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1. [bookmark: _Toc134804387]Introduction
[bookmark: _Hlk134017019]This report will demonstrate the importance of conducting an environmental marketing analysis of Mercedes Benz MAV E1 to assess the company's market position and identify potential opportunities and threats. To fully understand the company's assets and limitations, a comprehensive analysis of the internal environment, including corporate culture and values, organisational and staffing restructure is required. Mercedes-Benz's must be investigated in depth to understand the company's strengths and shortcomings.
In addition, marketing strategies to introduce Mercedes Benz's MAV E1, vanadium battery for electric vehicles, will be explored, using Porter's Five Forces, Ansoff Matrix, STP analysis and SWOT models to assess the risk of substitutes and competition to identify opportunities and threats. The focus on market penetration, product development, market development, or diversification will instruct the direction in which the marketing strategies will adopt after the collative information provides valuable insights for strategic decision-making at Mercedes Benz.
2. [bookmark: _Toc134804388]Porter's 5 Forces analysis of Mercedes-Benz
[image: ]Porter’s 5 Forces

(Source Created by CA Hall)
in this report the Porter's Five Forces model is a framework for understanding the competitiveness of the Luxury car industry. The framework considers five essential forces to determine the attractiveness of the industry: the threat of new entrants and substitutes, the bargaining power of consumers and suppliers and competitive rivalry.
Mercedes-Benz dominates the premium car market and operates in an extremely competitive market, with BMW, Audi, and Lexus as their main competitors. This framework is an effective tool for finding the primary factors that determine a   competitiveness. 
Mercedes is working to improve the environmental friendliness of its vehicles through the use of renewable resources such as lithium-ion batteries, but the issue of recycling is highlighted. Vanadium batteries are a rising energy storage technology that the company should investigate to determine how to apply this new source and to continue to be the cutting edge of the luxury car market. (Adamkasi, 2017) (Team, 2022)
I. Threat of New Entrants
Due to its well-established brand value and industry standing, Mercedes-Benz will not face significant competition from competitors in the electric vehicle market. Despite the intense competition in the electric vehicle market, Mercedes will continue to lead the way. The automobile industry is capital-intensive, and new entrants face significant entry barriers, such as technology development, establishment of a supply chain, and brand recognition. Mercedes-Benz's reputation for quality and innovation makes it difficult for rivals to enter the market, resulting in a low risk of new entrants. 
II. Threat of Substitute
[bookmark: _Hlk134722034]Using renewable resources such as lithium-ion batteries, Mercedes-Benz aims to make its vehicles environmentally friendly. (Adamkasi, 2017) However, the business is also considering using vanadium flow batteries in its new MAV E1. The safety and recyclability of both these batteries remain an issue, despite the industry's shift towards renewable energy sources. Although the risk of substitutes is low, Mercedes-Benz should consider the threat of alternates in its business strategy. Mercedes-Benz must continue to innovate to remain competitive. 
