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In the centre of this assignment is the marketing and management analysis of one of the most famous brands in the world, with more then 130 years of history – Mercedes-Benz. 
Everything standard for over 100 years, the 1st car was launched on the date of 22 December 1900, when Daimler-Motoren-Gesellschaft (DMG) and whit this one started a new era of development that consolidated DaimlerChrysler AG on the 20th century. 
Looking out today the group became the most famous vehicle German brand in the world. With their logo on the tops of the most known in the world and all the appreciation for their quality standards, technical decisions, and unique innovation and the many automotive legends launched that are unmatched until this moment. 
Their 3-cornered star emblem in the brand logo – meaning the quality and safety; tradition, innovation, and future. Their logo suffered numerous changes during the year, mainly in design becoming simplifying and more meaningful.[footnoteRef:1]  [1:  https://www.logodesignlove.com/mercedes-benz-logo-evolution ] 



[bookmark: _Toc61048892]About the company

On the company history this assignment will point the most important dates: 
· 1880 – the invention of the high speed engine by G. Daimler and another one by K. Benz. In collaboration with various partners this 2 engineers developed their work for their own separate companies. 

· 1883 – is opened the Benz Co. in the city of Mannheim.
· 1890 – is founded Daimler-Motoren-Gesellschaft (DMG) in Cannstatt. (DAIMLER, 2021).
Even being two independent companies, they were producing similar products – represented by engines and vehicles with a high-quality level. 
Between 1885-1887 were lunched 3 models of 3-wheel vehicles that revolution the industry:
· Nr. 1 launched by Benz, given to the German Museum in 1906
· Nr. 2 is the one that suffered modifies and was rebuilt more the one time
· Nr. 3 the one with wheels with wooden spokes, this was led by Benz wife in 1888 for a long-distance journey.

· 1899 – was founded the public company Benz Cie.
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Based mainly on the literature and our analysis we will develop a short PESTEL analysis for Mercedes-Benz. (Pan, W., Chen, L., & Zhan, W. , 2019), (Kotler, P., Keller, K. L., Brady, M., Goodman, M., & Hansen, T. , 2019), (Armstrong, G., Kotler, P., & He, Z. , 2005).

Political analysis
For the political analysis the law and regulations are the most important element. In this way Mercedes-Benz conformed to operate within the limits of the law, in very strict laws and regulations, especially concerning clients and their safety. This being the main way to prevent the accidents, to deal with them and to test in products are in conformity. Another important role are the laws and regulations regarding their competitors, prices and environmental issues like pollution and destruction.

Economic analysis
The economic analysis focus mainly on the factors that are impacting the business, mainly GDP per capita, and the buyer power, the national economy of Germany and manufacturing locations and not only, the rate of sage, the sales (in the picture below are represented the estimating sales by segment 2015-2023 by statista), the development of each country and generally worldwide economy, because automotive industry it is global.[footnoteRef:2] [2:  https://www.best-selling-cars.com/brands/2019-full-year-global-mercedes-benz-sales-worldwide/ ] 

This macro environment analysis includes all the factors in the economy that affect the business's ability to participate in its field of interest, but also the possibility and inclination of buyers to pay for several goods and services.
[image: Chart, bar chart

Description automatically generated]
Sales by segment. Source: statista 
Social analysis
Another analysis is the demographic environment which effects the firm's sales because the products that Mercedes-Benz sells are not consumer products and are not offered to any person. Being a Mercedes-Benz owner means you have a higher income then the minimum per economy, usually from a city or near by a metropole.

Technological analysis
In terms of technology, Mercedes-Benz its very innovative and updated in both terms, in the design of vehicles and in terms of safety and comfort, by manufacturing goods that look unique and work perfect. The luxury cars should have the latest technologies incorporated and the highest-level ones, which is the case on Mercedes-Benz. The existing ones and the new ideas are always up to date or are pioneers like their founders. 

Ecological analysis
In terms of automotive industry, the ecological analysis is a key factor to achieve positive impact on all the stakeholders. Thanking in consideration that in the last decades, the worry over guarding the natural environment has gradually increased, it is known that one of the largest companies of pollution are motor vehicles. In this matter their use of alternative energy is the key, Mercedes-Benz it is not an exception, in their factories, even they have diesel vehicles that are contaminating the environment. That is one of the main reasons why in the recommendation, see the last paragraph of this assignment, we opted for a eMotor strategy. Anyways the business is trying to design models of cars that run on an alternative energy basis, but this is still in the trial stage.
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Relationships established with suppliers
Suppliers create an important link in the business's global system of offering value to the buyer. Providers are the ones who furnish the resources the company requires to generate its goods.
The raw materials required to produce autos are alloys of iron, zinc, copper, iron, oils, textiles and leather, for the production of upholstery, wood, plastic for the fabrication of bort, electrical apparatus. The rest of the equipment is done immediately by the firm. The classic service suppliers are the electricity, gas, mobile and landline, water, internet, catering.



