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[bookmark: _Toc225028076]Background- Mercedes-Benz's International Market Entry Strategy in Japan and UK
This study critically examines Mercedes-Benz’s international market entry strategy and marketing mix in Japan and the UK. It employs the comparative case study method to examine macro-environmental factors through PESTEL analysis, segmentation, targeting, positioning, and the marketing mix adaptation of 7Ps to the local market, the directional development strategy of the brand in Japan as well as ethical concerns in the two markets. The report ends on a strategic conclusion of how to improve transparency, channel innovation and sustainable marketing practises.
[bookmark: _Toc225028077]a. A Comparative Analysis of the Market in Both Countries
A PESTEL framework (Political, Economic, Social, Technological, Environmental, Legal) offers a powerful system, in which the macro-environmental forces that impacted the entry of Mercedes-Benz and its continued functioning in Japan and the United Kingdom are analysed (Mercedes-Benz Group, 2025). This discussion will be based on such a critical comparison between such environments with academic concepts and in-text citations to guarantee such a rigorous and evidence-based assessment (Mercedes-Benz Japan, 2025).
Political and Legal Factors: The study of politics and legal environments poses an opposing case study to Mercedes-Benz (Mercedes-Benz Group, 2025). Japanese market is stable, but notoriously complicated in regard to foreign automakers and serves as the most closed open market in the world with its implicitly favourable political environment –see Appendix-I (Mercedes-Benz Japan, 2025). This has created a scenario in which the share of the market allocated to non-domestic brands is only a fraction of the market even when there is zero import tariff (Mercedes-Benz Japan, 2025). In turn, the political environment of the United Kingdom has been characterised by the long-term ambiguity of Brexit-see Appendix-II, which posed new barriers to trade and supply chain issues, which have directly influenced the cost frameworks and working efficiency of producers such as Mercedes-Benz (Mercedes-Benz Group, 2025). Legally, the regulatory framework in the United Kingdom is more actively interventionist, and it is legally obliged to stop the sale of new petrol and diesel cars by 2035-see Appendix-III, which sets a clear deadline forcing the automakers into a faster pace of electrification (Mercedes-Benz Group, 2025). Conversely, the legal and political support of the electric vehicles (EVs) in Japan has been less prescriptive with the government policy lagging and consumer adoption being slow with EVs taking only 1.6 % of the market in 2025 (Mercedes-Benz Japan, 2025).
Economic Factors: Economic conditions in the two countries determine the market positioning of Mercedes-Benz as a luxury brand (Mercedes-Benz Group, 2025). The UK market, where the number of new-car registrations in September alone was 312,891, shows a dynamic and highly competitive market in which the Mercedes-Benz brand gained a share of 4.6%-see Appendix-IV, which is the eighth of all (Mercedes-Benz Group, 2025). This implies a wide-spread volume-based luxury market (Mercedes-Benz Group, 2025). Mercedes-Benz is economically successful in Japan, but in a paradoxical way; it has become the most popular import brand during more than 10 years, managing to sell 50,857 cars in 2025, whereas it is only a small market of 4.56 million cars sold by domestic companies (Mercedes-Benz Japan, 2025). This shows that it does not succeed in terms of volume but in terms of attracting a particular, high-income segment of the population, which can afford its luxury proposal in a cost-conscious larger economy (Mercedes-Benz Japan, 2025). The market segmentation theory is consequently implemented differently; in the UK, it is more of a broad-based segmentation whereas in Japan, it is a niche, high-end market segmentation (Mercedes-Benz Japan, 2025).
Social and Cultural Factors: It is the most important field of differentiation that requires a thorough examination of consumer behaviour (Mercedes-Benz Japan, 2025). The culture of uncertainty avoidance is a deeply-rooted value in Japan and it greatly impacts consumer behaviour (Hofstede, as cited in Mercedes-Benz Japan, 2025). Japanese high-net-worth customers demonstrate a philosophy of total cost thinking, in which value of the assets, low operation costs, and high resale value are counted rather than the lavish show of the wealth, and black and white cars are more preferred because of their high marketability (Mercedes-Benz Japan, 2025). This is why such models like the E-Class are chosen instead of more flashy among them (Mercedes-Benz Japan, 2025). On the other hand, the consumer base of the United Kingdom is more culturally segregated, with research by YouGov showing 49 % and 40% as feature minimalist and luxury feature seekers respectively-see Appendix-V (Mercedes-Benz Group, 2025). This latter group is directly connected to the brand promise of performance and luxury as promoted by Mercedes-Benz, which is skewed to Male 59% and has a high value on powerful engines 57%, in-car technology 40% (Mercedes-Benz Group, 2025). Individualism (Hofstede) of the United Kingdom market is reflected in the desire to personalise and show off the status, which is the opposite of Japan that has collectivist and contextual communication style where the value of brands is realised but not visible (Hofstede, as cited in Mercedes-Benz Japan, 2025).
