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[bookmark: _Toc227586458]SECTION 01
[bookmark: _Toc227586459]1. Introduction
International marketing has become an important strategic function in the increasingly globalised and interconnected economic environment. It is the planning, development and implementation of marketing activities across national borders taking into account the differences in economic conditions, regulatory requirements, and cultural contexts. In more developed industries such as the global automotive industry, international marketing is no longer about market entry but about maintaining competitive advantages through strategic adaptation and standardisation. Firms doing business globally are forced to be prudent in balancing marketing mix with local market (micro) dynamics and with common global brand identity (macro).
The premium automobile industry is one of the most complex and competitive industries in international business. Characterised by rapid innovation in technology, strict environmental regulations and shifting consumer preferences, it requires a very high level of strategic responsiveness. Within this context Mercedes-Benz is a globally recognised leader in the field of luxury mobility and synonymous with engineering excellence, innovation and prestige. As a part of the Mercedes-Benz Group AG, the brand works in more than 130 countries and this provides an ideal subject for analysing international marketing strategies.
This report thus aims to provide a detailed comparative analysis of the international marketing mix of Mercedes-Benz in two developed but different markets, i.e., Germany and the United Kingdom. Germany is the brand's home market, with a strong engineering ethos and established background in the automotive industry; the United Kingdom, conversely, provides a contrasting background in the form of post-Brexit economic conditions, a service-oriented economy and highly brand-conscious consumers. This overall dual market analysis helps in having a nuanced understanding of the impact of the macro environmental and cultural factors on the marketing strategies.
The report uses well-known analytical frameworks such as pesty factors analysis for analysis of the macro environment, Hofstede's cultural dimensions for behavioural analysis, and segmentation, targeting and positioning (STP) model and extended marketing mixing (7Ps). Drawing on secondary qualitative information from academic, government and industry sources the analysis critically assesses the extent to which Mercedes-Benz adapts its product, pricing, distribution and promotional strategies in the two markets.
Eventually, the report aims at delivering evidence-based insights related to the strategic management of international marketing in order to offer recommendations for improving the brand's competitive positioning in both countries: Germany and the United Kingdom.
[bookmark: _Toc227586460]2. Background Information of the Company
[bookmark: _Toc227586461]2.1 Company Identity and Heritage
Mercedes-Benz Group AG is a globally recognised vehicle manufacturer of luxury vehicles, headquartered in Stuttgart, Germany Its roots reach back to the invention of the automobile in 1886 by Carl Benz, and ever since that defining innovation, Mercedes-Benz has itself built a reputation for engineering excellence, technological innovation, safety leadership and premium design. The company operates as one of the core brands of the Mercedes-Benz Group along with subsidiary brands such as Mercedes-AMG, and Mercedes-Maybach. Today, Mercedes-Benz makes a full array of passenger cars, vans and electrified vehicles for different market segments all around the world. (Mercedes-Benz Group)
[bookmark: _Toc227586462]2.2 Mission, Vision and Core Values
The mission of Mercedes-Benz is to provide the highest quality premium cars and commercial vehicles in the world with innovation, sustainability, and excellence in everything they do. This mission stresses the commitment to the superior quality of products, technological advancement, and customer satisfaction worldwide - central tenets for achieving its international marketing endeavours. (PESTEL ANALYSIS)
Core values that run through the fabric of the company are integrity, openness, respect, customer orientation, commitment to excellence and sustainability. These are values that guide the company's organisational culture and business practises, which affect internal stakeholder behaviours and external stakeholder perceptions in a similar way. As a global company and currently employing people of all backgrounds, Mercedes-Benz takes an active role promoting diversity and tolerance as a part of its corporate attitude. (Mercedes-Benz Mobility AG)
[bookmark: _Toc227586463]2.3 Vision and Strategic Orientation
Although there is no explicit, singular vision statement articulated universally in one spot in the corporate literature, Mercedes-Benz's strategic orientation emphasises the long-term commitment to pioneering mobility solutions, sustainability and digital transformation. The company's strategy emphasises three principles that guide its operations -- sustainability, integrity and diversity; ambition and team excellence; and acceleration through data and artificial intelligence -- that collectively drive the company's journey toward future mobility leadership. (Mercedes-Benz Group)
[bookmark: _Toc227586464]2.4 Geographic Presence: Home and Host Countries
As a company with German origins, Mercedes-Benz has Germany as its home market where it also has extensive production, research and development, and corporate facilities. Germany is the strategic heartland for innovation, engineering talent and industry partnerships, especially that of the wider ecosystem of European automotive industry. In contrast, the United Kingdom is an important host market with a developed luxury market environment, a healthy premium car market and unique consumer preferences evolved by post-Brexit regulatory environments, urban mobility trends and advanced digital retail infrastructures.
[bookmark: _Toc227586465]2.5 Sales Performance and the Market Scale
Globally, Mercedes-Benz remains one of the largest luxury automobile companies in terms of sales volumes. Recent corporate data show that in 2024, the Mercedes-Benz Group had about 1.98 million passenger car deliveries worldwide with about 641 800 in Europe and 213 456 in Germany affirming the continued relevance of Germany as a core market for the company despite the handling of competition and changes in demand patterns. (Mercedes-Benz Group)
[bookmark: _Toc227586466]2.6 Summary
In summary, Mercedes-Benz is a luxury car brand that has a rich heritage and a focus on quality, innovation, and global competitiveness. Its mission and main values allow to put forward sustainability and excellence in the forefront, and its operative presence covers a wide range of markets, occupying Germany and the UK to the forefront. Contemporary sales figures show both the breadth of the brand and the level of competition within the luxury automobile sector. Integration of cultural, economic and regulatory considerations highlight the complexity in international marketing management for the brand.











