levies, VAT and the clearing expenses. As an example, clearance of imported BMWs is reported to attract duties and levies that can potentially increase the cost of the base price CIF value by a factor of two (Clearingagent, 2025). BMW in the UK uses the networks of authorised dealerships, whereas in Nigeria, the distribution is carried out on an exclusive importer-distributor model (Coscharis Motors).
Place (Distribution / Market Entry)
BMW has a licensed dealership network that assists it to cover a broad market, enjoy a high degree of brand control and ensure after-sales services that are, however, expensive in regard to operations and compliance in the UK. In Coscharis Motors, BMW has a single importer-distributor approach in Nigeria to address the issue of regulation complexity and cost. This will keep the same brands and quality of service, but limited market penetration and sales volume (BMW Nigeria, 2025). 
[image: ]
Figure 4: Advantages and Disadvantages
(Source: Self-Developed)
Promotion
BMW advertises in the UK through digital advertising, brand promotions in the area of performance, luxury and more recently, sustainability (to advertise hybrid/EV models), based on the high level of awareness among consumers, the use of high-end media outlets and regulations favouring environmentally friendly mobility. Marketing in Nigeria is more niche and experiential: BMW, through Coscharis, sells by luxurious launches of the cars, high-end positioning, and focusing on exclusivity and image. The Nigerian release of the 2022 BMW 3 Series featured offered packages as well as tailored offers based on the preference for exclusivity by consumers (Udukeke and Usoro, 2023). 
People
BMW enjoys skilled labour in the UK, certified service stations, and EV and advanced-tech vehicle support in the country, which means it can enjoy high customer service and reliability of after-sales. Customer service and sales in Nigeria are highly controlled by Coscharis; it is focused on personal selling, relationship management and reassuring buyers with a full-service and warranty package, which is important in a market where imported luxury cars have social and financial cost implications (Lewin, 2022).  BMW Group in the UK has around 8000 direct staff, and the network of retailers has about 14000 direct staff, which is a sign of good local human resources and service availability. In Nigeria, the BMW business is not large since Coscharis Motors has approximately 44 employees related to BMW, who are involved with sales and after-sales services (BMW, 2025).
Process
The UK has a well-structured chain of dealerships that offers the customers refined processes of ordering or leasing to delivery, financing and after-sales. In Nigeria, it must be imported, clear customs with hefty customs, paperwork and dealer delivery, thus longer lead time and higher cost of the transaction. The similarity consists in the dealership involvement, but the efficiency and cost are rather varied (Jinesh and Brohl, 2022). 
Physical Evidence
BMW showrooms and service centres in the UK are designed, branded and uniform throughout the world market, strengthening the high image. Physical evidence in the case of Nigeria incorporates luxury-based dealership showrooms and service-workshops that Coscharis run in the larger cities of major cities, which signify exclusivity to wealthy clients.
Ethical/Unethical Example – STP
BMW has been advertising electric cars in a specific way in the UK, which is ethically appropriate and in line with sustainability and regulations, and promoting luxury car models with high emissions without focusing on environmental impact would be ethically inappropriate and would affect the factor of making an informed consumer choice.
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Figure 5: Comparative Summary of 7Ps
(Source: Self-Developed)