Technological and Environmental Factors: The technological and environmental forces of the market entry are the opposite poles (Mercedes-Benz Japan, 2025; Mercedes-Benz Group, 2025). The culture that is sceptical and uncertain about resale value of the EQ brand has led to low EV adoption rate 1.6% year-on-year to 60,677 units in Japan-see Appendix-VI, a strategy that has forced Mercedes-Benz to use the gradualist entry approach to the EQ brand (Mercedes-Benz Japan, 2025). It was an intentional step to create consumer trust and specialized training as just the product was not enough to overcome the market inertia, which was done with the opening of the first dedicated EQ showroom in the world in 2025 in Yokohama (Mercedes-Benz Japan Media, 2022). Market structure is one of the chief drivers in United Kingdom that is brought about by environmental factor (Mercedes-Benz Group, 2025). The EV market has been the primary battleground due to government policy and high awareness of consumers in the environmental context (Mercedes-Benz Group, 2025). Consequently, the entry and expansion strategy of Mercedes-Benz is compelled to accelerate and be equipped with a complete EV portfolio and charging infrastructure to satisfy the immediate and predicted regulatory demands as well as consumer demand (Mercedes-Benz Group, 2025). The technological landscape of the United Kingdom is, therefore, a driver of swift change, and in Japan, it is an impediment that will demand time, and training (Mercedes-Benz Group, 2025; Mercedes-Benz Japan, 2025).
[image: ]
[bookmark: _Toc225028078]b. Comparative Analysis of STP and International Marketing Mix (7Ps) Strategies in Japan and the UK
The macro environmental differences require radically different strategies towards Segmentation, Targeting and Positioning (STP) and International Marketing Mix (7Ps) (Czinkota and Ronkainen, 2013). The case of the entry and growth of Mercedes-benz in Japan and the UK can be viewed as an example of adaptive standardisation whereby core brand equity can be maintained but the process of marketing mix systematically localised based on the specific conditions of the Japanese or UK institutional and cultural environment (Douglas and Craig, 2011; Mercedes-Benz Group, 2025). 
Segmentation, Targeting, and Positioning
Mercedes‑Benz employs contrasting segmentation bases (Kotler & Keller, 2016). Geographic segmentation in Japan focuses on Tokyo, Osaka, and Yokohama where imports are the most penetrated-see Appendix-VIII (JAMA, 2025). Demographic targeting would centre on the segment of high-net-worth persons aged between 45-65 years olds whose career was stable hence high uncertainty avoidance (Hofstede, 2001; Mercedes-Benz Japan, 2025). Japanese buyers are psychographically characterised by the total cost thinking process, i.e. the emphasis on long-run value of assets and discrete status (Sato and Yoshida, 2023; Mercedes-Benz Japan, 2025). 
The brand in the UK has more extensive segmentation (SMMT, 2025). It appeals to the traditional luxury shoppers and luxury fleet purchasers; YouGov findings show that 40% of consumers in the UK are luxury feature shoppers, with powerful engines (57%) and advanced technology (40%) being their priorities-see Appendix-IX (YouGov, 2025; Mercedes-Benz Group, 2025). UK demographic goes further to younger customers aged between 35 and 55 with increased individualism with the emblem being a manifestation of visible success (Hofstede, 2001 Deloitte, 2025).
Positioning diverges. Mercedes-Benz is the brand that dictates itself as the top import brand in Japan, which is the status that it has been able to maintain since 2006 and has sold 50,857 units in 2025-see Appendix-X (JAMA, 2025; Mercedes-Benz Japan, 2025). The focus on reliability, resale value, and security is made in a market that is 90% dominated with domestic brands-see Appendix-XI (JAMA, 2025; Fujimoto, 2022). 
Positioning in UK is based on the best or nothing storey, playing on the technologies and the performance in a volume-based high-end market. In the UK 2025, Mercedes sold 89,267 vehicles, which is nine in the ranking and a decrease of 13.1% compared to the previous year –see Appendix-XII (SMMT, 2025; Mercedes-Benz Group, 2025).
Product Strategy