III. Bargaining Power of Customers
Mercedes-Benz operates in a competitive market, which gives customers substantial buying power. Customers have a variety of options from which to choose, as there are many luxury car brands available. The introduction of the environmentally friendly MAV-E1 will attract eco-conscious customers and increase their bargaining power.However, the company's reputation for quality and innovation provides it with a competitive advantage. An extensive amount of information is available to buyers, making it simpler for them to compare prices and features. So, the bargaining power of Mercedes-Benz customers is moderately important. (Porter, 1922)
IV. Bargaining Power of Suppliers
Due to its large size and significant purchasing power, many supplier choices, and established relationships with suppliers, Mercedes-Benz has low bargaining power with its suppliers. The luxury car sector is highly competitive, featuring major competitors such as BMW, Volvo, Jaguar Audi, but new entrants are limited by the high entry barriers. Although other brands and travel choices pose a moderate threat to Mercedes-Benz, the company's strong brand image and reputation shield it from rivalry. Mercedes-Benz has an overall strong negotiating position with its suppliers. (Mercedes-Benz Group, no date)
V. Competitive Rivalry
[bookmark: _Hlk134722159]Mercedes-Benz faces strong competition from prestige car manufacturers such as BMW, Audi, Porsche, Jaguar, Lexus, and Volvo. Existing competitors invest extensively in R&D and marketing, despite the fact that new rivals pose a low threat due to established brand images and high entry barriers. The company's emphasis on innovation and quality helps it maintain its competitive advantage, but its intense emphasis on innovation and differentiation makes it difficult to maintain market share. Despite this, Mercedes-Benz's lengthy history of innovation and strong brand reputation provide a competitive advantage in the extremely competitive luxury automobile market. (Team, 2022) (Adamkasi, 2017)
3. [bookmark: _Toc134804389][image: ]SWOT analysis of Mercedes-Benz

(Source Created by CA Hall)

The SWOT analysis is a strategic evaluation of a company's strengths, vulnerabilities, opportunities, and threats. In the case of Mercedes-Benz, it is essential to conduct this analysis to identify the main factors influencing its position in the highly competitive luxury car industry. 
3.1. [bookmark: _Toc134804390]Advantages of SWOT analysis Mercedes-Benz
Mercedes-Benz has several assets, including a strong brand image, a wide product portfolio, and high entry barriers for new competitors and suppliers. The company has solid relationships with its suppliers. However, the threat of substitutes is moderate, and competition among existing competitors is intense. This analysis helps the organisation in creating and carrying out effective strategies that are in line with its goals and objectives. It also benefits decision-making processes and the business's overall performance. (Hitt, Ireland, and Hoskisson, 2016). Mercedes-Benz needs to concentrate on improving customer experience, developing new technologies, and expanding its product portfolio to remain competitive (Momin, 2022) (Team, 2021). 
3.2. [bookmark: _Toc134804391]Disadvantages of SWOT analysis Mercedes-Benz
The SWOT analysis iis used for strategic planning, however, it has limitations when applied to Mercedes-Benz. First, it may oversimplify complex issues and fail to account for external factors that can impact the company. Second, it may not provide a clear action plan and may be subjective when identifying strengths and limitations. Lastly, it may not account for the interdependence of various organisational factors. Despite these limitations, an effective SWOT analysis can still provide Mercedes-Benz with valuable insights for strategic planning and decision-making. (Momin, 2022) (Admin, 2023) (Team, 2021a)
4. [bookmark: _Toc134804392]STP Analysis of Mercedes-Benz (Segmenting Targeting and Positioning)
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Segmentation, targeting, and positioning are essential marketing strategies that enable companies like Mercedes Benz to identify and target wealthy customers who value luxury and performance while positioning itself as a premium brand recognised for innovation and excellence. (Zoeller, 2023)
4.1. [bookmark: _Toc134804393]Segmenting
Mercedes-Benz a German luxury car manufacturer, they use marketing segmentation to target middle-aged individuals with a high income and stable jobs, both males and females. The STP strategy, which stands for segmentation, targeting, and positioning, is a key component of their marketing strategy. By segmenting the market based on demographics, lifestyle, and psychographics, Mercedes can target specific customer needs with its marketing efforts. Sporty models like the A-Class and CLA-Class are aimed at the "young and affluent" market, for instance. Mercedes positions itself as a luxury brand offering stylish and high-quality vehicles in various market segments by using a differentiated targeting strategy based on demographic, psychographic, and behavioural factors.  (Ries and Trout, 1972)
4.2. [bookmark: _Toc134804394]Targeting
Mercedes-Benz targets a distinct audience without sacrificing its brand identity (Zoeller, 2023) The brand employs demographic segmentation to target middle-aged men and women with high incomes and secure employment. Mercedes-Benz's advertisements and campaigns concentrate on upper-middle and upper-class managerial, professional, and administrative personnel. Mercedes-Benz can maintain its elegant brand image and attract customers who can afford its high-end products by targeting this demographic. (Clow, 2013).
