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Strategic Analysis for BMW
	Bayerische Motoren Werke (BMW) is a German automobile, engine, and motorcycle manufacturing company founded in 1916. The firm also produces and owns mini cars. The company has been considered one of the leading producers of luxury and classic vehicles for decades. According to the American marketing association, marketing is creating, delivering, and communicating valuable offers to the customers, public fraternity, and partners. Marketing is a primary aspect of any firm. An effective marketing strategy enables an organization to win additional customers, thus increasing its profit. Different companies have different and similar techniques in marketing automobiles.
Marketing Strategy of BMW
	Technology advancement and continuous process improvement are the core of the competitive advantage of the BMW company. The firm also has adopted a practical customer support service support that is reliable, superior, and offers quality services to its clients. The firm has also adopted the policy of growth driver equals customer service as a primary principle to grow its market. The firm is also present in more than 150 countries globally, North America and Europe is the market where about 60 percent of its sale originates from with the advent of growing developing countries such as the Asian markets. The company also focuses on the developing needs in such nations to drive future sales.
 BMW company also has a strong product portfolio for its products. Its distribution strategy is also critical to its marketing strategy. The firm continuously invests in the creation of flagship stores to maximize clients’ experience. Besides, the firm also invests massively in expanding its number of authorized dealers. The BMW company is currently operating its business through more than 6000 dealerships worldwide. The logistic partners are the critical players in the operating countries in availing the products to the clients. The firm’s success also lies in its strong sense of identity linked to the experience of driving its cars. One of the critical aspects that makes BMW firm unique in the market is its promotion. The firm has, over time, recognized and re-established itself as an intelligent marketer. Most of the firm's products promotion campaigns are based on their superior design, advantages, and technologies.
	The firm implements different market mix to sell cars to distinct socioeconomic segments, aggressively highlighting premium segments. The company initiated segmenting the premium market by optimizing the market mix and the consumer purchasing behaviors to maximize sales. The firm also responds sensitively to purchasing behaviors and unique values to exceed the planned presentation. The majority of BMW customers have a high standard for performance, luxury, and quality. Its marketing strategy represents leadership through innovation. BMW constantly seeks innovative ways to satisfy the demands of the market. Its creation initiates from the acknowledgment of requirements of clean energy. Its creative spirit of testing hydrogen-fueled automobiles for decades and applying trending technology to production indicates its innovative leadership and futuristic mindset. 
The company also creates competitive advantage, ramifications, and value of innovation through different marketing efforts, specifically in the premium segment. The company has also incorporated the manufacturing of unique engines with maximum pleasure. Such an aspect indicates the gradual movement from the importance of automobile performance to clients' involvement and consideration of emotional factors in the manufacturing process. The firm also supports the theme of communication which includes integrating the performance of automobiles into emotionally sensual marketing communication. Such a strategy forms an emotional foundation spotlight of how the consumers enjoy driving superior cars from BMW. The dynamic marketing perspective also links with the premium marketing of the firm. It also plays an essential role in maintaining its effective leadership in the vehicle industry.
	Advertising appeal is the primary communicative approach critical to the motives of the targeted clients. Emotional appeals help evoke the response that directly impacts the purchasing behavior of clients. BMW company combines premium marketing and dynamic marketing to represent the firm’s worldwide marketing strategy. The bridging of the two aspects has compensated the firm with a strong leadership position and superior economic performance in the automobile industry. The firm also paces further alongside its profitability to focus uniquely on long-run CSR activities to create shared value. The firm also pays attention to corporate social responsibility activities, especially in eco-friendly environments, engineering education, and science.
Situation Analysis (SWOT)
Strengths
1) one of the most valued automotive brands worldwide
BMW brand is among the top three most valuable automobile brands worldwide, worth $41.5 billion. Brand value is linked to brand recognition and its positive reputation, implying that the brand is one of the most recognizable in the world. The company has a reputation for manufacturing perfectly engineered cars that offers comfort and luxury that few other brands can offer. The recognition helps the firm to introduce related services and products to the market faster without the additional cost of advertising.
2) geographically expanded revenue streams
BMW relies on both local and international markets to generate most of its profit and revenue. Its market revenue in terms of the volume of vehicles sold and income is in China.
3) BMW group
	The group consists of different brands, namely Rolls Royce, MINI, and BMW, situated in the premium segment. The firm also deals with motorcycle production, marine engines, and aircraft engines.
4) Technology Advancement and Innovation
	Continuous technology advancement and process improvement in its R&D has made the company the market leader in the premium segment for automobile sales.  The BMW brand is also known for its superior customer service, reliability, and quality.
5) workforce
	The company has created a pool of more than 100000 highly skilled workers who constantly work in different countries to differentiate its brand from others.
6) Product Portfolio
	The company has enhanced its item portfolio from sports cars to SUVs. Such products are unique in terms of design and quality.
7) plans for hybrid models
	BMW company has plans to dispatch models that operate on options such as natural gas and electricity.
Weaknesses 	
1) Strategic alliance
the company has very few strategic partnerships. Such an aspect offers its competitors an opportunity over BMW


2) younger generation is less brand-conscious 
	the young age is more likely to spend the money on the latest technology such as electronic appliances than saving the money for a premium car.
3) cars recalled 
	 defects such as batteries, cables, and airbags concern massively impact the brand image.
Opportunities 
1) strategic alliances
	Strategic alliances can prove an intelligent strategy for BMW company. The firm can use other firm’s specialized capabilities to distinguish their products.
2) increasing product portfolio
	By introducing new series and increasing its product portfolio in different segments, the company can improve its sales.
3) market expansion
Since BMW holds the top position in the automobile industry, increasing global market share is mandatory to maintain its position. 
4) changing customer and lifestyle groups
There is a massive inclination towards premium brands and a change of customer lifestyle that the brand must consider.
Threats
1) rising fuel problems
The majority of clients are opting for green car solutions due to the fuel challenges and prices.
2) price factor
	The majority of the young generation prefers electronics; the other percentage is price-conscious.
3) Competition
	Stiff competition from other firms in the premium segment, such as Mercedes and Audi, is a determining factor. There are also growing low-cost cars companies with cheap and stylish offerings.
Recommendations
	BMW company should focus on cost leadership strategy and differentiation strategy. The firm should also manage the cost of production to offer sensible prices to customers. Collaboration is also a critical solution that helps automobile makers share the massive expenses of developing and designing self-driving technology. Since BMW has a reputable brand, it should maintain environmentally friendly cars. The firm should also consider forming alliances with other firms for product differentiation. Since the company has advanced in innovative technology and engine production, the company should focus on specific customers of the new line. The firm should also focus on manufacturing affordable cars and. Lastly, the firm should consider the needs of people living with a disability. The strategies mentioned earlier will help in increasing its value and reputation. 
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