Figure 6: Extended Marketing Mix (7Ps)
(Source: Self-Developed)
[bookmark: _tey19x4t2l46][bookmark: _Toc217407083]6. Evaluation of Marketing Strategy Effectiveness
The marketing and operational strategy used by BMW in the United Kingdom seems to be really efficient. BMW Group UK registered 111,734 vehicles in 2023, a 3 per cent increase on 2022. One in four of them were fully electric vehicles (BEVs), which is an indication of a powerful move towards electrified mobility, in the positioning of BMW as part of premium + sustainability + innovation. As of 2024, the brand has approximately 150 dealerships in the UK, which has a well-distributed and strong retail network that facilitates sales and after-sales services (BMW Group, 2025b). In 2023, the net profit of BMW Group was 12.16billion and revenues were 155.50billion, which means that the sales are growing high, even though the profitability is declining (Bmwgroup, 2023).
Measuring performance in Nigeria is a more complicated task because there is less available information in the press, but these indications present a niche but potentially successful performance. BMW has no fewer than 21 dealers in Nigeria as of July 2025. The general luxury-car market in Nigeria is expected to expand at an average rate of about 14.75% yearly, with the market value anticipated to increase even up to 2028. This implies that the presence of BMW there is exploiting an emerging market of affluent, status-seeking consumers. In Nigeria, the overall number of new-car sales is low: the 2023 market of new passenger cars amounts to a few thousand annual units, with great limitations imposed by the price of imports and the financial situation (Scrapehero, 2024; Premiumtimesng, 2025).
In the UK, Instagram and Facebook are used by BMW, whereas it is not used on X because there will be more interaction and brand awareness online. The reviews of the UK customers are largely negative, and complaints are raised against the quality of service offered on the review websites. There are fewer official social media in Nigeria (e.g. BMW Nigeria Facebook), active enthusiast groups with lifestyle content, but online reviews and feelings are more generally mixed and variable depending on reliability and ownership issues as debated in discussion boards. The parallels are that it uses similar social platforms to establish brand identity, but the differences are that the level of engagement and the quality of reviews across the various markets are different (Facebook, 2025; Researchandmarket, 2025).
[bookmark: _30hwxlz87hg5][bookmark: _Toc217407084]7. Ethical Issues Evaluation
Luxury-car manufacturers all around the world, and BMW, in particular, have significant ethical issues to consider in the context of CSR and sustainability. Environmental impact is one of the major issues. Luxury cars are known to be powerful-engined and consume a lot of fuel, thus producing a lot of carbon emissions that worsen air pollution. Although BMW has begun to sell EVs and hybrid vehicles, and boasts of using sustainable materials in others (Zenandchill, 2024).
But the history of this company shows that ethically it is subject to questioning: in 2021, BMW (and other car manufacturers) was fined by the authorities due to conspiracy to restrict the use of emission-cleaning systems, which is a fine related to a decrease in the volume of real-world emission treatment of diesel vehicles. That is an issue in a utilitarian ethical perspective: even though they advocate clean luxury, steps toward increasing pollution were made, benefiting no one (not the common good, such as other road users, neighbourhoods) (Primedriveluxe, 2023).
BMW is more ethically justifiable in its shift to EVs and sustainability in a fully regulated market such as the UK, where the emission and safety standards are stricter, and people are more aware of the environment. In a case of the Triple Bottom Line approach (People, Planet, Profit), environmental investments created by BMW can fit in the Planet category and enable long-term social credibility (Strauss and Hübner, 2021).
In Nigeria, ethical problems are more complicated. Nigeria takes in a lot of imports, which include Tokuyo (second-hand) cars, which are mostly with old engines and have poor emission qualities. Research associates import of used vehicles with high air pollution, health risks and environmental abuse. Although BMW itself may just be involved in the importation of new cars, the greater luxury-car import culture adds to the environmental load (Ajayi and Dosunmu, 2002).
Accessibility and social equity also turn into ethical issues: in Nigeria, BMWs can only be purchased by a small, rich population due to high importation tariffs and high prices of luxury brands, which strengthens inequality. The brand ends up being a status symbol, instead of mobility among the wider population, and this brings issues of fairness and social responsibility (Enakireru and Ekakitie, 2024). 
[bookmark: _4hx3292d2r8d][bookmark: _Toc217407085]8. Recommendations
Improve PESTLE responsiveness & localisation: BMW needs to invest more in sustainable mobility and locally suitable models: in the UK, proceed with the rapid transition to EVs and hybrids; in Nigeria, think about the introduction of more durable models with adjustment to local conditions (rugged suspension, more service-friendly), or even about the possibility of assembling them locally/CKD and paying less taxes and making them a bit less expensive. This enhances both economic and regulatory risk resistance in the new markets (Tariq, 2025).
Enhance STP accuracy through data-driven targeting: Refine segmentation using market local data, consumer insights and online analytics. Nigeria: target high-end luxury imports and aspirational youth in distinct segments: sell both high-end luxury and more affordable entry-luxury products (where possible). In the UK, keep marketing EVs/ hybrids to consumers with high incomes, who live tech- and sustainability-oriented lifestyles. Tailoring offerings to a greater extent is more fitting to consumer needs (Upadhyay et al., 2024).
Strengthen 7Ps effectiveness via digital & service innovations: Growth of digital technologies, such as virtual showrooms, AR/VR car configurators, and online booking enhancing convenience and eliminating the need to visit the physical dealership. Enhance after-sales service, maintenance packages and customer relationship management to create loyalty. In Nigeria, collaboration with reputable local dealers/distributors and potentially putting in place local maintenance centres, will enhance customer assurance and lower the overall cost of ownership (Singhal, n.d.).
Address ethical challenges and bolster CSR / sustainability: Go green with sustainable manufacturing, materials recycling and lifecycle-based designing of vehicles to reduce environmental footprint as a circular-economy solution. Encourage the green marketing and truthful advertising of emissions, EV-benefits and green promises, and not greenwashing, which would enhance brand loyalty among green consumers (Onyekwelu et al., 2024).
Localise marketing and engagement strategies culturally: In the new markets such as Nigeria, tailor-made promotional campaigns: local languages/slang, local influencers, culturally relevant storytelling, events or celebrity endorsements combine prestige and social status sensibilities, but maintain the global identity of BMW (Okonkwo et al., 2023).
[bookmark: _8pok28de0c][bookmark: _Toc217407086]9. Conclusion
BMW strategies work well in the UK because the market is not new, the level of EV adoption is high, the company has a diverse product range, and the network of dealerships is significant. The innovation and sustainability can contribute to brand loyalty, and other opportunities in the future can be further electrification and adapting to the shifting consumer preference.
In Nigeria, BMW would be selling a niche of the high-end market as compared to other markets, the luxury, exclusivity and personalised service. The expansion is limited by infrastructure and expenditure of imports, opportunities for improvement of service, adherence to the local culture and sustainability, and improvement of long-term loyalty to the customer.
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Appendix 1: 
	PESTLE Factor
	UK (Favourable / Unfavourable for BMW)
	Nigeria (Favourable / Unfavourable for BMW)