4.3. [bookmark: _Toc134804395]Positioning
Mercedes-Benz is a luxury car manufacturer that highlights its long history of innovation, quality, and reliability. The company positions itself as a leader in automotive technology and safety, offering vehicles with innovative capabilities such as self-driving and advanced safety features. Mercedes-Benz's advertising campaigns highlight the emotional appeal to of owning a luxury car, highlighting the sense of success, prestige, and exclusivity. Also, the company promotes its commitment to innovation and sustainability. Mercedes-Benz's STP strategy includes geographic, demographic, psychographic, and psychological market segmentation to target distinct audiences. The company has a strong presence in China and uses "She's Mercedes" campaigns to distinguish itself. Mercedes-Benz's focus on quality, performance, and innovation has enabled it to maintain its leadership position in the luxury car market. (Li, 2022) 
5. [bookmark: _Toc134804396]Equity Map Marketing strategy mix (4Ps Services)
This report aims to provide a critical analysis of Mercedes-Benz's Equity Map Marketing Strategy Mix this involves three key elements: exploiting the traditional consumer market, improving the product layout of new energy vehicles, and leveraging their brand identity (Li, 2022). Mercedes-Benz is a recognised luxury automobile company. The report will evaluate Mercedes-Benz's implementation of the Equity Map Marketing Strategy Mix in order to maintain its leadership position in the luxury car market.
5.1. [bookmark: _Toc134804397]Product
Mercedes differentiates itself from its competition through its focus on luxury, quality, and innovation in its products (product portfolio that includes C, E, GL, M, S, SL, and SLK class automobiles) (Team, 2021). The company's service provides a personalized and premium experience for its customers, from the purchase process to aftersales support. Mercedes also offers a range of additional services, such as roadside assistance and maintenance programs, that enhance the ownership experience. The main benefit of owning a Mercedes is the status and prestige associated with the brand, as well as the quality, performance, and advanced technology of its products.
5.2. [bookmark: _Toc134804398]Price
Mercedes-Benz provides affluent customers with high-end cars that feature cutting-edge technology and safety features. The company's pricing strategy reflects the premium image of its brand, as its vehicles are priced higher than those of its competitors. Mercedes-Benz sticks to a value-based pricing strategy (Sattar, 2022), and leasing and financing options are available to improve accessibility. However, the expensive prices may restrict the number of customers. The company could expand its customer base by providing more affordable options. 
5.3. [bookmark: _Toc134804399]Place
Mercedes-Benz is a global trademark with its headquarters in Stuttgart, Germany (Mercedes-Benz Group, no date), and manufacturing facilities in Germany, the United States, China, and other countries. Customers can access its products through a variety of channels, including email, phone, website, and in-person visits. Its distribution network includes dealerships and showrooms in key cities around the globe. The company's logistics network is well-established, promising efficient delivery of products and services. Mercedes-Benz has a comprehensive digital presence, with a user-friendly website and mobile app that provide customers with convenient access to information and booking options. Additionally, Mercedes provides online platforms for customers to access information and reserving options. There are approved service centres and technicians available to address any concerns as part of the after-sales services (Service & Repair – Book A Car Service Online - Mercedes-Benz, no date).
5.4. [bookmark: _Toc134804400] Promotion
Mercedes-Benz utilises a value-based pricing strategy to market its luxury cars to high-income consumers. The company's marketing strategy includes direct marketing, publicity, and sponsorships, as well as IMC tools. A strong digital presence (Paun, 2020) and a well-established logistics network enable the company to deliver products and services efficiently. Sponsorships of events such as fashion shows and music festivals have helped the company create a strong brand image and increase brand awareness. However, the company could expand its customer base by providing more affordable options.
6. [bookmark: _Toc134804401]Recommendations for Mercedes Benz
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Product - MAV-E!
