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SECTION 1: COMPARATIVE ANALYSIS
1.0 [bookmark: _Toc225484507]Introduction
This report looks at Mercedes-Benz's plan to grow internationally, with a focus on how it works in China. The company is well-known as a leader in the global luxury car market, but entering and growing in China is both a big chance and a big problem. 

PESTEL and STP are good tools for understanding market conditions in a structured way, but their real value comes from how well they work in fast-paced and competitive settings. This report not only uses these models, but it also looks at their flaws when it comes to explaining real-world business decisions.
[bookmark: _Toc225484508]2.0 Comparative Macro-Environmental Analysis
[bookmark: _Toc225484509]2.1 PESTEL Analysis: Germany
[bookmark: _Toc225484510]Political Factors
The political climate in Germany is generally steady, but it is becoming more complicated for a car firm the size of Mercedes-Benz. The most significant political development for the industry is the EU's plan to outlaw the sale of new gasoline and diesel vehicles starting in 2035 (European Commission, 2023). However, this decision is not without criticism. A last-minute exemption for cars powered by synthetic e-fuels was successfully secured by Germany's own coalition government, demonstrating the real conflict between the nation's climate commitments and its resolve to safeguard an automotive sector that directly employs about 800,000 people (VDA, 2023). The argument is still up for dispute. Saying that the political climate merely "supports" the EV transition would be oversimplified; in reality, it is tugging in several directions at once.

Another level of responsibility is added by the recently passed EU Corporate Sustainability Reporting Directive (CSRD), which mandates thorough disclosure on emissions and supply chain sustainability (KPMG, 2023). Although compliance requires a lot of resources, Mercedes-Benz may be able to gain a competitive edge if it can show true leadership instead of just checking boxes.

Government support for electric vehicles does, however, raise reliance on regulatory stability, which may eventually provide difficulties, even while it also creates opportunities.
[bookmark: _Toc225484511]Economic Factors
The economy of Germany had a hard time in 2023. GDP fell by 0.3 percent, which means it was technically the worst of the major G7 economies (Bundesbank, 2023). Energy prices, which are still high after the war in Ukraine, hurt both household disposable income and industrial margins at the same time. This is a bit of an awkward situation for Mercedes-Benz in the US: the premium segment has historically been less affected by economic slowdowns, and McKinsey's (2023) analysis shows that wealthy buyers did hold up relatively well. But higher interest rates made it much more expensive to get a car loan, and there is proof that some people who wanted to buy a car but couldn't afford a GLA or C-Class backed off. Mercedes-Benz cares about the health of the domestic market because it is a place to test new models and technology, not just for making money. 