[bookmark: _Toc227586467]3. The Macro Environment: Comparative PESTEL Analysis
An effective international marketing strategy requires a thorough understanding of forces in its macro-environment which shape market conditions. The PESTEL framework, which covers Political, Economic, Social, Technological, Environmental, and Legal factors presents a structured way of analysing these external influences. For a global brand like Mercedes-Benz, business in both Germany and the United Kingdom requires a thorough alteration to difference in the macro-environmental dynamics.
Table 1: Comparative PESTEL Analysis – Germany vs United Kingdom
	Factor
	Germany
	United Kingdom
	Comparative Implications

	Political
	Stable governance within EU framework; strong industrial policy
	Post-Brexit regulatory independence; evolving trade policies
	UK market faces higher trade barriers and import complexities

	Economic
	Strong manufacturing economy; high GDP stability
	Service-oriented economy; currency fluctuations (GBP)
	UK pricing more volatile due to exchange rates and import costs

	Social
	Engineering-oriented culture; value on quality and reliability
	Status-conscious consumers; higher emphasis on brand image
	Marketing messages must be functional in Germany and aspirational in UK

	Technological
	Global leader in automotive R&D and innovation
	Advanced digital and EV infrastructure
	Germany leads in production innovation; UK in EV adoption incentives

	Environmental
	Strict EU emissions regulations; strong sustainability focus
	Net-zero targets; aggressive EV adoption policies
	UK offers stronger consumer incentives for electric vehicles

	Legal
	Harmonised EU automotive standards
	Independent regulatory system post-Brexit
	Compliance complexity increases for UK operations



