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[bookmark: _Toc227549443]1. Introduction 
Marketing internationally entails organisations to align their strategies in various economic, cultural and regulatory settings in international markets (Kotler, 2017). This report compares the international marketing policies of Mercedes-Benz in two markets, which include Bangladesh and the United Kingdom. These nations are two opposing economic and cultural landscapes, which offers a practical situation to develop a comparative analysis. The report initially discusses the macro-environment of the two countries based on the PESTEL framework in order to determine favourable and unfavourable conditions in the market. The Hofstede Cultural Dimensions model is used to analyse the cultural differences affecting consumer behaviour. The report then analyzes the Segmentation, Targeting and Positioning (STP) of the company and comparisons the international marketing mix (7Ps) used in both markets. Further, the report compares the directional development strategy of the company in one country and evaluates the issue of ethics in its marketing practices. The last thing is the recommendation to help in future international marketing. The second part contains a reflective report of the research, analysis and writing process employed on the draught of the assessment, the application of Gibbs Reflective Cycle of critically evaluating the learning experience and methodological procedure used during the study.
[bookmark: _Toc227549444]2. Company Background, Mission and Global Expansion
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(Logo BK, 2026)
Mercedes-Benz is among the most known luxury brands of cars in the entire automobile industry worldwide. The history of the company goes as far back as 1886 when the first prototype gasoline automobile was designed by Karl Benz, the pioneer of the modern car in the world. Simultaneously, Gottlieb Daimler contributed to the early automotive engineering greatly. They would later have innovations that would see the creation of the Mercedes-Benz brand which currently operates under the umbrella of Mercedes-Benz Group AG. The company has an international reputation of engineering excellence, innovation, and production of luxury vehicles, which has been acquired over a hundred years (Mercedes-Benz, 2024).
The mission of the company is the provision of high quality vehicles with high technology, safety and higher driving experience. Mercedes-Benz strives to develop original mobility products with no compromise in terms of quality and customer satisfaction. Its long-term strategy focuses on the establishment of sustainable mobility by means of electrification, digital technologies and ongoing innovation.
Mercedes-Benz has a strong presence in Europe, North America and Asia in terms of global expansion. The brand has been in operation in the United Kingdom, which is one of the major automotive luxury markets in Europe. The UK is a promising market to high-end vehicles due to high consumer purchasing power, well infrastructure and a well-established dealership network.
Conversely, the company does not have any substantial presence in Bangladesh in terms of large scale manufacturing, but instead, it has accommodated authorised importers and distributors. The consumers targeted by the market are mainly wealthy people including business leaders and corporate executives. Even though the luxury car industry in Bangladesh is a relatively small business, the economic growth and urbanisation are slowly influencing the premium vehicles demand.
[bookmark: _Toc227549445]3. Comparative Macro-Environmental Analysis (PESTEL)
[image: Pestel analysis ppt powerpoint presentation gallery example file]
[bookmark: _Toc227550330]Figure 1 Comparative Macro-Environmental Analysis (PESTEL)
(Slideteam.net, 2026)
The international marketing environment requires one to understand the external environment since the macro-environmental factors can affect the market opportunities, consumer demand, and strategic decisions (Prabhuraj J, 2025). A very popular analytical model is PESTEL Analysis that assesses the impact of political, economical, social, technological, environmental and legal factors on the business operations.
In the case of global automotive firms like Mercedes-Benz, the variations in markets between the developed and the developing countries can be an important influence in the marketing strategies. In this section, the researcher will compare the macro-environment of United Kingdom and Bangladesh to determine the opportunities and challenges in the luxury automobile industry.
[bookmark: _Toc227549446]3.1 Political Factors
The automotive industry is highly affected by political stability and government policies (ZVARYCH and FARION, 2025). United Kingdom offers a stable political climate with clear rules and a favourable institutional backing on international companies. The government has presented policies encouraging electric vehicles with reduction in carbon emission in the recent years. These programmes promote innovations and help major car manufacturers to develop sustainable mobility solutions.
On the contrary, luxury car companies are faced with a number of challenges in the political environment of Bangladesh. To control imports and save foreign currency the government levies very high taxes and import duties to luxury cars. Although these policies achieve economic goals, they have a great adverse impact on the car prices, and the promotion of the luxury car market. Therefore, the political environment in Bangladesh is not as conducive to the premium automobile firms as United Kingdom.