Economic growth helps demand, but changes in consumer confidence could make it hard to keep up with sales.
[bookmark: _Toc225484512]Social Factors
German car culture has deep roots, but it is under more pressure than it has been since the end of World War II. More and more millennials in cities like Berlin and Munich are okay with not owning a car. The rise of car-sharing services like SIXT share and Getaway shows that this is a real change in behavior, not just a demographic talking point. GfK (2023) also found that 68% of German consumers now say that sustainability is an important factor in their big buying decisions. That number is very interesting, but you should be careful with it. People don't always buy what they say they want, as the continued strong sales of large SUVs in Germany show. Mercedes-Benz has to deal with customers who say they want sustainability but often buy an EQS and a GLE 450 at the same time.
[bookmark: _Toc225484513]Technological Factors
This is probably Germany's best card. Mercedes-Benz has a real R&D edge that is hard for newer companies to copy quickly because of the cluster of engineering schools, Fraunhofer research institutes, and an interconnected automotive supply chain. In 2023, the company spent €8.6 billion on research and development (Mercedes-Benz Group, 2024). Things get more complicated when it comes to software. The move toward software-defined vehicles has created a skills gap that traditional automotive engineers didn't have to fill. Mercedes has been scrambling to find or build software talent in a field where Tesla and several Chinese competitors have a significant head start. When it comes to older cars, the MBUX infotainment system is really impressive, but "impressive by automotive standards" is no longer the right standard.
[bookmark: _Toc225484514]Environmental Factors
If Mercedes-Benz's average fleet emissions go above the EU CO2 fleet targets, the company will have to pay real fines. These are not just goals; they are strict rules that must be followed. The company's Ambition 2039 plan is very ambitious. It aims for net carbon neutrality across the entire vehicle lifecycle by 2039 and a 50% increase in electric vehicle sales by 2030 (Mercedes-Benz Group, 2023). It's a different question if it can be done. There are real problems with the supply chains for battery raw materials, the lack of charging stations in rural Germany, and the fear that consumers will run out of battery life. Ambition 2039 is a plausible strategic direction; considering it as a certain outcome would be imprudent.
[bookmark: _Toc225484515]Legal Factors
Germany's Supply Chain Due Diligence Act, which went into effect in January 2023, adds to the EU's rules by requiring big companies to find and deal with human rights and environmental risks in their supply chains (Federal Ministry of Labour and Social Affairs, 2023). This is not a small compliance issue for Mercedes-Benz, which has a global supply chain that includes mining cobalt in the Democratic Republic of the Congo and lithium in South America. The General Data Protection Regulation (GDPR) applies to the data that connected cars create. This is a sensitive area for businesses because OTA-connected cars now create a lot of customer and usage data.
[bookmark: _Toc225484516]2.2 PESTEL Analysis: China
[bookmark: _Toc225484517]Political Factors
The political situation in China is very different from that in the United States. The Chinese Communist Party's industrial strategy, especially the "Made in China 2025" plan, is meant to make China the leader in certain industries, such as new energy vehicles (State Council of the People's Republic of China, 2021). Foreign car brands are not being kept out, but they are working in a market where the rules and business environment are set up to favor Chinese companies. The joint venture requirement that governed Mercedes-Benz's entry into China through its partnership with BAIC Motor has been partially relaxed, but the JV relationship remains the structural foundation of the brand's Chinese manufacturing operations(BAICGroup,2023). 

Geopolitical risk should get more attention in business strategy papers than it does now. Since 2018, trade relations between the US and China and the EU and China have gotten worse. This has already led to higher tariffs and pressure to change supply chains. For a German brand that makes and sells a lot of things in China, the idea of a major geopolitical break is not impossible, even though it is not a base case. It could have very bad effects. This uncertainty is a real strategic risk, but it doesn't often come up in annual reports.
[bookmark: _Toc225484518]Economic Factors
China's main economic story is still impressive: A high-net-worth population that keeps growing, a GDP growth rate of about 5.2 percent in 2023, and the world's largest automotive market by volume (Credit Suisse, 2023; Statista, 2024). In 2023, Mercedes-Benz sold about 737,000 cars in China, which was about 36 percent of all sales. This level of market concentration should probably be alarming from a risk management point of view, even though it looks great on a revenue slide (Mercedes-Benz Group, 2024). The high-end market has stayed strong, but the way competition works has changed in a way that I think Western analyses don't fully understand. BYD, Nio, and Li Auto are not just cheaper alternatives to high-end imports. Brands like Nio are explicitly positioning themselves as luxury EV competitors and winning over customers who would have bought a Mercedes GLC or BMW X3.
[bookmark: _Toc225484519]Social Factors
The notion of mianzi, approximately translatable as social face or prestige, is pivotal for comprehending luxury consumption in China (Doctoroff, 2012). In ways that are different from European markets, owning a car, especially a high-end brand that is easy to see, sends a social signal. This isn't just a silly cultural quirk; it really affects which models sell best, how showrooms should be set up, and what kind of after-sales service customers expect. However, the group of consumers who were born after 1990 is starting to change these dynamics. Digital-native consumers in their late twenties and early thirties exhibit brand engagement behaviors that significantly diverge from those of older affluent consumers; they are more swayed by social media, more open to local brands, and more focused on technological integration rather than tradition (Oliver Wyman, 2023).
[bookmark: _Toc225484520]Technological Factors
China's digital ecosystem is just not like anything else that exists in Western markets. WeChat is more than just a messaging app; it serves as an operating system for everyday life, handling payments, social networking, content consumption, and shopping. Douyin, the Chinese version of TikTok, has a big impact on consumers through short videos. This means that Mercedes-Benz needs to rebuild the whole digital customer journey around platforms that only work in China. The MBUX infotainment system in China uses a completely different set of software than the one in Europe. Instead of Google services, it uses Baidu maps, WeChat, Alipay, and native Chinese voice recognition (AutoTrader China, 2023). From a software point of view, this is not a small localization; it is basically a different product. China also has the largest network of public EV charging stations in the world, with over 6.6 million by the end of 2023 (IEA, 2024). This removes one of the barriers that still keeps EVs from being more popular in Europe.
[bookmark: _Toc225484521]Environmental Factors
China's NEV mandate says that car makers must make sure that a certain percentage of their sales are new energy vehicles. This percentage must gradually go up. This is not a gentle push; it is a strict rule with credits-trading systems that punish people who don't follow it (National Development and Reform Commission, 2022). The policy will last for a long time because it is based on the larger dual-carbon goals of reaching peak emissions by 2030 and carbon neutrality by 2060. This means that for Mercedes-Benz, the EQ range is not only a product that customers want, but also a requirement by law. The problem is that Chinese EV brands made in China often have cost and supply chain advantages in this area that make it hard to keep margins up.
[bookmark: _Toc225484522]Legal Factors
Since November 2021, the Personal Information Protection Law (PIPL) has required data to be stored in China and limited how it can be processed. This has forced Mercedes-Benz to set up separate Chinese data infrastructure for vehicle telematics and customer records (Cyberspace Administration of China, 2021). This is expensive and hard to do. There are now stricter rules for product recalls, and consumer protection is enforced more strictly than it was ten years ago. The IP environment is better than it used to be, but it still poses risks for brands that own valuable design and technology assets.
[bookmark: _Toc225484523]2.3 Comparative Summary
	Factor
	Germany
	China