Political Factors
Germany enjoys a very stable political climate in the European Union with stable industrial policies that favor automobile production. Government support to innovation and sustainability has built strength to domestic automotive sector. In contrast, the United Kingdom's exit from the European Union has brought to-play in regulatory divergence as well as trade complexities. 
Economic Factors
Germany is a country with a strong and well-established manufacturing base and a relatively stable economic growth. This stability ensures a steady demand for premium vehicles especially from professional and industrial consumers. On the other hand, the UK economy is more dependent on services and is more unstable, especially with the currency volatility in the wake of Brexit. Exchange rate fluctuations can have a significant impact on achieving the pricing of the imported vehicles such as Mercedes-Benz models, which can affect the affordability of the vehicles as well as the consumer demand. 
Social Factors
Social and cultural differences are an integral part of consumer behaviour. German consumers usually value functionality, engineering quality and long-lasting reliability. This is in line with the tradition of precision engineering of Mercedes-Benz. In contrast, UK consumers tend to link luxury vehicles with social status and personal identity, which puts more emphasis on the brand image and symbolic value. 
Technological Factors
Germany is well known as a global center for innovation in automobiles, with huge investment in research and development. Mercedes-Benz takes advantage of this environment to continue to hold technological leadership, especially in the areas of performance engineering and manufacturing processes. The United Kingdom of course is not as dominant in manufacturing but has shown strong progress in developing digital infrastructure and in the adoption of electric vehicles (EV). 
Environmental Factors
Environmental sustainability has taken centre stage in both markets, though there is some divergence of policy. Germany follows strict European Union emissions standards which have forced manufacturers to invest a great deal in cleaner technology. The United Kingdom has set positive net zero goals and offers financial incentives to promote the adoption of EVs. 

Legal Factors
Legal frameworks covering the automotive industry are also different in the two countries. Germany operates under harmonised EU regulations and therefore there will be uniformity in member states. In contrast business within the UK's independent regulatory environment post-Brexit is subject to further compliance requirements. 



[bookmark: _Toc227586468]4. Culture Orientation and Consumer Behaviour
Understanding cultural dynamics is vital in the field of international marketing, as consumer perceptions, values, and buying behaviour are deeply rooted to the societal norms. For a high-end brand like Mercedes-Benz, cultural sensitivity is especially important given that luxury consumption is frequently determined not only by utilitarian needs; it is determined by symbolic meanings as well. 
Figure 1: Cultural Comparison – Germany vs United Kingdom (Hofstede Framework)[image: ]