The product strategy in Japan focuses on electrification and model-mix optimisation (Mercedes-Benz Japan, 2025). S Class and E Class sedans appeal to the customers who value their low-key sophistication and passenger comfort during a ride (Morgan Stanley MUFG, 2024; Mercedes-Benz Japan, 2025). Limited series (100 CLA 45S Final Edition coupes, 30 Shooting Brakes) create the value of scarcity-see Appendix-XIII (MercedesBenz Japan Media, 2022; Ichikawa, 2025). The initial EQ showroom was located in Yokohama to overcome EV scepticism in a market where EVs only represent 1.6% of total sales (Mercedes -Benz Japan Media, 2022; JAMA, 2025). 
The UK has a product strategy that is steered by the ICE ban of 2035, which requires increased EV deployment (UK Government, 2024; Mercedes-Benz Group, 2025). UK gets the complete EQ range without the gradualism of Japan and assisted by greater awareness of the environment (YouGov, 2025; SMMT, 2025). The preference of the UK consumers towards AMG performance variants is higher (63% of male “SUV Buyers), (YouGov, 2025). The UK product mix also contains more performance oriented models than the Japanese comfort oriented sedans (Mercedes-Benz Group, 2025, J.D. Power, 2025).
Price Strategy
In Japan, the high price can be explained by high resale value which is the key to the total cost thinking buyers (Mercedes-Benz Japan, 2025; Nikkei, 2025). With zero importation tariffs, Mercedes is able to charge high prices compared to local luxury options since Japanese customers see German engineering to provide long-term value-see Appendix-XV (JAMA, 2025; McKinsey, 2024). The volume will be limited to 50,857 units per year, though the focus is on the margin (Mercedes‑Benz Japan, 2025; Goto, 2024). 
The pricing policy of Mercedes-Benz vehicles that will span the 2025-26 model years in the United Kingdom is largely determined by a wider electric car price war in Europe instigated by the price cuts that are made by Tesla after a 33 percent fall in sales, reported by Bloomberg Intelligence. Both Mercedes-Benz and BMW have also decreased the average cost of their electric cars to trace the same costs as the petrol-powered versions, such as the BMW iX1 EV (priced at PS 43 305) now costing less than the petrol-powered X1 (priced at PS 45 010) (auto.jrj.com)-see Appendix-XVI. Mercedes-Benz has reacted by providing direct cost reductions of PS 9 999 on the AMG GT 43 Coupe, PS 9500 on the C 63 S e and PS 8500 on the S-Class saloon). The prices in the UK will have to be lower than those of BMW (122,723 units), Audi (111,115 units), and emerging Chinese rivals MG (85,155 units) and BYD (SMMT, 2025; PwC, 2025)- see Appendix-XVI. The dealerships in the UK need enhanced reach to lower prices since the dealer network will be productive and will yield 54.73 units per outlet in early 2026 (Mercedes-Benz Group, 2026; ICDP, 2025).
Place Strategy
Strategy of distribution drastically differs (Cavusgil, Knight and Riesenberger, 2020). Mercedes uses the selective experience-based model in Japan (Mercedes-Benz Japan, 2025). The network focuses on deep customer relationship and consultative selling through field force (Xian Chang Li) (Hamada, 2023). Five of the EQ models, CHAdeMO chargers, and exclusive EQ Experts can be seen in the 2022 dedicated EQ showroom in Yokohama (1,221 square meters) designed to overcome the EV scepticism (Mercedes-Benz Japan Media, 2022; Morgan Stanley MUFG, 2024). This gradualist practise is based on the fact that the foreign brands possess only 243,129 units per year (JAMA, 2025; Mizuho, 2025). 
Place strategy in the UK emphasises accessibility and infrastructure that is driven by compliance (SMMT, 2025). Mercos has 4,884 franchised stores all over the country and it needs to be widely spread and at the same time be premium (ICDP, 2025). The UK network is more supported in throughput, the number of Mercedes sold in September 2025 alone is 14,271, which is volume orientation (SMMT, 2025). The attention has turned to EV charging infrastructure to help in the speed-up timeline of electrification (UK Government, 2024; Zapmap, 2025). 
Promotion Strategy
Japanese make use of high context communication which values heritage, accuracy and long-term satisfaction via high-touch channels (Hall, 1976; Takada and Jain, 199). It is concentrated on the establishment of trust and EV education through physical showrooms instead of the mass media (Mercedes-Benz Japan, 2025; Dentsu, 2025).
Low-context approaches that are embraced in the United Kingdom focus on performance, technology, and observable status (Hall, 1976; de Mooij, 2019). In the middle-class, upper-class segment, TV advertisement is directed to middle-aged people who spend 3.36 hours daily on the TV, whereas digital and competitive channels are competing at the very competitive premium segment (Thinkbox, 2025; eMarketer, 2025; YouGov, 2025).
People, Process, and Physical Evidence
Japanese people strategy focuses on the EQ Experts and relationship-oriented salespeople in order to deal with the specific technical inquiries and resale issues (Mercedes Benz Japan Media, 2022; Nikkei, 2025). On the contrary, the UK people approach focuses on performance experience and business fleet potential (BVRLA, 2025). Educational test drives and more extended EV trials aimed at overcoming the barriers to adoption are also a feature of process in Japan (Mercedes Benz Japan, 2025; Morgan Stanley MUFG, 2024). In comparison, UK processes can manage more volumes and complexities in business fleets (ICDP, 2025; BVRLA, 2025).