	Political
	Stable EU framework; EV ban 2035; synthetic fuel lobbying; CSRD obligations
	CCP-directed industrial policy; 'Made in China 2025'; JV structures; geopolitical risk

	Economic
	Recession 2023; premium segment resilient; rising financing costs
	Largest auto market globally; 36% of MB sales; intensifying domestic competition

	Social
	Sustainability-conscious but behaviour inconsistent; generational shift in ownership
	Mianzi-driven luxury consumption; younger cohorts prefer digital-native brands

	Technological
	Strong R&D ecosystem; software capability gap emerging
	WeChat/Douyin-dominated; separate software stack required; world's largest EV network

	Environmental
	CO2 fleet targets; Ambition 2039; lifecycle accountability
	NEV mandate; dual-carbon goals; charging infrastructure advantage over Europe

	Legal
	GDPR; Supply Chain Due Diligence Act; product liability
	PIPL data localisation; tightened recall rules; improving but imperfect IP protection


[bookmark: _Toc225484524]2.4 Social and Cultural Comparison
Hofstede's (2011) cultural dimensions framework serves as a valuable foundation for comprehending the disparities in consumer behavior between the two markets. However, it is essential to avoid perceiving country scores as immutable truths, as they represent statistical averages that obscure considerable internal variation, especially in a nation as geographically and generationally diverse as China. 

The biggest difference is in power distance: China scores 80 and Germany scores 35 (Hofstede Insights, 2024). In terms of real-world marketing, this means that status and hierarchy are much more important to Chinese buyers. In China, a Mercedes-Benz S-Class is more than just a comfortable car; it is also a visible sign of success and status. The marketing implication is that campaigns that focus on prestige, exclusivity, and social status tend to work better in China. On the other hand, German consumers are more likely to respond to proof of engineering quality and logical value. You can see this in the models that do better in each market: Maybach makes a disproportionately large amount of money in China because it is at the top of the visible luxury market (FinancialTimes,2023).
[bookmark: _Toc225484525]3.0 Comparative STP and Marketing Mix Analysis
[bookmark: _Toc225484526]3.1 Segmentation, Targeting and Positioning
[bookmark: _Toc225484527]Segmentation: Germany
Mercedes-Benz divides its market in Germany using a mix of demographic, psychographic, and behavioral factors. The main target demographic for the mainline range (E-Class, S-Class, GLE) is adults with high incomes, mostly between the ages of 35 and 65. Different sub-brand strategies pull in different directions. AMG is for buyers who care about performance and want engineering credibility along with status. EQ is for rich people who care about the environment, and Maybach is only for the very wealthy. The brand is careful to set itself apart from BMW's sportier, more aggressive image and Audi's focus on technology. Instead, it focuses on established prestige and quality assurance, not performance theater or gadgets.
 