Source: The Culture Factor (2024) Country comparison tool: Germany vs United Kingdom. Available at: https://www.theculturefactor.com/country-comparison-tool?countries=germany%2Cunited+kingdom (Accessed: 20 April 2026).
Comparison of Germany and the United Kingdom (Hofstede Dimensions) based on culture.
A comparative cultural analysis according to Hofstede Cultural Dimensions shows considerable variations between Germany and United Kingdom that directly relate to consumer behaviour and marketing approaches.
The power distance in both countries is fairly low, suggesting that they prefer egalitarian forms and participative decisions. Nonetheless, the United Kingdom exhibits a more casual style of power than Germany, in which the organisational structures are more likely to be well defined.
United Kingdom is considerably higher than Germany in terms of individualism as there is more emphasis on individual autonomy, self-expression and individual success. Although Germany remains individualistic, it values more the structured institutions and the efficiency of a group.
In terms of achievement/success motivation (masculinity) the score of the two countries is the same. This means that the core cultural values in the two settings are competitiveness, performance and achievement, which contributes to high demands of quality and performance-based products.
One of the key differences is in uncertainty avoidance. Germany portrays a greater level signifying a preference towards rules, planning and minimization of risks. The United Kingdom, in contrast, tolerates ambiguity and change and therefore has more flexibility in making decisions and openness to innovation.
As part of long-term orientation, Germany can be described as highly future oriented, where perseverance, sustainability and long-term planning are important. This is not the case in the United Kingdom though; the country has a more balanced orientation of both the short-term and long-term orientation.
Lastly, there is a great variance in indulgence. United Kingdom has been described as being highly indulgent with more focus on leisure, enjoyment and lifestyle. Germany, in turn, is more conservative, disciplined and restrained in its consumption.
The German culture is more structured, disciplined and future oriented, as opposed to the United Kingdom, whose culture is more flexible, individualism and lifestyle oriented, and this has a big impact on marketing communication and consumer related strategies.
[bookmark: _Toc227586469]5. Segmentation, Targeting, Positioning (STP)
The Segmentation, Targeting, and Positioning (STP) framework is at the centre of developing effective international marketing strategies. It helps firms to understand different consumer groups and choose the most suitable target groups and make offerings in a way that provides a sustainable competitive advantage. For a global luxury brand like Mercedes-Benz, the application of STP changes in different markets, due to the change in economic condition, the cultural value, and the behaviour of the consumer. This section is a comparative analysis of the strategies of STP for Germany and the United Kingdom.
[bookmark: _Toc227586470]5.1 Segmentation Strategy
Mercedes-Benz uses a multi-dimensional segmentation strategy, combining geographic, demographic, psychographic and behavioural variables to capture the intricacy of the luxury auto market.
· Geographic Segmentation:
In Germany, segmentation mirrors regional economic strength and industrial concentration and there is a higher demand in the more economically developed regions such as Bavaria and Baden-Württemberg. In the UK, demand is generally more concentrated in urban centres - London and the South East - where there is more income and more consumption based on lifestyle.
· Demographic Segmentation:
In both markets, the target brand is focused on high-income people such as professionals, executives, entrepreneurs, and business owners. There is however a rising market segment within the UK for younger affluent consumers who are drawn to entry level luxury models.
· Psychographic Segmentation:
German consumers are likely to be characterised as having a preference for functionality and reliability coupled with technical excellence, while in the UK, consumers are more heavily geared towards status, lifestyle and brand symbolism. This difference has an important effect on product preference and marketing communications.
· Behavioural Segmentation:
In Germany customers are often very brand loyal and value long-term value. In contrast, consumers in the UK are more sensitive to the brand image, promotional activities and innovation, especially in emerging areas such as electric vehicles.
[bookmark: _Toc227586471]5.2 Targeting Strategy
Mercedes-Benz pursues a differentiated targeting approach in which it operates in different segments that are made up of premium customers while preserving a consistent global brand identity.
· Germany:
The target market is primarily composed of established professionals, engineers and corporate clients that value performance, safety and engineering precision. Fleet and corporate sales are also important, indicating the country's strong industrial base.
· United Kingdom:
In addition to more classic high-income consumers, the brand targets aspirational, middle-upper class consumers, especially in metropolitan areas. Younger professionals and entrepreneurs are an important growth segment, particularly of compact luxury models and electric vehicles.
[bookmark: _Toc227586472]5.3 Positioning Strategy
Positioning is the process of how a brand is perceived in the mind of the consumer compared to their competitors. Mercedes-Benz has one world consistent positioning, focused around luxury, innovation and quality, but localised affecting its focus to what the local market expects.
Table 2: STP Comparison – Germany vs United Kingdom
	Element
	Germany
	United Kingdom

	Segmentation
	Performance and function-oriented
	Lifestyle and status-oriented

	Targeting
	High-income professionals, corporate clients
	Affluent and aspirational consumers

	Positioning
	Engineering excellence and reliability
	Luxury, prestige, and social status