Physical evidence is not similar: the EQ showroom in Japan has solar panels and vehicle-to-home equipment that will serve to demonstrate the interest in living an EV lifestyle (Mercedes‑Benz Japan Media, 2022; Yamaguchi, 202). UK physical evidence emphasizes performance test drives and AMG brand hallmarks (Mercedes Benz Group, 2025; Autocar, 2025).
[bookmark: _Toc225028079]c. An Analysis of the Brand’s Directional Development Strategy in Japan
The directional development strategy of Mercedes Benz in Japan is a purposefully gradualist strategy of entering the international market, which is predetermined by the specific institutional environment and consumer behaviour of the country (Cavusgil, Knight and Riesenberger, 2020; Mercedes Benz Japan, 2025). As the leading import brand over ten years, selling 50,857 units in 2025, the brand is strategically challenged to continue its growth despite the extraordinarily slow adoption of electric vehicles (EVs) in Japan, where EVs only constitute 1.6% units of total vehicle sales (JAMA, 2025; Mercedes Japan, 2025). The strategy of Mercedes Benz in Japan can be described, using the directional matrix developed by Ansoff (1957), as a hybrid between market penetration (protecting its position as a leader in premium imports) and product development (electrification), implemented with both unusually conservative, education-intensive manner (Ansoff, 1957) .
At the heart of this directional approach is the first dedicated EQ showroom globally, which is located in Yokohama and it was opened in 2022 (Mercedes  Benz Japan Media, 2022). Five EQ models, three CHAdeMO charging stations, and specialised EQ Experts, including 1,221 Sq ft, can be found in this facility, which entails large-scale investment aimed at overcoming the Japanese consumers, who have a strong hesitation-aversion to uncertainty issues regarding EV resale value, charging infrastructure, and overall cost-of-ownership (Hofstede, 2001; Mercedes 2025). This initiative is a typical example of a non-market approach (Baron, 1995) in which the focus did not lie on the current sales volume but on institutional legitimacy: establishing a physical location dedicated to EV education, the Mercedes-Benz producers filled the information asymmetry that curtailed the adoption of the EV in Japan (Morgan Stanley MUFG, 2024; Nikkei, 2025). Strategic logic is congruent with the institutional theory developed by Peng (2003) that argues that companies in host countries that have high institutional voids should engage in legitimacy-building efforts, which extend beyond the traditional product deployment (Peng, 2003; Peng, Wang and Jiang, 2008).
Simultaneously, Mercedes Benz uses product-based directional initiatives, which strengthen exclusivity instead of volume growth. The brand is strategically positioned in a market where excessive volume growth would be against the habit of Japanese consumers to think in total costs, by creating deliberate scarcity in the limited-edition CLA 45 S 4MATIC Final Edition -100 coupe units and 30 Shooting Brake units nationwide (Mercedes -Benz Japan Media, 2022; Sato and Yoshida, 2023). This is a strategic renunciation of the market-development alternative of aggressively penetrating against the lower-end markets, which would threaten to the water down of the brand as an import-leader (Keller, 2008; Mercedes Benz Japan, 2025). Rather, it is directionally oriented toward the expansion of relationships with the high-net worth segments with innovations in the service, including the introduction of the so-called MB Rent - the protracted test-driving programme during which the potential EV purchasers will be able to experience the product over the course of days or weeks, which will directly counteract the barriers to its adoption (Mercedes Benz Japan, 2025; Morgan Stanley MUFG, 2024).
Critically, gradualist directional strategy comes with risks. As the market share of EVs in Japan only stagnates at 1.6%, with local brands like Toyota enjoying the benefits of hybrid dominance, the high investment made by Mercedes-Benz in specific EQ infrastructure might not deliver the optimal returns in case the market does not reach a critical mass during the payback period of the investment (JAMA, 2025; McKinsey, 2024). This is in stark contrast to the more directional strategy of the brand in the UK, where regulations (2035 ICE ban) and consumer environmental consideration (40% - luxury feature seekers - value low-emission technology) would warrant a swift rollout of an EV portfolio across all the segments (UK Government, 2024; YouGov, 2025; SMMT, 2025). As per the strategic typology developed by Miles and Snow (1978), MercedesBenz in Japan is an analyzer that stabilises its core business, whilst being cautious about its product development, which in UK is a prospector that goes out of its way to develop new EV models before the regulatory deadlines.