The growing popularity of subscription and short-term leasing agreements, especially in cities, is a real challenge for segmentation. Young professionals in Munich or Hamburg who use Mercedes Me and pay for three-month vehicle subscriptions are a different type of customer than the typical buyer who buys a new E-Class every three years. This change only partially fits with the brand's segmentation strategy.
[bookmark: _Toc225484528]Segmentation: China
China needs a more complex way to divide its market. The city tier is probably the most important structural variable. Tier 1 cities (Beijing, Shanghai, Guangzhou, and Shenzhen) have established luxury consumer bases. Tier 2 and Tier 3 cities, on the other hand, are growth markets with younger, more ambitious buyers whose tastes are a little different from those of the wealthy people who already live in big cities. Income segmentation is similar to this geography, but not exactly the same. For example, there are wealthy people in Chengdu and Wuhan whose spending habits are more like those of people in Shanghai than those of people in the surrounding area.
[bookmark: _Toc225484529]Targeting
The targeting comparison is interesting because it reveals a difference not just in which segments are prioritised but in what competitive context those segments exist.

	Dimension
	Germany
	China

	Core age target
	35–65 years
	28–45 years (skewing younger)

	Income profile
	High net worth; corporate/professional
	High and aspirational net worth; Tier 1–3 geographic spread

	Psychographic focus
	Engineering quality, heritage, understated prestige
	Social prestige, digital integration, modernity signals

	Key sub-brands
	Balanced; EQ growing significantly
	Maybach dominant; AMG strong; EQ growing via NEV mandate

	Behavioural pattern
	Mix of ownership and subscription
	Predominantly ownership; gifting culture present

	Competitive context
	BMW, Audi, Porsche as primary rivals
	BMW, Audi plus Nio, Li Auto, BYD as real challengers



[bookmark: _Toc225484530]Positioning
In Germany, positioning is based on a mix of rational and emotional factors, with the rational factors being more important than they are in other countries. A consumer who will actually read the technical specifications and compare them to a competitor's will have a different reaction to "The Best or Nothing." Heritage, Stuttgart origin, and Formula 1 connection all add to credibility rather than being the main emotional hook. 

China is very different. The transnational framework developed by Bartlett and Ghoshal (1989) is applicable in this context: Mercedes-Benz keeps its brand standards high around the world, such as its engineering credibility and quality promise. However, the way it positions itself in China is much more focused on prestige, modernity, and social status. Campaign Asia (2023) showed how the brand's Chinese New Year campaigns and partnerships with local cultural figures have become more complex over time. Instead of using the same old "international brand respects Chinese culture" messaging, they are now telling stories that are more naturally integrated into the culture. Some people say that Chinese consumers are becoming more skeptical of Western brands' attempts at cultural appropriation, and there is a real risk of coming across as performative rather than authentic.
[bookmark: _Toc225484531]3.2 International Marketing Mix (7Ps)
[bookmark: _Toc225484532]Product Strategy
Mercedes-Benz's adaptation of its products for China is much more extensive than what is usually seen in international marketing textbooks. The long-wheelbase (LWB) versions of the C-Class, E-Class, and S-Class are not just cosmetic changes; they are custom engineering choices made to give Chinese luxury buyers more legroom in the back seat when they are being driven around (AutoTrader China, 2023). 