· Germany:
The brand is set up as a signifier of engineering excellence and technological superiority. Marketing communications focus on aspects such as precision, safety and long-term reliability in accordance with the consumer expectation for functional value.
· United Kingdom:
In comparison, Mercedes-Benz is a prestigious and aspirational luxury brand. The emphasis is placed on elegance, status and higher living comfort, appealing consumers such desire for social recognition and aided to personal expression.
[bookmark: _Toc227586473]5.4 Critical Evaluation
The comparative analysis of STP strategies shows that although Mercedes-Benz has a strong global brand identity, it makes a good adjustment to its segmentation and positioning to reflect the local market situation. This balance between standardisation and adaptation is very important for maintaining competitiveness in the international markets.
In Germany, the conformity between the core values of the brand and the expectations of consumers gives a natural competitive advantage. However, this may also reduce the opportunity to experience expansion to new markets if the brand continues to be too preoccupied by traditional consumers.
In the United Kingdom, the wider approach of strategy increases the scope on the market, but increases competition, price sensitivity especially in entry-level luxury. This requires constant innovation both with respect to the product and marketing communication.
[bookmark: _Toc227586474]6. International marketing Mix (7Ps)
The marketing mix or 7Ps framework is a crucial tool for converting strategic objectives into marketing tactics that can be implemented. For a premium automotive brand such as Mercedes-Benz, the 7Ps (Product, Price, Place, Promotion, People, Process, and Physical Evidence) will require to be adapted to local market conditions within the global brand consistency. This section shows a comparative analysis of the application of the 7Ps by Mercedes-Benz in two countries: Germany and United Kingdom, in which international marketing principles dealing with product and pricing are integrated.
[bookmark: _Toc227586475]6.1 Product Strategy (international marketing principles)
Mercedes-Benz's product strategy includes both options, depth and width, to meet the varying demands of consumers:
· Depth of Product: This refers to the range of models and trims of one particular product line. For example, the C-Class is offered in several trims in combination with different engine options, inner packages and technological features.
· Width of Product: Relates to brand extension to various segments (AMG: high-performance, Maybach: ultra-luxury and EQ: electric vehicles)
Table 3: Product Adaptation: Germany vs United Kingdom
	Product Factor
	Germany
	United Kingdom
	Implication

	Model Focus
	Traditional combustion engines; performance-oriented
	Increased electric vehicle adoption (EQ line)
	UK demand influenced by government incentives and EV adoption trends

	Design & Features
	Engineering precision, safety, long-term reliability
	Luxury enhancements, infotainment, comfort features
	UK consumers prioritize status and lifestyle appeal

	Packaging & Customisation
	Standardised European specifications
	Adjustments for local preferences (steering wheel orientation, units, trims)
	Ensures regulatory compliance and market relevance

	Branding Strategy
	Corporate master brand with clear product hierarchy
	Hybrid branding emphasising prestige and luxury
	Supports aspirational positioning in UK



[bookmark: _Toc227586476]6.2 Pricing Strategy 
Mercedes-Benz uses a methodic approach to pricing which reflects market conditions, brand positioning and consumer behaviour. The six stages are as follows:
Figure 2: 6-Stage Model of Pricing Strategy
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Source: Created by author

1. Setting Strategic Pricing Objectives: Make maximum revenue and keep the brand image high.
2. Estimate Demand, Pricing, Price Elasticity and Perceived Value: Demand is less price elastic in Germany and quality is preferred over price. Status and perceived luxury value are important in the UK.
3. Determine Costs and Relationship to Volume: Production costs are to a large extent standardised, but distribution and import duties have their effect on UK pricing.
4. Examine Competitors Prices and Costs: Competitive benchmarking with BMW, Audi, Jaguar and Tesla.
5. Select Method for Calculating Price Cost-plus for domestic Germany and value-based pricing for UK luxury and EV segments.
6. Set a Price Level: This is adjusted for taxes, import duties, and change in the value of currency.
[bookmark: _Toc227586477]6.3 Place (Distribution Strategy)
· Germany: Mercedes-Benz has the benefit of a strong domestic dealership network and a direct sales system. The company takes advantage of regional distribution hub staff and integrated supply chains, which maintains the availability of vehicles and after-sales service excellence.
Example: - United Kingdom: Distribution is more dependent on imports and third-party dealerships. Urban concentration of wealth makes metropolitan areas the main target with high-end showrooms placed strategically to give maximum visibility and experience to customers.
[bookmark: _Toc227586478]6.4 Promotion Strategy
Promotional strategies are adapted to the culture and psychology of consumers:
· Germany: Rational, performance-based advertising based on technical innovation, safety and reliability. Channels include publications in the industry, technical expo and digital campaigns that focus on specification.
· United Kingdom: Emotion-based marketing that focuses on luxury, prestige and lifestyle. Channels include lifestyle magazines, celebrity endorsements, experiential marketing, and digital marketing such as highlighting social status.
[bookmark: _Toc227586479]6.5 People
· In low-income countries and especially in Asia, mobile phone technology in general has experienced a substantial growth in user numbers because of the availability of mobile information services in developing countries.
· In the UK, the sales people are trained to promote the prestige of the brand by means of personalised, relationship-oriented interactions.
[bookmark: _Toc227586480]6.6 Process
· Germany: Streamline production and delivery methods based on innovative manufacturing systems.
· Fuel cell technology: Proven technology. Fuel cell technology is already proven and is expected to become more mainstream across many industrial sectors in the coming years.
[bookmark: _Toc227586481]6.7 Physical Evidence
· Showrooms and service centres serve as a physical sign of the quality of the brand.
· Germany: Modern, technically oriented showrooms with an emphasis on engineering heritage.
· UK: Experience driven showrooms (Convey prestige, luxurious lifestyle).