Future directional development in Japan will likely extend the education‑first model. As a precursor to that, Mercedes Benz already installed a vehicle-to-home (V2H) into its Yokohama showroom, which indicates a potential strategic shift into the energy services field, i.e., an inconsiderate diversification that may offset the slow sales of EVs, by tapping into value in the wider EV ecosystem (Yamaguchi, 2024; Mercedes Benz Japan Media, 2022). Moreover, the fact that the brand has continued to invest in field force (Xian Chang Li) capability, which is a Japanese retail-management philosophy of consultative selling, indicates that directional growth will be attained through an increase in the intensity of customer lifetime value instead of distribution outlets increase (Hamada, 2023; Mercedez Benz Japan, 2025). This is in compliance with the resource-based perspective (Barney, 1991), who capitalises upon the Japan-specific organisational resources as a source of enduring competitive advantages (Barney, 1991; Wernerfelt, 1984).
[bookmark: _Toc225028080]d. Evaluation of Ethical Issues Related to the Marketing Mix in Japan and the UK
The strategies of the international market entry and expansion of Mercedes Benz in Japan and the United Kingdom have been used in conjunction with notable ethical issues, especially those related to product integrity, promotional transparency, and supply-chain responsibility (Crane and Matten, 2019; Brenkert, 2008). The marketing-mix choices made by the brand have created conflicts between the interests of the shareholders and the viable interests of consumers, the regulators and the local communities (Freeman, 198; Donaldson and Preston, 1995) on application of the stakeholder theory (Freeman, 1984).
Environmental Ethics and Emissions Compliance
The biggest ethical problem in both markets is based on the 2015 Dieselgate scandal, where Mercedes-Benz, owned by Daimler, was involved in the fraud of using illegal defeat devices to cheat diesel emissions test (FT, 2019; BGH, 2022). In the United Kingdom, it affected 300,000 to 350,000 Mercedes-Benz diesel vehicles and this prompted a class-action lawsuit of over 200,000 plaintiffs (Slater and Gordon, 2024; Guardian, 2023). The violation of ethics directly compromised the product component of the marketing mix: vehicles that were being sold as BlueTEC clean diesel in reality were emitting up to 10 times the legal level of carbon dioxide under real driving conditions (ICCT, 2015; UK Government, 2020). This amounts to infringement of the principle of non-maleficence, i.e., the obligation not to harm, through subjecting consumers and urban citizens to a disproportionate amount of air pollution (Schlegelmilch and Oberseder, 2010). 
In Japan, in spite of the fact that Mercedes-Benz was not the centre of domestic diesel research, the brand positioning of diesel models as eco-friendly in the 2010s produced a comparable ethical liability (Mercedes-Benz Japan, 2014, p. 2; NHK, 2018, p. 1). The subsequent discovery of defeat devices in Japan, combined with already sceptical attitudes of the consumers towards the technologies of diesel engines, hurt the credibility of the claims that the brand had in terms of environmental protection, the direct opposite of the principle of veracity in marketing ethics (Carson, 2010; Toyota et al., 2022).
Product Safety and Recall Ethics
Emissions are not the only ethical issues of concern in the product dimension. Mercedes-Benz fell into the Takata air-bag crisis in Japan which had impacted over 10 million cars across the world (NHTSA, 2020). The reaction of the brand to recalls in Japan, where the demands of the target audience on corporate responsibility are very high, were also criticised due to the delays in informing the owners about the crisis and replacing the faulty inflators (MLIT, 2019; Asahi Shimbun, 2020). Regarding the deontological approach, the fact that Mercedes-Benz was bound to focus on the safety of consumers seems to have been sacrificed to the priority of cost reduction and supply-chain stability (Arnold and Bowie, 2003; Beauchamp and Bowie, 2019).
Promotional Ethics and Consumer Targeting
The marketing mix element of promotion ethics in the United Kingdom poses ethical issues of targeting high-value fleet and business users. Mercedes-Benz UK has strongly been promoting vehicles by use of salary-sacrifice schemes and business contract hire where low monthly payments are encouraged which can mask the overall cost of ownership (BVRLA, 2025; What Car, 2024). Issue While some believe that the flaws in the regulatory provisions on consumer credit transparency apply to such promotions (FCA, 2024; Which 2025), critics argue that this problem sparks interest in retail consumers who do not necessarily understand residual-value risk in EV leases. The practise addresses ethical issues of vulnerable consumers and the duty of care that is attendant to the financialised model of marketing (Andreasen, 1975; Baker, 2020). 