In Germany, the product strategy is centered on expanding the EQ electric range, offering hybrid options that comply with EU emissions standards, and providing over-the-air (OTA) software updates that increasingly shape the post-purchase ownership experience. MBUX here works with European services and has to follow GDPR rules about how data can be used. There is a tension here that is worth pointing out: the more localized a product is, the more complicated and expensive it is to develop. Mercedes-Benz is in charge of two separate product ecosystems: one in Europe and one in China. This is hard on R&D budgets because of the high cost of software and the need to invest in electric vehicle platforms.
[bookmark: _Toc225484533]Price Strategy
Prices in Germany are high and fairly clear. The foundations are configured pricing, clearly defined option packs, and a residual value proposition that makes Mercedes cars competitive in the corporate car market. In Germany, fleet and corporate pricing structures are very important because of the strong culture of company cars. A large number of Mercedes registrations are for businesses rather than private individuals. 

It's harder to figure out prices in China. Different models have different costs because of import duties and the economics of making BBAC in the area. More importantly, the market is changing faster than the pricing models can keep up with. Nio's ET7 and BYD's Han are examples of domestic NEV competitors that are going up against the C-Class and EQE at prices that used to be held by mass-market brands. Mercedes-Benz has mostly stuck to its guns when it comes to price discipline for its flagship lines, which is probably the right move for brand positioning. However, it's important to note that this strategy comes with a volume trade-off in a market where buyers who are interested in EVs are becoming more open to other options (Financial Times, 2023).
[bookmark: _Toc225484534]Place (Distribution) Strategy
The agency model rollout in 2023 is the start of real structural changes in Germany's distribution. In this model, dealers are not independent resellers but rather agents for Mercedes-Benz. The company sets prices centrally and manages the customer relationship. This improves data control and, in theory, makes the omnichannel experience more consistent (Automotive News Europe, 2023). In practice, the change has caused problems with some dealers, and the model's full benefits depend on investments in digital infrastructure that are still being made. 

China's distribution includes the BAIC joint venture dealer network and a growing number of mall-based "brand stores." These are experiential retail formats that are meant to attract younger customers who might not go into a regular dealership.
[bookmark: _Toc225484535]Promotion Strategy
There is a big difference in how the two markets are promoted. Mercedes-Benz works in Germany's well-developed media ecosystem, where television, premium print, and digital display all work together. The Formula 1 association gives the Mercedes-AMG Petronas team a lot of earned media and performance credibility that strengthens the brand's engineering position without the need for a lot of direct advertising. Messages about sustainability have become more common, especially in digital channels that targetyoungerbuyers. 
China's marketing plan has to be platform-first. WeChat is both a full-featured CRM and a content marketing platform. The brand has official accounts on the platform that it uses to run campaigns, collect leads, manage test drive bookings, and service existing customers all in one place. Using KOLs and celebrities in Douyin campaigns creates a large-scale aspirational association. For example, the 2023 partnership with Dilraba Dilmurat as brand ambassador is an example of the localized celebrity strategy that Chinese consumers respond to much more readily than they would to a Western celebrity (Campaign Asia, 2023). The Chinese promotional calendar, which includes Chinese New Year, Golden Week, and Singles' Day, is structurally important and needs a lot of money to run campaigns that don't exist in Europe.

[bookmark: _Toc225484536]People, Process and Physical Evidence
Ultra-high-net-worth Chinese buyers have very specific expectations that affect the training needs of staff in China. A European dealership training program does not teach how to be discreet, respectful, and able to handle long conversations about buying things with family membersIn China, process adaptation includes financing, where installment products that work with local banking systems are the norm, and aftersales service, where mobile service units are becoming more and more important as the network grows. Physical evidence, which includes the showroom and brand environment experience, shows different aesthetic registers. German stores prefer clean, simple designs based on Bauhaus principles, while Chinese brand environments tend to be more architecturally dramatic and materially rich. Each design language communicates "premium" to its audience in very different ways.
[bookmark: _Toc225484537]4.0 Directional Development Strategy in China
[bookmark: _Toc225484538]4.1 Historical Market Development
In 1986, Mercedes-Benz started doing business in China by signing a technical cooperation agreement with Beijing Automotive Works. This agreement led to the creation of the Beijing Benz Automotive Co. Ltd (BBAC) joint venture in 2003 (BAIC Group, 2023). In the beginning, things weren't easy. The brand was there, but it wasn't selling much because the market didn't have the luxury customers it does now. In the early 2010s, China became the brand's biggest national market, surpassing Germany. This was a key strategic moment that led to a major shift in investment priorities toward China-specific product, distribution, and marketing capabilities.



