UNIVERSITY OF WALES
TRINITY SAINT DAVID





Marketing Fundamentals 
[bookmark: _GoBack]Mercedes Benz
LCBB4004
Catalina Alexandra Cobzaru
Student number: 1913403
Lecturer: Tushara Balendran


Table of Contents
Introduction	3
Discussion	3
Overview of Mercedes Benz	3
PESTEL Analysis of Mercedes Benz	4
Porters five forces	5
SWOT Analysis	6
Advantages and disadvantages of SWOT analysis	7
Segmentation, Positioning and targeting of Mercedes Benz200	7
7p’s marketing mix of Mercedes Benz	8
Recommendation	10
Conclusion	10
References	11



[bookmark: _Toc48591685]Introduction
Marketing fundamentals are the main aspects that can develop marketing strategies and can fulfill the objectives and organizational goals. With specific strategies, an oragnisation can develop plans and implant different types of marketing strategies, by which that particular company will able to enhanced competitive advantages in the business market. Through this marketing concept, an organisation able to identify organisational demands needs and can make a plan for the fulfilments of entire objectives. Marketing fundamentals are helping business for increasing its business background, culture, structure, and performances in the global business market. This essay will provide a clear concept of marketing fundamentals. A reputed vehicle company of German will be taken for having an entire discussion on this concept.
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[bookmark: _Toc48591687]Overview of Mercedes Benz
Mission
Mercedes Benz is one of those company, which set its mission for involving tasks to enhance the chances of growth. This company has a mission for becoming the world’s best-renowned center and tries to provide the best services to its customers in this sector of automation (Gong, Greenwood, and Song, 2017).
Situational analysis
Mercedes Benz is an automobile company that is situated in German. Karl Benz and Daimler Motors established this reputed company in 1886. This company is famous for its productions of modern vehicles such as SUVs, sedans, trucks and sports cars. This company has handled communication through Advertising, TV, Magazines, and the online system. 
Objectives
Mercedes Benz has aimed to be the leading brand in the business market. Besides this, this company has tried to maintain the sustainable and profitable growth of the business. Being the leader of innovation, this company has tried to introduce modern technologies in all vehicles. Inspiring customers are other objectives of this company.
Strategy
Mercedes Benz has focused on 5 strategy shapes and which are responsible for the biggest changes in the business.  These strategies are known as CORE, CASE, CULTURE, COMPANY, and CUSTOMER. CORE strategies are helping for strengthening of the global core business. Case strategies are used for being a leader in new fields. Culture is for adapting and implanting corporate culture. Company strategy help for enhancing the strength of the market and customer-focused structure where Customer strategy is for focusing on consumers for fulfilling organisational goals.
Implementation
according to the report of 2019, Mercedes Benz has decided to implement one type of implementation that can enhance the competitive advantages in global business. Those particular implementations are a long-range customer and societal welfare.
Control
Through the marketing control process, Mercedes Benz has monitored all plans and all procedures for adjusting necessarily. Through this controlling processing can deliver the sense that indicates the right routs of business before the reaching of the destinations (Urbic, 2019).
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Political factors
Mercedes Benz is one of the most popular automobile companies in German, which is famous for its luxurious brands. This clearance can provide the chance for mitigating legislative issues and provides the chances of economic sustainability. On the other hand, an unstable political climate and fluctuation in economies of this company can hamper the entire system of development.
Economical factors
This company has faced issues of financing costs. This is the reason for car credit advertisements. Besides this, the liquidity crunch is another reason for the influence of the business of Mercedes Benz (Team, 2020).
Social factors
The key thought of this company is to improving training facilities and good infrastructural offices. The population of German is high. Therefore, this company can get a solid workforce for development.
Technological factors
Every car of this reputed company has contained modern technologies, by which this company can attract customers and enhances its revenues.
Environmental factors
Providing security to nature is the corporate goal of this company. Therefore, with modern technology and process, this company has provided good and effective results for saving nature.
Legal factors
The Supreme Court has restricted the new diesel vehicles that containing a high level of dangerous elements. After that, the business of Mercedes Benz has reduced slightly (Team, 2020).
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Power of buyers
The state of power of buyers is high in this case. There are numerous manufacturers of luxurious cars. However, the qualities of product differentiation. It is observed that the technology used by Mercedes Benz that ano9ther companies are unable to provide.
Power of suppliers
The state of power of suppliers is low. Several suppliers are doing business with this luxurious brand. On the other hand, the switching cost of the manufacturer is not as low as per other manufacturing industries.
Threat of substitutes
The state of the threat of substitutes is containing medium levels. Various brands are providing luxurious cars. These cars also contain a good technological structure and adopt a low-cost strategy.  On the other hand, there are numbers of people who are from wealthy and using these cars as a symbol of their royalty. Therefore, the threats of substitute products are insignificant.
Rivalries
The competitions between automobile industries are very high. There are competitors such as Audi, BMW, Volvo, Porsche, Jaguar, and Lexus in the business market, which have contained enough potentiality to provide tough competition to Mercedes Benz. 
The threat of new entrants
The entrance barriers of this company are very high. Brand equity is an aspect that is very enjoyable and timely. Several Asian firms are unable to grab significant share from the market (Porter Analysis, 2017).
[bookmark: _Toc48591690]SWOT Analysis
	Strength
· A strong brand identity is a strong factor.
· Containing manufacturing facilities all over the world.
· Continuing innovations in products.
· Stable finance condition (Sadeghifar, 2017).
	Weakness
· Expensive products are the main weakness.
· Stunned distribution can damage business.
· Unsure goals can reduce revenues.