6.1. [bookmark: _Toc134804402]Ansoff Matrix
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(Source Created by CA Hall)
The Ansoff Matrix is a strategic instrument that identifies potential development opportunities for enterprises. Mercedes can concentrate on product and market development for the MAV-E1 to increase its market share and revenue. Mercedes can stay ahead of its competitors and increase its market share by focusing on product development and market development. In addition to leveraging its assets, such as its reputation for prestige and quality, the company can also resolve any marketing strategy deficiencies. Overall, the Ansoff Matrix can assist Mercedes in identifying development opportunities and making well-informed decisions for the MAV-E1's success. 
6.2. [bookmark: _Toc134804403]Diversification –Product development for MAV-E1 
Mercedes should focus on customer experience to provide a competitive advantage in the electric car market. However, the company's high-end brand image could limit its appeal to cost-conscious consumers, which will be addressed with more affordable options, by eliminating the additional extras available with a reduction in the luxury materials specification to a standard specification.
The global push for sustainable development and carbon neutrality presents a significant opportunity for the electric car market. Mercedes’s introduction of its MAV E1 vanadium flow battery (Van Wyk, 2022) for their electric cars instead of the lithium-ion battery, enables reduced energy usage with an extended lifespan, making it environmentally friendly compared to the lithium-based batteries. Mercedes MAV E1 does not degrade easily, and it can be charged and discharged without losing its capacity. 
6.3. [bookmark: _Toc134804404]Product Development
The marketing team recommends, based on Mercedes' current market strategy, that the Mercedes MAV-E1 uses vanadium flow batteries for their electric vehicles and conduct an intricate environmental marketing analysis to identify the most important external drivers and opportunities. In addition, the team recommends that Mercedes reposition its brand to appeal to a broader audience, while focusing on its strengths and resolving its shortcomings. Mercedes must target the right consumers with the right message in order to successfully launch its electric vehicle. The team suggests that Mercedes increase its visibility and target high-income customers in inner-city areas by using digital billboards on buses, limousines, and near private business clubs. In addition, Mercedes should use geographically targeted digital advertising, social media, and celebrity brand ambassadors such as Daniel Craig.[1]
Mercedes can improve its marketing efforts by targeting mid to high-earning customers in the inner city. This strategy can be implemented via a variety of channels, such as digital displays on buses, taxis, and other locations with affluent businesses and private business clubs. These locations have a high concentration of potential consumers and can increase Mercedes’s brand visibility and recognition. In addition to digital marketing the utilisation of social media to increase Mercedes Mav E1 visibility to promote its luxury vehicles to increase its target audience through these channels. This strategy will enable the company to highlight the distinctive qualities and benefits of its Mav E1 and distinguish and elevate itself from its rivals. Through targeted marketing, Mercedes can increase its share of the electric luxury car market with its MAV E1. 
7. [bookmark: _Toc134804405]Conclusions
To successfully launch the product, Mercedes should conduct a thorough environmental marketing analysis, consider financing options, and reposition its brand to appeal to a wider audience 
Overall, a holistic approach to the marketing strategy is necessary for the successful launch of Mercedes's electric car with vanadium flow batteries. By using vanadium flow batteries, Mercedes can differentiate itself from competitors and appeal to environmentally conscious consumers. Additionally, Mercedes should consider the long-term benefits of using vanadium flow batteries, such as reduced environmental impact and lower maintenance costs, which can be leveraged in its marketing strategy. Additionally, the company should continue to invest in R&D to improve the technology's efficiency and reduce its costs.
Based on this analysis, it is recommended that Mercedes pursue the enhanced marketing strategy to introduce its MAV E1 vanadium flow batteries in its electric cars, with a focus on developing financing options or other incentives to make them more accessible to a broader customer base. Additionally, the company should continue to invest in R&D to improve the technology's efficiency and reduce its costs. 
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