[bookmark: _Toc227586482]7. Directional Development Strategy 
The forward-looking goal of directional development of Mercedes-Benz in the United Kingdom is an adaptation to structural changes in the automotive market (especially to the electrification and digitalisation), as well as to changing consumer demands. To critically make out this strategy, it will be beneficial to combine Porters Generic strategies that explain the way companies gain an edge by cost leadership, differentiation, or focus strategies.
Application of Porter’s Generic Strategy
In UK market, Mercedes-Benz majorly uses a differentiation approach. The brand does not focus on the price but focuses on higher quality, technological level, high luxury design, and brand prestige. This competitive positioning allows the company to sell on a premium price with a different identity under a highly competitive automotive industry.
Figure 3: Porter’s Generic Strategies Framework
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Source: Adapted from Porter (2008)
UK Market Strategic Directions.
One of the most important aspects of the differentiation strategy that Mercedes-Benz implements in the UK is its rapid switch to the electric mobility. The company has endured with its EQ sub brand, that manufactures high quality electric cars like the EQS and EQE and sells them with a mix of sustainability and luxury. This goes hand in hand with government policies in the United Kingdom encouraging zero-emission vehicles and is a reaction to the growing consumer environmental awareness. The incorporation of the sustainability and sustainability into the value proposition not only provides the company with better ethical positioning but also competitive differentiation as well.
Simultaneously, digital transformation is important in intensifying market presence. The digital penetration levels in UK consumers are high, and this aspect is encouraging that forced Mercedes-Benz to increase its online sales tools, virtual showrooms, and personalised digital services. The innovations make the customer journey more efficient and add to the image of the high-end brand by making the brand experience more convenient and technologically sophisticated.
Moreover, the company is orienting on the premium experience differentiation. In UK, where consumer behaviour relies so much on the lifestyle and social status of the people, Mercedes-Benz invests on experiential marketing, luxury showrooms, and custom-made customer services. This strategy increases the emotional bond with the consumers and the brand loyalty.
Critical Evaluation
A differentiation strategy adopted will help Mercedes-Benz to remain high in terms of competition within the UK luxury automobile market. Nevertheless, such a method also has its difficulties. High pricing can reduce access especially in the time of economic insecurity and inflation. Also, due to the growing competition of the conventional competitors as well as new electric cars, the necessity of constant innovation is growing.
However, the company has developed a consistent and future focused development path due to the strategic orientation of luxury, sustainability, and digital innovation. Mercedes-Benz can maintain its competitive edge in the United Kingdom by concentrating its differentiation strategy with the developing market trends.
[bookmark: _Toc227586483]SECTION 02 
[bookmark: _Toc227586484]1. Ethical Marketing Analysis (Based on 7Ps)
Ethical considerations are becoming an increasingly important factor in international marketing, especially for global brands operating in different regulatory and cultural contexts. For Mercedes-Benz, it is crucial that we maintain our ethical consistency throughout the country in both Germany and the United Kingdom, as this is essential to ensure long-term trust and reputation of the brand. This section is a critical evaluation of the ethical and unethical practices in the context of the marketing mix (7Ps).
[bookmark: _Toc227586485]1.1 Examples of Ethical Marketing Practices
1. Sustainability and Environmental Responsibility (Products & Processes)
Mercedes-Benz has shown a fierce commitment to sustainability with the development of its EQ electric vehicle range as well as its investment in carbon neutral production processes. These initiatives demonstrate a sense of ethical responsibility as they address concern over climate change and are consistent with global environmental standards. In both Germany and the UK, the promotion of electric mobility is contributing towards carbon emissions-reduction, and helps achieve wider societal goals.
2. Transparency in Safety and quality standards (Product & Promotion)
The company has high standards of safety and quality which they always communicate in their marketing. By giving accurate information about the performance of the vehicle, safety features and the technological capabilities of the car, Mercedes-Benz upholds principles of transparency and consumer protection. This can be found especially important in the German market (where consumers are especially discerning about value in reliability) and in the UK, where brand trust is an important factor in purchasing decisions.