The artificial scarcity of the limited-edition marketing approach, including the CLA 45S Final Edition with 130 units, puts a strain on the consumers to buy the product on impulse in Japan (Mercedes-Benz Japan Media, 2022; Ichikawa, 2025). Although it is not unethical (according to virtue ethics), it is questionable how the brand is creating a true customer value or it is cashing in on a fear of missing out to make deals (Solomon, 1992; Murphy, Laczniak and Prothero, 2012). 
Pricing Ethics and Resale Value Claims
In Japan, Mercedes-Benz also applies the idea of better resale value as the basis of the price formation heavily to the claim of the superior resale value being part of the total cost thinking appeal (Mercedes-Benz Japan, 2025; Sato and Yoshida, 2023). However, these long-term commitments are at odds with the reality of the quick loss of value of early EQ electric models (e.g., EQC losing up to 50% of value in three years) (Nikkei, 2024; Morgan Stanley MUFG, 2024). The disconnect between promotional communication and the reality in the market is a possible breach of the ASA Code, assuming that the UK situation had been used, and the Japanese Act against Unjustifiable Premiums and Misleading Representations (CAA, 2019; JARO, 2023).
[bookmark: _Toc225028081]e. Recommendations for Mercedes-Benz's International Marketing Strategy
Mercedes-Benz needs to change to a dual-acceleration approach that would provide a solution at both Japan cultural reluctance toward EVs and the post-Brexit regulatory squeeze in the United Kingdom (Cavusgil, Knight and Riesenberger, 2020; Mercedes-Benz Group, 2025). 
First, the brand must build on its Japan education first model, by digitalizing the Yokohama EQ showroom concept into a national virtual-reality experience network, which will expose fixed-cost less than overcome geographic concentration (Mercedes-Benz Japan Media, 2022; Morgan Stanley MUFG, 2024). This is in line with resource based view logic through the mobilisation of the available specialised capabilities (Barney, 1991). 
Second, to mitigate the risks of tariffs in the post-Brexit period, Mercedes-Benz should pre-position localisation of the final assembly of its EQ models in the United Kingdom by transforming its 54.73 units per outlet throughput benefit into a buffer of supply-chain resilience (SMMT, 2025; Kallenius, 2025). Such a step would also increase the levels of compliance with the domestic content requirements of the Zero-Emission Vehicle Mandate (UK Government, 2024). 
Third, ethical transparency needs to be institutionalized in the marketing mix to regain trust in the stakeholders (Crane and Matten, 2019). This will involve the release of nation-specific total cost of ownership calculators of EVs to offset previous exaggerated resale-values of EVs in Japan (Sato & Yoshida, 2023; Nikkei, 2024) and implementing the Consumer Duty principles of the United Kingdom to all the fleet and retail finance offers (FCA, 2024; BVRLA, 2025).
Finally, Finally, Mercedes-Benz should remodel its STP strategy to create a new sub-brand HERitage and Performance to appeal to the demographic of the UK segment by targeting 40% of luxury features seekers (YouGov, 2025). At the same time, it ought to expand Japan EQ-specific programmes of leasing which ensure residual values and in so doing, directly address the issue of uncertainty-aversion (Hofstede, 2001; Mercedes-Benz Japan, 2025). These suggestions, which are based on the institutional and stakeholder theory, would allow the brand to sustain its premium positioning and decrease the risks tied to the market (Peng, 2003; Freeman, 1984).
[bookmark: _Toc225028082]Section 2: Reflective Account of the Research and Analysis Process
This reflection is structured based on the Reflective Cycle (Gibbs, 1988), examines the methodology involved in conducting, examining and developing a detailed report of the international market entry strategy and marketing mix at Mercedes-Benz in the United Kingdom and Japan. 
[bookmark: _Toc225028083]Description
The task involved the creation of a report detailing the analysis of international marketing of Mercedes-Benz in two countries. The assignment consisted of five different parts: comparison of the PESTEL analysis of Canada and the UK, STP and 7Ps marketing-mix analysis, directional development strategy analysis in Canada, ethical issues assessment in the marketing mix, and strategy suggestions. The original resources were the Mercedes-Benz Annual Report 2025, the global brand site, and Mercedes-Benz Canada site. The secondary sources, including Desklib articles, media coverage in Cantech letter, Business Matters, and Global News, as well as other marketing publications, were also reviewed to cover all the areas.
Feelings