	Opportunity
· Enhancing the demands of luxurious vehicles.
· A strategic alliance will provide opportunities for expanding business.
· Growing automotive industries are another opportunity.
· Advanced technology is another opportunity.
	Threat
· Intense competitions in the business market.
· A sluggish economy is another reason for threats.
· High investment can harm business sectors (Boldizsár and Kővári, 2020).
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Through SWOT analysis, Mercedes Benz can make solid plans for developing marketing. On the other sides, the opportunities part is good for handling business and focus on the future for the next development. These are methods, by which the management team of this company can provide the best results to its customers. On the other hand, weakness is bad for the development of the business of Mercedes Benz. It is observed that weakness can damage the entire marketing segment of the company. Threats of new entrants and competitors can reduce the performance of this company, which is not good for the health of Mercedes Benz (Australia, 2017).
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Segmentation
Marketing segments are known as marketing strategies, by which Mercedes Benz can do business worldwide.
· Geographic segment
Besides German, Mercedes Benz has expanded its business, in the USA, India, China, and many other countries (Deepak and Jeyakumar, 2019).
· Demographic segment
Concentrating on the target customer, this company has targeted young age to mid-age people.
· Psychographic segment
This company has targeted those customers who are wealthy and loving to ride luxurious cars.
· Behavioural segment 
For the development of this company, there are a number of employees who can provide the best services to its customers (Armstrong et al., 2018).
Positioning
· This company has maintained a positioning strategy by manufacturing high reliable and safest automobile products. As a result, this company can provide tough competitions in the international business market (Kapferer and Bastien, 2017).
· These products contain outstanding solution services.
· It targets young people who are loving to drive luxurious cars (Helmold, 2020). 
Targeting
· This company has set its target to middle age people from 25 to 44 years (De Mooij, 2018).
· This company has targeted those customers who are rich and wealthy.
· This company does not provide low-cost vehicles.
· The popularity of this brand does not match with young people because of its expensiveness.
· Mercedes targets males and females both gender. They design a car for fitting both female and male (Arsova and Temjanovski, 2019).
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Product
This is the first strategy of marketing that involves and introduces lots of products that attract customers. Mercedes Benz has provided different types of vehicles for enhancing the base of customers. In those products, most famous products are Mercedes Benz EQV, Mercedes –AMG, Mercedes Maybach S 650, Mercedes Benz Trucks, Mercedes Benz Vans, Mercedes Benz Buses, and Coaches and Daimler Mobility (Bhasin, 2019).
Price
This company has set a high price strategy. The cost of cars is too high which is another reason for the threat to this reputed company. Only wealthy people can buy these products for showing their luxury and use these cars as their symbol of royalty. Besides this, Mercedes Benz has contained various cars that ranging from INR 21,50,000 to INR7,68,00000. Outside of India, the product price structured from $30,000 to $100,000.
Place
This company has introduced many types of brands that have contained modern technologies and innovations. This company can share its products from a broad network. Expending business is in different locations; this company can know about the needs of people and make plans for mitigating those demands.
People
Mercedes Benz has a strong workforce, who are working hard for the growth of this business. It is observed that employees that are involved in the process of growth are all highly skilled and expert. Besides this, they are containing good knowledge of modern technology. Through this, they can involve innovations in every step of the business.
Promotion
Mercedes has strong planning for promoting brands through modern techniques. It is observed that Mercedes has adopted promotion strategies by using Facebook, Tweeters, Instagram, YouTube, TV, Magazines, and many other mediums. Through this, it presents its brand identity and information about the features of cars. Numbers of people are being attracted through this strategy.
Process
Mercedes Benz is doing business by implant different strategies that have the capacity for improving performance and competitive advantages. Besides this, with continued innovations and use of modern technology, this industry can provide the best and modern luxurious cars.
Physical evidence
For defining the physical appearance, Mercedes Benz has used metallic colour on products such as grey and black. The employees of this company always wear formal uniforms in this company. For enhancing the business this company has reflected images of cars and other vehicles in TV, magazines, and social media (Bhasin, 2019).
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Mercedes Benz has contained vast competitive advantages for its strong marketing concept. Besides this, with few strategies, this company can lead as a topmost brand and service provider to the global business market.
· Mercedes Benz should adopt a low price strategy for selling its cars globally. Numerous people are unable to ride luxurious cars for their highly expensive nature, where other rivals can provide the best technology cars at a reasonable price. Therefore, for gaining more profits from the business market, Mercedes Benz should focus to reduce the price of automobile products.
· Implementation of modern technology is another aspect that should be implanted by Mercedes Benz. It is observed that BMW can adopt more modern technology from Mercedes that enhance and attract customers to them, which is not good for the business of Mercedes Benz.
· Mercedes Benz should focus to develop business by expanding in different countries. It is also observed that there are few countries where this company has invested in developing business. Besides this, Mercedes has to try expanding the business by implant different sectors in different locations. This will attract more customers and earn revenues.
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The entire discussion is delivering the clear concept of marketing that is implanted by a reputed automobile company in German, Mercedes Benz. This is one of the companies, who are already able to make a strong base of customers by attracting people with their strong market strategies. The target segments of this company take it to the highest peak of success. On the other hand, with the involvement of modern technology this company can add extra marks for its business and able to present itself as the highest profitable car company all around the world. 
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