Intermediaries
Marketing mediators help the firm to boost, sell and deliver its benefits to final customers. This category contains reselling companies, physical delivery firms, marketing services groups and financial intermediaries.
Reselling companies are parts of a distribution channel that supports the company find its customers or sell to clients. This classification includes wholesalers and retailers, who buy goods and resell them.
Taking in consideration Romania, the market which I’m not familiar with, the reselling companies of the Mercedes-Benz brand are mostly franchising of the company that open showrooms in different cities. Also, Tiriac Auto, one of the main luxury car dealers accommodates such showrooms.[footnoteRef:3] [3:  https://www.tiriacauto.ro/ro/showroom/tiriac-auto-expozitiei-mercedes-benz/7 ] 

Physical distribution companies help the business store and relocate your goods from their home-based places to their required destinations. Mercedes-Benz has its own division, getting its own distribution worldwide. Other intermediaries are the marketing agencies – the marketing division does market investigation, recommends marketing on the creation of any new product.
Financial Intermediaries -  like insurance of the cars, credits in buying or leasing are on The Mercedes-Benz Financial Services Group of Companies financial portfolio services, presenting high top and personalized offers. (Mercedes-Benz, 2020)

Internal and external competitors
The portfolio of Mercedes-Benz is very wide and offers a diversity of automotive goods stating with personal and luxury cars, until trucks and buses or commercial and state personalized cars.
In term of external competitors, the main one is BMW. Both businesses manufacture the highest quality primary materials and final product, highly ergonomic cars with a exceptional design and huge innovative departments. This two are normally manufacturing goods that beat the opponent last model. One classic example is when BMW introduced the X5 M in Los Angeles auto show, Mercedes-Benz lunched with big fast new Mercedes-Benz ML 63 AMG the main M-class car. (VIJAYENTHIRAN, 2011)
In terms of other competitors, we can find Hyundai, Nissan, Opel, Audi, Citroën Ford, Seat, Fiat, Volkswagen, Volvo, Renault, Mazda, Suzuki, Toyota. Looking at the luxury segment class the major challengers are: Infiniti, Bugatti, Lamborghini, Bentley, Rolls-Royce, McLaren,  Porche. 
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	Strengths 
	Weaknesses

	· Delivers quality in every single product  
· Mercedes-Benz is one of the planet's top automotive market
· Human Resources are very appropriately qualified and experts in the area
· It has a distinctive design, and the inside of all automobiles is extremely ergonomic 
· 
	· Weak interaction between the business and the rest of the affiliates and franchises launched 
· The business procedures are very high rated for average people 
· Manufacture cannot be conducted out anywhere, and the shipping of products from industrial unit to agents is quite challenging to realize and very high-priced
· Shortage of new concepts in the design of new car prototypes 

	Opportunities 
	Threats 

	· International demand
· Interesting new distributors for growth and development  
· Regaining the economy and expanding the income of the inhabitants
· Acquisition of alliances with rival companies

	· The economic crisis by drop off employment, wages, bonuses, and buyers limited budgets 
· Pandemic crisis and economic implications
· Brexit 
· Change of direction of clients to car companies that rate lower prices, such as Renault, Volkswagen, Toyota, Dacia, Seat, Ford, Fiat, Mazda, Volvo, etc.
· Strong rivalry with BMW which generates equally high-quality and occasionally even cheaper versions
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Company market. Position towards competitors
In creating marketing strategies, executives also consider other specific units of the business - groupings such as senior management, finance department, research and development department, supply, production or operation and accounting.
As in any business, each division performs an essential role, but in my opinion, the most vital unit for Mercedes-Benz is the research and development unit because that is where everything goes, the idea is the most important when you want to be profitable in the market. Mercedes-Benz gives individual consideration to research and innovation. 
The business demands to research comprehensively five types of customer-made markets, says Philip Kotler in his paper "Marketing Principles". (Kotler, P., & Armstrong, G, 2010) Still, only reselling and worldwide markets are relevant to Mercedes-Benz.
Reselling markets are made up of the company's franchises situated in very most important towns in UK, Romania, and international markets are in actuality all markets in other countries in which the Mercedes-Benz brand sells.