[bookmark: _Toc225484539]4.2 Ansoff Matrix Application
Using Ansoff's (1957) growth matrix to look at Mercedes-Benz's strategy in China shows that the company is trying to grow in a number of ways at the same time. This is the right approach, but it also has some risks.
Market penetration has focused on getting the brand into more Tier 2 and Tier 3 cities, where the number of wealthy consumers is growing but the infrastructure for high-end cars is not as good. 
The most resource-intensive vector has been product development. The LWB model variants, Maybach special editions for the Chinese market, China-specific MBUX software, and the EQE SUV made in China are all examples of how the company is investing in making products that are specific to China rather than just changing a single global product. As competition in the US market grows, the question of whether this level of investment is sustainable is a real strategic debate. I would say that Mercedes-Benz has probably reached the point where less adaptation is no longer possible, given how firmly consumer expectations of localized products have been set.
[bookmark: _Toc225484540]4.3 Transnational Strategy Assessment
Bartlett and Ghoshal's (1989) transnational model—aiming for global efficiency while staying responsive to local needs—describes Mercedes-Benz's approach to China fairly well. However, the balance has shifted a lot toward local responsiveness in the last ten years. This makes sense from a strategic point of view because the Chinese market is so big and different, but it makes the organization more complicated, which can slow down decision-making and cost more. This structural commitment to being responsive to local needs is shown by the opening of a separate China R&D and design center in Beijing, away from Stuttgart. It also shows that Mercedes-Benz sees China not as an export market but as a parallel home market that needs its own strategic infrastructure.
[bookmark: _Toc225484541]5.0 Ethical Issues Analysis
[bookmark: _Toc225484542]5.1 Ethical Concerns in Germany
It is important to directly address the problem of diesel emissions. The main company involved in the Dieselgate scandal was Volkswagen. However, in 2020, Mercedes-Benz settled a class-action lawsuit in Germany over diesel software in its own cars that regulators thought might have changed the results of emissions tests (Reuters, 2020). The settlement was large, but the damage to the company's reputation was worse. It made people wonder if "The Best or Nothing" applied to the quality of emissions data as well as the quality of engineering. 

The risk of greenwashing is also real. As Mercedes-Benz steps up its marketing of electric vehicles that focus on their environmental benefits, the claims being made need to be based on the vehicles' actual lifecycle emissions, which include the emissions from making the batteries and the carbon intensity of the electricity used to charge them. The European Commission's 2023 EU green claims law is making the standards stricter. If Mercedes-Benz's sustainability communications were found to be false, it would hurt the brand's reputation more than other brands.
[bookmark: _Toc225484543]5.2 Ethical Concerns in China
I believe that the issue of data privacy in China is more important from an ethical point of view than it is usually treated in business strategy papers. According to the Cyberspace Administration of China (2021), PIPL compliance means that Mercedes-Benz must keep and process data about Chinese customers and vehicles on Chinese servers. PIPL compliance does not fully answer the question of whether Chinese state authorities can access that data, since data security laws give the state wide access rights. Freeman's (1984) stakeholder theory posits that Mercedes-Benz must weigh the interests of its Chinese customers, including their right to privacy, against the commercial imperative of preserving market access. This presents a true ethical quandary devoid of a satisfactory solution. 

