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BMW is the ulimate drving machine. Manfactured by
the German company Bayerische Motoren Werke AG,
BMW stands for both performance and luuy. The com-
pany was founded in 1916 as an aicraft-engine manu-
facturer and produced engines during World Wars | and
1L 1t evohved info a motorcycie and automobie maker by
the mic-20th century, and today t s an intemationally
respected company and brand vith $106 bilon n sales
in2012*

BMW's logo is one of the most distinctive and glob-
ally recognized symbols ever created. The signature
BMW roundel Iooks like a spinning propeler blade st
against a blue sky background—orginaly thought to
be a tribute to the company’s founding days as an
aitcrat-engine manufacturer. Recently, however, a New
York Times reporte revealed that the logo, which fea-
tures the etters BMW at the top of the outer fing and
2 blue-and-white checkered design in the Inner ring,
was trademarked in 1917 and meant 1o show the col-
ors of the Free State of Bavaria, where the company is
headguartered.

BMW's growth exploded in the 1980s and 1990s,
when it successfuly targeted the growing market of
baby boomers and professional yuppies who put work
first and wanted a car that spoke of thei success. BMW
gave them sporty sedans with exceptional pedormance
and a brand that stood for prestige and achieverent.
The cars, which came na 3, 5, or 7 Seres, were basi-
cally the same design in three sizes. It was at tis time
that yuppies madie Boemer and Bimmer the sang temns
for BMW's cars and motorcycles, popular names st
used today.

AL the turn of the century, consumers' attudes to-
ward cars changed. Research showed that they cared
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choices. As a resul, he company ook seveal steps 0
gow s product e by targeling speciic markel seg-
ments. This rescited in urigue premiu-priced cars such
2 SUVs, convertiles, and roadsters, as wel s less
expensive compact cars like the 1 Seres. In additon
BW redesigned s 3, 5, and 7 Series cars, making ther
urique in appearance yet maintaining ther exceptional
performance. BMW' ful range of cars now includes the
1 Series, 3 Series, 5 Seres, 6 Seres, 7 Seris, X Seies,
4 Roadster, M Series, Hybrids, and BMV

BMW created the lower-prioed 1 Seres and X1 SUV
1o target the ‘moder mainstiea,”a group who are also
famiy-focused and active but had previously avoided
BMWs because of their premium cost. The 1 Series
reached this group with s lower price paint, sporly de-
sign, and kury brand. The X1 and X3 aso hithome with
a smales, less expensive SUV design.

The redesign of the 7 Seres, BMWS most luxuri-
ous car, targeted a group calld “upper consenvatves.”
These weallhy, traditonal consumers don't usualy ke
sportier cars, 5o BMW added electronc_components
Such as mulile optons to control the windows, seats,
aiflow, and lghts, a pushbutton igiion, and night vi-
sion, all controlled by a poit-anc-clck system caled
Drve. These enhancements added comfort and kuxury,
attracting drivers away from competiors ke Jaguar and
Mercedes.

MW sucoessfuly aunched the X Seres by targeting
“upper lberdls” who had achieved success in the 1990
and gone on to have chiren and take up extracuricular
acivies such as bking, gof, and sking. These consum-
ers needed a bigger ar for their aciie iestyles and
growing familes, so BMW created a high-performance
kxury SUV. BMW refers to its SUVS as sport actity
veficles in order 10 appeal even more {0 these active
consumers.

BMW introcuced convertibes and roadsters to target
“post-modems” a high-income. group that continues
0 attract attention with more showy, flamboyant cars

oy | S [P @ [ e V] rage | 22 | ofe | 4 Show Notebook
[ Marketing e [y ———ry——
etea Sk a v of s S, ric, and s

36%  Page 272 of 692





image2.png
K «its's Kindle for PC - Marketing Management
File View Go Tools Help

Library dBack O L3 M 0% v | =%

page | 273 | of6%2

<4

‘Show Notebook

IDENTIFYING MARKET SEGMENTS AND TARGETS | CraFTeEns 273

BMWSs 6 Series, a flashier version of the high-end 7
Series, also targeted this group.

BMW uses a wide range of advertisng tactcs 1o
reach each of its target markels. However, the com-
pany’s US. tagine, “The Utimate Driving Machine,” has
remained consistent since it first launched there in 1974,
During that time, sales have grown to mre than 300,000
units in the United States in 2013. In recent years, BMW.
has retumed to emphasizing performance over status,
stating, “We only make one thing, the ulimate driving
machine.”

BMW owners are very loyal 10 the brand, and enthu-
siasts host an annual Bimmerfest each year 1o celebrate
their cars. The company nurtures these loyal consumers
and continues to research, innovate, and reach out to
speciic segment groups year after year.
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Questions.
1. How does BMW segment ts consumers? Why does
this work for BMW?

2. What does BMW do well to market to each seg-
ment group? Where coud it improve its marketing
strategy?

3. Should BMW ever change its tagine, “The Utimate
Driving Machine"? Why or why not?
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