Market segmentation
The market segmentation by (McDonald, M., Christopher, M., & Bass, M. , 2003)  is divided in seven parts, categories that influence Mercedes-Benz in reaching their goal in making profit and in having a successful impact overall. 
The 7 audience categories are dividend in 2 others:
· Ones that apply to Mercedes-Benz – financial, citizen, media and governmental groups, general public and the personnel. 
Like we remarked before the company is providing financial services, also the business concentrates in specific on targeted advertisements and expert publications when it intends to promote a product. Citizens are the activists ones that impact on companies decisions and management. Government, like political environment, is associated with laws and safety measures mainly. The public is the main buyer target and the marketing department its focused on evaluating their needs and desires in order to satisfy them, they are led by the motto "Our client, our master!". And the personnel which is one of the key elements of the business starting from creation, thru manufacturing and selling, all of them a highly considered by the company. 

· And the second one which not applies to Mercedes-Benz – the local groups. In our case there is no small groups whiten the communities. Most of them are led to the main cities or showrooms. 
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Product Strategies
To meet buyer needs, the product signifies all material or immaterial value proposed by a company or dealer to a purchaser. In marketing we have the tangible and nontangible components. Not only the physical car it bought by customer, but also the brand and power of the name in addition. The final good or total product it is characterized by the following elements: 
· Tangible components – the product itself, the interior of the vehicle, their value of use.
· Nontangible component - the brand and name of Mercedes-Benz, the guaranties and quality documentation. 
· Product communications - communication channel:
· producer – wholesale – retail – showroom –...... – buyer.
· The image created during the history, the additional value to the final product.
Because the products are not primary needs, by Maslow, their need it is a commodity or a desire their purchasing cost it is high, and they are divided in luxury goods (sometimes limited edition) or the one of moderate use. 

LIFE CYCLE OF THE PRODUCT
In this aspect, Mercedes-Benz is characterized by innovation at all the levels, research, and new product designs, all this to improve safety, quality, increase the profit and reduce the costs. Below is the illustration of a life cycle of a product which applies to our analysed goods too. 
[image: Product life-cycle - Economics Help]
Product Life Cycle. Source: economicshelp.org 
Price Strategies
[bookmark: _GoBack]The prices strategy, considering Mercedes-Benz business, is mainly divided in 3 ways to valuate the goods: price based on costs (the profit costs), determinate by the market (the company it is not in a monopol situation) and related with the competition prices.  
Their high prices are related, like we showed in the paragraphs above, with luxury and premium goods, not satisfying primary needs, quality, brand rename and the level of satisfaction of the buyer after purchase. For example, in Romania the Mercedes-Benz cars costs 15.000-100.000 euros, which is considerably higher than average income.

Promotion Strategies
In order to influence buyer behaviour, the marketing department and the affiliate companies are using various communication techniques and way to deliver their goods. Attracting the target segments, it is used the following promotional techniques advertising, direct sales and online promotion. 
Mercedes-Benz is frequent on spots on various televisions, promoted in movies, videoclips, posters, billboards and other forms of classic advertisement. The direct sales are conducted in the showrooms, pop-up stores or thru the Mercedes me ID. The internet influence its thru the website, app, YouTube ads, social media and others.
Also, Mercedes-Benz is endorsed by the sights created by the business. Some of them are:
· Gottlieb Daimler Memorial, where daimler-Motoren-Gesellschaft is based is the summer house and workshop. 
· Gottlieb Daimler House where it is the location of his father's bakery and the company founded in 1834-1853.
· Schorndorf near Stuttgart, House Karl Benz, house of the Benz family and workshop of 1905, Ladenburg district. Dr. Carl Benz Museum, the car factory where Karl Benz worked in the Ladenburg district.

Placement strategies (distribution)
The placement or distribution includes all the financial movements that take place along the route of products from Mercedes-Benz to the final clients.
Mercedes-Benz uses the following placement strategies/policies:
1. Exclusive placement – in this situation placement takes place in units only with Mercedes-Benz branded products, such as at dealerships or showrooms.
2. Selective placement – in this situation shall take place in units planned for motor vehicles, where the Mercedes brand is also sold together with other vehicle brands.
3. Intensive placement – does not apply to Mercedes-Benz.
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In conclusion, Mercedes-Benz is considered as an exclusive luxury car, especially oriented towards men who wear elegant suit, who put accent on new products and valuable prices. They appeal to those who love luxury and safe cars but not so expensive.
Concluding this paperwork, my recommendation strategy is related to eMotors and environmental protection. In this way, because Mercedes-Benz is focused on innovation the company should make a commitment to total electrification and elimination of diesel models, completely carbon free. This is also on way to reduce the costs and invest in new technologies. The next generation of cars should be more sophisticated and personalized to customers’ needs and wants, and not forgetting the law regulations and rules, for example to adapt to Brexit commercial rules. 
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