5.3 Balancing Framework
A utilitarian analysis (Mill, 1863) of Mercedes-Benz's overall operations would balance significant benefits—employment, technological advancement, consumer satisfaction, economic contribution—against tangible detriments such as supply chain repercussions, data privacy issues, and the health implications of promoting luxury consumption to financially constrained populations. The overall net assessment is good, but only if the company actively works to reduce the damage instead of just accepting it as an externality. Freeman's (1984) stakeholder framework is a helpful way to run a business in this case because it forces the company to bring up and balance interests that would be ignored if the goal were to maximize shareholder value.
[bookmark: _Toc225484544]6.0 Strategic Recommendations
[bookmark: _Toc225484545]Product and Technology
Software is the biggest problem with the product. Mercedes-Benz needs to catch up to Tesla and the top Chinese EV brands in terms of software-defined vehicle features like over-the-air updates, driver assistance, and revenue from digital services. This is where the next phase of premium differentiation will be won. It might be faster to hire or work closely with software experts than to try to build them from scratch in a traditional automotive engineering culture. In China, the EQ range needs to be priced and specced competitively enough to compete with Nio and BYD in the growing market for luxury electric vehicles. Just keeping a high-prestige position may not be enough on its own.

[bookmark: _Toc225484546]Pricing and Market Access
In China, micro-segmented pricing for Tier 2 and Tier 3 cities—entry-level configurations at more affordable prices, possibly through financing partnerships with local banks—could attract the growing affluent middle segment before domestic competitors do. To keep the brand's premium position at the high end, this needs to be done carefully. However, giving up the emerging affluent segment to domestic brands has its own long-term risks. In Germany, the transition to the agency model should happen faster with real investments in digital infrastructure, not just as a way to improve margins.

[bookmark: _Toc225484547]Promotion and Digital Strategy
China's marketing strategy needs to move beyond the standard use of local celebrities and festival campaigns. The group of consumers who were born after 1990 is smart enough to see through fake cultural engagement. It would be more believable to work with Chinese designers, artists, and cultural figures to create something together, rather than just licensing their image. In Germany, including evidence of sustainability in mainstream campaigns instead of keeping it separate from "green" messaging would better show that being aware of the environment is now more common than it used to be.


[bookmark: _Toc225484548]Ethics and Governance
Supply chain transparency needs to go from being reported once a year to being reported all the time, with independent verification and specific promises to fix problems. In China, the issue of data privacy needs an open discussion about where the moral limits of market access are. This is not something that compliance teams can figure out on their own. It is better to come up with responsible marketing rules for high-debt demographic groups before regulators in either market do so in response to problems
. 
These suggestions are based on Cavusgil et al.'s (2020) ideas about how to adapt international marketing, Porter's and Kramer's (2011) ideas about shared value, and Verhoef et al.'s (2015) research on omnichannel retailing. The main point is that the strategies that are most likely to keep Mercedes-Benz competitive over the next ten years are the ones that deal with the tough questions, like those about software, ethics, and the risk of market concentration, rather than the ones that make the most of the easy assumptions of the current business model.

SECTION 2: REFLECTIVE ACCOUNT
[bookmark: _Toc225484549]Reflective Account: Gibbs' Reflective Cycle (1988)
[bookmark: _Toc225484550]Description
The assignment was to pick one brand from a list and do a comparative international marketing analysis for two countries. I picked Mercedes-Benz and decided to pair Germany and China as the countries. It seemed like an obvious choice on paper: a big brand, big markets, and a clear difference. But it turned out to be harder to do than I thought it would be. 

The work included a PESTEL analysis for both countries, a cultural comparison using Hofstede's dimensions, a STP and 7Ps analysis, a directional strategy section using Ansoff's matrix, a section on ethical issues, and strategic recommendations. The reflective account employs Gibbs' (1988) six-stage model: Description, Feelings, Evaluation, Analysis, Conclusion, and Action Plan. Research utilized academic journals, the Mercedes-Benz annual report, industry publications from McKinsey, Oliver Wyman, and Hofstede Insights, along with reputable news sources such as the Financial Times and Automotive News Europe.
[bookmark: _Toc225484551]Feelings
To be honest, I felt a little too sure of myself at first. I thought that Mercedes-Benz was a well-known brand in a well-researched field, so I thought that putting the analysis together would be the hard part, not finding the information. That assumption was wrong in some ways, and I learned the most when it fell apart. 