I felt overwhelmed at first due to the difficulty of making a comparison between two different markets with the level of theoretical rigour. The requirement to incorporate in-text references in each sentence and the need to maintain a critical analysis instead of description was especially challenging. Nevertheless, towards the end of the evolution, the trust in the systematic use of tools like PESTEL and the 7Ps increased. The unavailability of certain sources that provided UK market specifics were frustrating because it was imperative to use European backgrounds as a proxy of the Annual Report, thus creating doubt in the validity of the UK-specific analysis. On the contrary, the amusement of successfully applying the theoretical constructs, i.e., Dunning Eclectic Paradigm, greenwashing theory and stakeholder theory, into practical cases, helped to add to the depth and breadth of the analysis in the ethical issues section.
Evaluation
There were a number of factors of the investigation process that worked. The comparative macro-environmental analysis had a distinct organisational structure presented through the PESTEL framework. The use of the strategic statements contained in the Annual Report as evidence to make a direct connexion between the corporate decisions and the theoretical frameworks was made possible. Access to the exact Canadian sales information (e.g., 31 299 passenger vehicles in 2025; GLC 25% growth) enabled the evidence-based analysis and added credibility to it. Lack of UK specific data was a major weakness. The use of European context of the Annual Report as some sort of a proxy took a risk of simplifying the unique regulation and cultural dynamics after Brexit. 
Analysis
Reflectively, the adopted method is consistent with the current scholarly practise with regard to international marketing research. There is no wrong in depending on the secondary information of corporate reports and industry publications; nevertheless, the assignment highlighted the existing biases inherent to the company-produced information. It was necessary to cross-reference with external sources, namely, the information about the Ottawa procurement problem provided by the Global News (2018) and the information about the Greenwashing allegations offered by LBBOnline (2022) to have a balanced analysis. The fact that theoretical frameworks were utilised was critical in moving beyond descriptive narration. When analysing the strategy of electrification in Canada, the Ansoff Matrix was used to conceptualise the development of the product as the directional type of strategy and the BCG matrix positioned SUVs as cash-cows that fund electrification. This lens transformed raw sales data into meaningful strategic insight. Similarly, the use of the greenwashing theory (Marketing-Interactive, 2026) to the UK campaign Nature or Nothing helped to explore ethics of the promotion systematically, instead of a cursory explanation of the scandal.
Conclusion
Based on this experience, there are some important lessons to be learnt. To begin with, efficient international marketing analysis requires triangulation between more than one source to overcome constraints of any given piece of data. Second, theoretical frameworks are invaluable tools of converting the descriptive information into analytical understanding. Third, the ethical analysis should receive the same consideration as the corporate failures and the actual stakeholder initiatives and therefore balance the assessment. Fourth, the quality of analysis depends on the availability of market-specific data; the researchers must clearly admit the data gaps and what effect it may have on conclusions. Taking into consideration that UK market analysis was limited by data constraints, I admit that I had to find more specific sources relating to the UK, or clarify this constraint more strongly in the future research. 
Action Plan
Going forward, in future international marketing research tasks, I would apply a set of methodological modifications. To begin with, I will devote more time to making primary sources country-specific before starting any analytical process and, thus, avoid excessive use of the generalised global corporate reports. I will also clearly record the data restrictions in my analysis as well and critically assess how the restrictions may possibly affect validity of my findings. Furthermore, to enhance the aspect of theoretical strength, I will contrast several analytical frameworks, including Porters Diamond and PESTEL, to have a more detailed interpretation of the contextual variables. At the same time, I am going to be more strict and systematic when confirming the credibility of the sources, giving preference to peer-reviewed journals and official regulatory documents, along with the publications of the industry. Lastly, I will come up with standardised templates of comparative analysis which will provide a consistency and clarity in the application of theoretical frameworks in various national settings.
This reflective process has reinforced the fact that rigorous international marketing research goes beyond the simple process of data accumulation, it requires a critical evaluation of evidence, the consideration of the right theoretical constructs, and a clear analytical assessment of constraints.
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It can only be said that, as a benchmark market for the global automotive industry, the strategic