	Political / Regulatory
	Favourable: stable political system; clear EV‑mandates and regulation giving long-term clarity for premium/EV automakers.
	Unfavourable: import regulation, tariffs, and policy/ currency instability make imports costly and risky.

	Economic
	Favourable: high income levels, mature financing/leasing market supports demand for premium vehicles. Some pressure from inflation/cost-of-living.
	Unfavourable: weak purchasing power, high inflation, currency depreciation imports expensive; constrains demand to wealthy elite only.

	Social
	Favourable: strong consumer interest in premium, sustainable, high‑tech cars; environmental awareness supports EV/hybrid adoption.
	Mixed: there is aspirational demand among affluent buyers valuing luxury/status niche opportunity. But overall market small.

	Technological / Infrastructure
	Favourable: advanced automotive infrastructure, EV charging readiness, manufacturing and maintenance capacity.
	Unfavourable: limited EV infrastructure, weak automotive manufacturing base constrains offering largely to imported combustion vehicles.

	Legal / Compliance
	Favourable (but demanding): strict safety & emissions regulations but premium automakers like BMW can meet standards and differentiate on compliance.
	Unfavourable: heavy import duties, regulatory complexity, uncertain import/tax policy raises cost significantly.

	Environmental / External
	Favourable: strong environmental policies, consumer push for low-emission vehicles aligns with BMW’s electrified portfolio.
	Unfavourable: poor infrastructure & road conditions, limited enforcement of emissions/environmental standards but cost and viability of high-end cars rise.


Table 2: PESTLE Analysis Comparison
(Source: Self-Developed)
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Target Audience: Both markets
focus on high-income, urban
consumers, but motivations
differ.

UK Market: Segments are
diverse, including buyers valuing
performance, technology,
sustainability, lifestyle, and
comfort; this allows a broader
product range (sedans, SUVs,
EVs, performance models).

Cultural & Economic
Influence: Wealth concentration
and a small, affluent population

in Nigeria create a narrow,
elite-focused strategy; the UK
allows a wider, multipronged
STP approach.

Nigeria Market: Consumer
behaviour is status-driven;
demand focuses on prestige and
exclusivity rather than
technology or eco-friendliness.

Marketing Strategy: Emphasis
on luxury, social status, and
exclusivity in Nigeria; broader,
multifunctional approach in the
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UK Marketing Mix: Broad and diversified, serving a

mature premium market with multiple product
variants, including EVs, flexible pricing, strong
distribution, and consistent brand experience.
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Nigeria Marketing Mix: Narrow, selective, and
exclusive; high prices, limited high-end products,
importer-led distribution, elite-focused promotion, and
personalised sales and service.
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Brand Positioning: Emphasises prestige, status, and
exclusivity in Nigeria.
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Market Adaptation: Tailors BMW’s global luxury
brand to local constraints and opportunities.
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