[bookmark: _Toc227586486]1.2 Types of Unethical Marketing Practices
1. Emissions Controversies (Product & Promotion)
One of the most notable ethical issues related to the automobile industry involving Mercedes-Benz is emissions reporting and diesels. There have been allegations of misleading emission data, and these have raised worries of lack of transparency and environmental responsibility. Such practices do not help build trust with consumers, and make a mockery of the sustainability claims, especially as markets are increasing in environmental conscious as in the UK.
2. Price Discrimination and Market Inequality (Price)
Differences between the prices in Germany and the UK for some goods, caused by taxes and import duty as well as strategic pricing, could lead to a perception of unfairness in the eyes of consumers. While some disparities in price are absolutely structurally justified, large price differences with little or no justifiable value can bring up questions about ethics of fairness and accessibility.
[bookmark: _Toc227586487]2. Focused Marketing Mix Evaluation-STP
The combination of STP and marketing mix, this means that marketing strategies must be effective and ethical. Mercedes-Benz markets its products, prices, and promotion strategies with well-defined target segments for markets in both the domestic and international markets.
In Germany, the orientation is reflected in the focus on engineering quality and reliability, which is a direct reflection of the expectations of rational and performance-oriented consumers. The marketing mix supports this positioning by technical oriented promotion and product design.
In the UK as the marketing mix is more closely associated with aspiration and lifestyle orientated. Product features, pricing tactics and promotional campaigns are used to increase perceived prestige and social status. While this alignment is great when it comes to attracting their target consumers, it also raises ethical considerations about the perpetuation of materialistic values and the unequal nature of this type of tectonic scheme.
Critical Insight:
The efficacy of the integration of the STP-marketing mix lies in its capacity to offer value to the consumers that are targeted. However, ethical marketing requires that such marketing strategies do not take advantage of consumer's vulnerabilities nor create misleading consumer perceptions.
[bookmark: _Toc227586488]3. Gibbs Reflective Cycle 
The process of Research and preparation of this report can be judged critically using Gibbs Reflective Cycle which is a structured way of reflective learning.
 Figure 4: 6 Steps of Gibbs Reflective Cycle[image: ]