value of successfully conquering the Japanese market far exceeds the sales volume itself.

Nevertheless, 2025 has become the year in which foreign brands have launched a major
offensive in the Japanese auto market and may even break through its defenses. The lagging
electrification transformation of domestic giants has given foreign automakers, who have long

struggled in this area, a renewed opportunity.

In 2025, Japan's electric vehicle (EV) sales will increase by [{l69% year-on-year to 60,677 units
(including imported passenger cars, but excluding pure electric buses, trucks and other
commercial vehicles), with an electrification rate of only 1.6%, ranking at the bottom among

major global markets.

Toyota, born in Japan, will retain its title as the world's largest automaker for the sixth
consecutive year in 2025 with sales of 11.3 million vehicles. However, in terms of powertrain,
hybrid vehicles account for 42%, while pure electric vehicles account for only 1.9%, with global
sales of less than 200,000 units. Of these, only 4,227 were delivered in Japan.
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market share of over 90% for many years, and almost all of the top 10 best-selling brands are
domestic brands. Even though Japan has zero tariffs on imported cars, foreign brands simply
cannot sell their products. Japan is known as "the world's most closed open market.”

A number of overseas brands have failed here: Opel of Germany in 2006, Hyundai of South Korea
in 2009, and Ford of the United States withdrew one after another. Only a few European luxury
brands such as Mercedes-Benz, BMW, and Volkswagen have managed to stay. Although they

ke have a certain market presence, their actual sales volume has always been limited.
5] In 2025, Japan's domestic new car sales reached 4.5658 million unit
Comment  3:3%,of which passenger car sales reached 3.8363 million units.
However, among them, Mercedes-Benz sold fEgfvehicies in Japan (down 4% year-on-year),
Q BMW sold 35,729 vehicles (up 1% year-on-year), and Volkswagen sold 31,031 vehicles (up 36%
collect year-on-year).
= It can only be said that, as a benchmark market for the global automotive industry, the strategic
value of successfully conquering the Japanese market far exceeds the sales volume itself.
share

Nevertheless, 2025 has become the year in which foreign brands have launched a major offensive

the Japanese auto market and may even break through its defenses. The lagging electrification
transformation of domestic giants has given foreign automakers, who have long struggled in this
area, a renewed opportunity.

In 2025, Japan's electric vehicle (EV) sales will increase by 1.6% year-on-year to 60,677 units
(including imported passenger cars, but excluding pure electric buses, trucks and other
commercial vehicles), with an electrification rate of only 1.6%, ranking at the bottom among
major global markets.
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For a long time, the Japanese market has been regarded by foreign automakers as an even more
difficult marginal market to penetrate than South Korea.

Although Japan has consistently achieved annual sales of four to five million units, domestic
brands have formed an absolute monopoly in Japan. Japanese automakers have maintained a
market share of over Bl for many years, and almost all of the top 10 best-selling brands are

dome:

brands. Even though Japan has zero tariffs on imported cars, foreign brands simply

cannot sell their products. Japan is known as "the world's most closed open market.”

A number of overseas brands have failed here: Opel of Germany in 2006, Hyundai of South Korea
in 2009, and Ford of the United States withdrew one after another. Only a few European luxury
brands such as Mercedes-Benz, BMW, and Volkswagen have managed to stay. Although they

have a certain market presence, their actual sales volume has always been limited.

In 2025, Japan's domestic new car sales reached 4.5658 million units, a year-on-year increase of

3.3%, of which passenger car sales reached 3.8363 million units.

However, among them, Mercedes-Benz sold 50,857 vehicles in Japan (down 4% year-on-year),
BMW sold 35,729 vehicles (up 1% year-on-year), and Volkswagen sold 31,031 vehicles (up 36%
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YouGov CategoryView data shows that interest in hatchbacks and SUVs remains
high among British consumers. About 36% say they plan to buy a new or used
hatchback in the next 12 months, and 34% say the same about SUVs. This article
dives into demographics of these consumers, engine preferences, and purchase
priorities.

The age profiles of both groups are largely concentrated among adults aged 25-
54, but gender shows one of the strongest contrasts. Among those planning to
buy an SUV, 63% are men compared while 37% are women. Hatchback buyers,
by contrast, are more evenly split, with 54% men and 46% women.
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BMW and Mercedes-Benz are embroiled in a price war in
Europe, but Tesla is the driving force behind it?
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The price war in the European pure clectric vehicle market continues to escalate, and the
“instigator" of this ficrce competition is not a Chinese brand, but the American elcctric vehicle giant
Tesla.

According to a recent analysis by Bloomberg Intelligence, Tesla's proactive price cuts to curb its
889 sales decline this year have triggered price volatility across the European matket. This trend has
foreed premium brands like BMW and Mercedes-Benz to push for price parity between their clectric
and gasoline-powered vehicles, undoubtedly eroding automakers' profit margins and adding further
pressure to their already weak third-quarter results.

m 03-21 04:04 U.S. stocks closed lower across the board, with the Nasdaq falling ... (<)
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