The PESTEL part went pretty well. There is a lot of information about Germany's regulatory environment and China's industrial policy, and it was easy to fit the evidence into the framework. But when I got to the STP and 7Ps sections, I ran into a problem I didn't see coming: most of what is written about a brand's marketing strategy in public is either the brand's own marketing, which isn't objective analysis, or secondary journalism that talks about what the brand does without explaining why. It took a lot of work to find reliable, specific information about why Mercedes-Benz made certain choices, like why the LWB model exists and why MBUX has a different software stack for China. I had to look at a lot of different sources and make guesses that I wasn't always sure about.

By the end of the writing process, I had gone from being sure of myself to being more like careful competence. I believe the final report is fairly well-supported, but I know that there were times when I was working on the edge of what the evidence could support.
[bookmark: _Toc225484552]Evaluation
A few things went well. Using Hofstede's dimensions as a link between the PESTEL macro-analysis and the STP section was the best structural choice I made. It gave the cultural comparison section something to argue about instead of just describing, and the link between power distance scores and Maybach sales data in China was really satisfying when it all came together. It was really hard to manage my time. I didn't think the PESTEL section would take as long as it did. This was partly because the EU rules for car companies are complicated and change quickly, and partly because I kept finding more information that seemed useful. This cut down on the time we had for the recommendations section, which I think shows in the final product.
[bookmark: _Toc225484553]Analysis
Thinking about why some parts were harder than others makes me think about how the frameworks work, which I hadn't fully thought about before. PESTEL is a tool for scanning the environment. It helps you find and group environmental factors, but it doesn't tell you which ones are most important or how they work together. At first, my PESTEL sections were lists of important factors, with each one getting the same amount of attention. Moon's (2004) assertion that deep learning necessitates the establishment of conceptual connections rather than mere information accumulation is pertinent here: the more effective iteration of PESTEL analysis entails prioritization and interpretation, rather than solely exhaustive coverage. I think I got partway there, but not all the time in both countries. 
The problem with the 7Ps section was different. When doing a marketing mix analysis, it's easy to just describe what a company does in different countries, like "Mercedes-Benz does X in Germany and Y in China," without thinking about whether those choices are smart from a business point of view. Kotler and Keller (2016) emphasize the significance of internal strategic consistency within the marketing mix; I realized I was more adept at recognizing Mercedes-Benz's actions than at assessing whether the components are mutually reinforcing or if there are existing tensions among them. The tension I saw between price discipline and volume competition from Chinese EV brands seemed like a very important point, but I'm not sure I pushed it far enough.

[bookmark: _Toc225484554]Conclusion
This process made a few things clearer. Frameworks like PESTEL, Hofstede, STP, and Ansoff are really helpful because they give me a structure that I wouldn't have been able to come up with on my own. However, their usefulness depends on how they are used. When used mechanically, they make a clear picture of a company's situation. Applied interpretively, they provide a basis for critical evaluation and argument. 

I also learned that the most interesting parts of the report from an analytical point of view were the ones where the evidence was messy or in dispute, like the diesel lawsuit, the competition between EVs in China, and the data privacy issue. Ambiguity is not something that needs to be fixed and gotten rid of; it is often where the most important strategic questionsare.
The failure to manage time is the most obvious lesson. I can't go back and fix it, but I can learn from it: when doing complex analytical tasks like this, you need to plan realistically, taking into account problems with the quality of the sources, dead ends in the analysis, and the fact that getting the argument structure right takes time.
[bookmark: _Toc225484555]Action Plan
For future assessments and professional work, I will:
1. Build a structured research plan before beginning any multi-framework analysis specifying the precise informational requirements of each framework, not just 'research Mercedes-Benz in China'.
1. Allocate more time to sections where my prior knowledge is weakest in this case, the Chinese market rather than distributing time evenly across the assessment.
1. Keep a brief research journal during the assessment process to capture analytical decisions and uncertainties as they arise, which would make the reflective account richer and more specific.
1. Read more primary industry research company annual reports, analyst publications alongside academic sources, particularly for market-specific claims that academic literature may not capture at sufficient granularity.
This assessment has strengthened my ability to undertake structured international marketing analysis, and the Germany-China comparison provided more analytical richness than I fully exploited. The ethical sections, in particular, opened questions about corporate responsibility in global markets that I plan to explore further in my remaining MBA modules.
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