Source: Created by author
[bookmark: _Toc227586489]3.1 Description
The goal setting was the comparative analysis of the international marketing strategies of Mercedes-Benz in Germany and the United Kingdom. The process involved a substantial amount of secondary research, application of theoretical frameworks such as PESTEL, STP and the 7 Ps, and critical appraisal of market-specific strategies.
[bookmark: _Toc227586490]3.2 Feelings
At first the scope of the assignment seemed to be complex as there will be integration of multiple frameworks and analysis of two different markets. However, as the research progressed, a better understanding of the phenomena of international marketing was established, and therefore the readiness to apply the theoretical ideas increased.
[bookmark: _Toc227586491]3.3 Evaluation
A main advantage of the process was the inclusion of diverse and credible sources including academic literature and industry reports that contributed towards the depth of analysis. However, limitations were encountered in accessing up to date proprietary company data, which required the reliance on secondary interpretations.
[bookmark: _Toc227586492]3.4 Analysis
The findings of this analysis showed that international marketing is highly contextual and requires a balance to be achieved between global standardisation and local adaptation. The use of theoretical frameworks allowed for a systematic understanding of complex market dynamics and importance of culture and economy on marketing strategies.
[bookmark: _Toc227586493]3.5 Conclusion
The reflective process illustrated the importance of critical thinking, structured analysis and evidence-based reasoning in a postgraduate degree level research. It was also emphasised the need for adaption while working with incomplete and evolving data.
[bookmark: _Toc227586494]3.6 Action Plan
For future studies, the following are recommended:
· As much as possible, engage more deeply with primary data
· Expand the range of academic sources to include some more recent studies
· Developing a better critical evaluating skills by comparing different theoretical perspectives
[bookmark: _Toc227586495]Recommendations 
[bookmark: _Toc227586496]Recommendations for Germany
1. Accelerate Electric Vehicle (EV) Leadership
Although Germany is a pioneer in automotive engineering, competition is still high for the move to electrification. Mercedes-Benz needs to continue to invest in its EQ product line and work on enhancing its battery efficiency, driving range, and charging infrastructure partners. 
2. Improve the Digital Customer Experience
German consumers, although traditionally rational people, are increasingly buying from digital platforms. The company should work on its digital ecosystem, which comprises online configurators, virtual showrooms, and AI-powered customer support systems. 
3. Broaden Target Segments
Mercedes-Benz's very strong links to engineering excellence may draw extensive criticism from younger consumers. 
4. Improve the Communication of Sustainability
While the company is doing much to invest in sustainable technologies, their communication to Germany will still be mostly technical. 
[bookmark: _Toc227586497]Recommendations for the United Kingdom
1. Refine Pricing Strategy to Cost Sensitivity
Due to import duties, taxation and fluctuation in currency prices is relatively high in UK for vehicles. Mercedes-Benz needs to adopt more flexible pricing strategies, such as offering leasing, subscription and promotional financing, to ensure accessibility while protecting its premium positioning.
2. Expand the Market Penetration of Electric Vehicles
Given the UK's strong policy support for the adoption of EVs, the expansion of the company's electric vehicle portfolio should be a priority for the company. 
3. Enhance Lifestyle-Oriented Branding
UK consumers encourage and are very influenced by brand image and social status. It is suggested that Mercedes-Benz should further invest in emotionally-driven marketing campaigns and use digital media, influencers, and experiential marketing to strengthen its aspirational appeal.
4. Improve Urban Distribution & Customer Experience
With a demand concentrated in metropolitan area, the company should increase its presence in major cities through Flagship showrooms and experience centres.











[bookmark: _Toc227586498]Conclusion 
This report has brought out a holistic analysis of the international marketing strategy of Mercedes-Benz in Germany and the United Kingdom. Through the application of PESTEL, cultural analysis, STP and 7Ps framework, it is clear that although this brand has a strong global identity, its success relies on its adaptability to the local market conditions.
Germany has a stable and technical oriented market where the engineering excellence of the brand corresponds well with the expectations of the consumer. In contrast, the United Kingdom is a more dynamic environment with an aspirational consumption and changing regulatory environment, especially with regards to sustainability and electric mobility.
The analysis shows that there is a fine line of effective international marketing, between standardisation and localisation. Ethical aspects of marketing especially in terms of sustainability and pricing adds to the crucial importance of ethical marketing practices in building longevity of the trust factor for the brands.
Overall, the findings indicate that Mercedes-Benz is in a good position to maintain its global leadership as long as it keeps innovating and adapting its strategies to the evolving nature of the market.
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6.2 Pricing Strategy (6-Stage Model)
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