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Case study: BMWi

IMPORTANT

The information provided in this case study is enhanced for you to prepare your answer. Use the data provided as the basis for your analysis of the situation. Make any necessary assumptions, but keep these realistic and remember to state them in your answer.

You will be expected to demonstrate a general understanding of the type of organisation concerned, its market sector and typical approaches to marketing. However, you will not be required to include in your answer any specific developments that might have affected that sector since the case was written.

Under no circumstances should you contact any organisation other than the IDM about the detailed contents of this case study.
Background

Welcome to the future of personal transport – BMWi.

BMW is exploring ways in which it can make the cars of tomorrow at one with their surroundings.  With our cities expanding, the challenges for personal mobility are mounting. BMW has created a sub-brand called BMWi to investigate these challenges and to develop vehicles and technologies to revolutionise the way we drive. 

At the heart of BMWi is a holistic approach to future mobility: cutting edge materials, purpose-built vehicle architectures and next generation production technology deliver an unparalleled driving experience with benchmark energy efficiency and sustainability.  BMWi could not have achieved all this by sticking to conventional concepts, so instead it has explored completely new territories.

The electric dream began back in 1969 with an electric BMW 1602 – a vehicle that was used during the 1972 Olympics in Munich. BMW engineers transformed a BMW 1602 into an environmentally friendly escort vehicle for the marathon race. Albeit outside the competition, the first BMW with electric drive successfully completed the distance of more than 40 kilometres – and thus displayed that they were on the right track from the very start. Over the last 40 years, the BMW Group has continually examined means of putting that dream into wider practice. A variety of prototypes and test set-ups have all provided invaluable learning – and the introduction of lithium-ion battery technology in 2004 made the electric car a viable mobility option.  
The first model to come to market will be the BMWi3 Megacity vehicle in 2013. This is an electric vehicle which will be both fun to drive and will produce no climate-damaging emissions during a journey. The retail value of the model will be £35,000 and there will be an eco friendly car grant of £5,000 from the government, which you can assume will be available for the Megacity vehicle. 
BMW Group will start customer field trials of an early version of the BMWi3 in the summer of 2011, with a view to gaining more feedback on what customers want from electric vehicles.
The BMW database includes 1.5m names and addresses comprising new car purchasers, approved-used car purchasers, lapsed customers and 400,000 prospects (prospects are individuals who have either responded to a BMW promotion or contacted BMW and asked to be kept informed about BMW activities but they have not yet bought). There is 35% penetration of email in addition to standard address details, telephone details, current make and model, date of purchase and finance information. Around 15% of customers finance through BMW, 30% finance themselves, the remaining pay outright.
BMW faces a dual challenge when bringing this vehicle to market: how does BMW acquire and convert a new type of customer for BMWi who is interested in electric vehicles, and how do they migrate their existing customers, from conventional combustion engines (petrol/diesel), to this new type of electric vehicle without harming the brand's performance heritage?


Currently any requests for brochures or test drives through the BMW website are passed on to the national network of BMW dealerships and this will be the case for BMWi leads.  

The BMW 3 series customer is the closest price range bracket comparison and its driver profile is one of the broadest audience groups for BMW. 84% are over 40 – in fact, 3 series owners at an average age of 53 are older than the typical BMW owner (49yrs) but younger than equivalent Audi or Mercedes drivers. These customers are very loyal to the brand.  The clear USP for this model amongst owners is fuel economy.

Traditionally the purchase journey for cars has been search/research → shortlist vehicles → act (test drive) → purchase. Opinion leaders in press and on TV are influential but the search stage is now greatly enriched with digital media so content strategy for BMWi’s online channels is very important. 

You may assume that BMW has a TV campaign in place based on the material you can see on the BMWi website and on YouTube; this does not need to be addressed in your budget. The BMWi website openly invites people to ‘join the conversation’ about the brand and many are already interacting with BMWi online. The BMWi Facebook group already has 5 million fans and the company need to move these individuals from liking BMW to pursuing an active interest in the brand. 

BMWi has also created ‘MyCityWay’ - a mobile app bringing together 50 local mobility apps for their customers.

BMW is the official automotive partner of the London 2012 Olympic Games ​with one of its key strategic objectives being to establish BMW as the most sustainable car manufacturer. 
The task

You have been given the opportunity to pitch for the BMW direct marketing account as they approach the launch of their first commercial electric vehicle to the marketplace, the BMWi3, Megacity vehicle in 2013.  This major launch for BMW is the fruition of many years work in developing the BMWi concept and it has to work for interested current customers and attract new customers to the BMW brand. 

You have been asked to plan a one year direct and digital marketing campaign with the specific objective of generating 5,000 leads for the BMWi Megacity vehicle (a lead in BMW terms is a brochure request or a test drive) converting to 500 unit sales. The plan start date should be June 2012, and vehicles will be available for test drive from January 2013.

Your budget for this project is £400,000.

 Your answer should include the following elements: 

1. A situational analysis for BMWi that will help identify the main issues and considerations for your marketing plan. You should include a summary of the analysis clearly identifying the key points which help determine your strategies.

(10 Marks)

2.   Your strategies to generate the 5,000 leads. 
a) How does BMW acquire a new type of customer for BMWi? 

b) How would you migrate existing customers and prospects, from conventional combustion engines (petrol/diesel), to this new type of electric vehicle, without harming the brand's performance and quality heritage?

c) Outline your database strategy for migration of existing potentially interested BMW customers and prospects from the database to BMWi . Does the database need to be supplemented with externally generated leads, if so how? What will the BMWi database look like and how will it be used in the marketing plan? How will the leads be qualified and passed on for the dealerships to convert?
(40 marks)

3.   Clearly outline your segmentation and targeting, direct marketing plans, media and creative recommendations for your campaign. How can you leverage the current digital presence that BMWi has and influence the opinion leaders who will generate online interest in BMWi? 

What testing will you carry out and what metrics will you use to track and measure your campaign?
A 12-month media mix budget allocating the £400,000 for your campaign should be included. 

(50 marks)
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