[bookmark: _Toc227549447]3.2 Economic Factors
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[bookmark: _Toc227550331]Figure 2 Author’s own, based on data from IMF (2025), World Bank (2026), ONS (2026), and BBS (2026)
Luxury goods are sensitive to the economic conditions especially purchasing power. The UK (GDP per capita USD 56,661, GNI USD 52,000) is an economy with a developed economy and well-established financial markets. The luxury cars are made more accessible with easy access to vehicle finance options such as Personal Contract Purchase (PCP) and operating leases. The UK is a good luxury goods market, despite the post-pandemic inflation that has now decreased to 4.3% (ONS, 2025). The total global revenues of Mercedes-Benz amounted to EUR 153.2 billion in 2023, with a substantial part of them being Western Europe, including the UK (Mercedes-Benz, 2024).
Conversely, Bangladesh is a lower-middle-income economy in terms of GDP per capita USD 2,960 and GNI USD 2,820 (Bangladesh Bureau of Statistics, 2024). There is also uneven distribution of income with the elite owning the majority of the purchasing power. Luxury cars in Bangladesh are three to four times costlier than in Europe due to high import duties (more than 150 percent) and that only a small segment of the population can afford them. Bangladesh also has a high rate of inflation, which is 9.3% (The Business Standard, 2026), which further increases the problem of affordability.
[bookmark: _Toc227549448]3.3 Social Factors
The customers of luxury cars in the UK are knowledgeable and environmentally aware, focusing on technology, safety, and environmental sustainability (Aliyev, Wagner, and Seuring, 2019). This trend is reflected by increasing demand of hybrid and electric vehicles. Luxury cars are perceived to be a sign of status and wealth in Bangladesh. In both markets, consumers will be motivated more by status signaling than lifestyle consistency as it affects the communication strategy of Mercedes-Benz.
[bookmark: _Toc227549449]3.3.1 Cultural Factors:  Hofstede Cultural Dimensions
The Cultural Dimensions model Hofstede is one of the most established theory frameworks that allow the comparison of national cultures in a systematic way and generate marketing results that could be put into practise (Kasianova and Laszlo Kovacs, 2025).
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[bookmark: _Toc227550332]Figure 3 Hofstede Country Comparison: Bangladesh vs United Kingdom (Theculturefactor.com, 2020)
Power Distance: (Bangladesh: 80 / UK: 35): 
The Bangladesh society is highly hierarchical, status and social recognition are so important, which favours premium brands such as Mercedes-Benz. Conversely, the UK is moderate in power distance and emphasizes more on functional value like engineering, safety and technology. In UK, Mercedes-Benz concentrates on performance to develop prestige and not status show.
The individualism dimension (Bangladesh: 5 / UK: 76):
The UK is also highly individualistic, thus suitable in establishing Mercedes-Benz as a personalized luxury brand. Bangladesh, conversely, has a low individualism score indicating that the culture is collectivist with social recognition and group validation often playing a role in decision making. This would be an advantage to Mercedes-Benz as it serves the need to show-off in a society.
Motivation towards Achievement and Success (Bangladesh: 55 / UK: 66):
The UK has the higher score due to the culture that supports the ideas of aspiration and consumption based on innovation, which reflects the branding strategy of Mercedes-Benz to promote the idea of luxury as an aspiration. Its medium score implies that the consumers of Bangladesh are driven by status as well as achievement, which is good news because it is status oriented consumption.
Uncertainty Avoidance (Bangladesh: 60 / UK: 35):
The low score of uncertainty avoidance in the UK indicates that it is open to innovation, including electric vehicles. Conversely, the score of Bangladesh is higher which indicates a more conservative attitude, where people like to use the brands that are trusted and have a good reputation. This provides Mercedes-Benz with a competitive edge in Bangladesh, where the brand is viewed as a trustworthy and proven one.
Long term Orientation (Bangladesh: 38 / UK: 60):
The fact that the UK scores higher (60) is good in the long term value and financing model. The low score (38) of Bangladesh is moderately good since customers are concerned with short term prestige.
Indulgence (Bangladesh: 20 / UK: 69):
The indulgence of the UK is very favourable (69) to luxury consumption. The low score (20) of Bangladesh is a bit negative but, nonetheless, the purchases by elite consumers are status-driven.
[bookmark: _Toc227549450]3.3.2 Critical Review of the Hofstede Cultural Dimensions Model
The Hofstede model is broadly applied to evaluate the differences in cultures and provides information on the consumer behavior and marketing (Minkov and Kaasa, 2020). This can be relevant to Mercedes-Benz when it is used to comprehend the disparities between the UK and Bangladesh regarding cultural orientation and consumer preferences.
However, there are criticisms of the model. The initial sample, which was anchored on the IBM employees in the 1970s, questions the representativeness and time-varying validity. Minkov and Hofstede (2011) also acknowledged cultural values vary across generations, and therefore the model scores might not be used as an indicator of current behavior.
In spite of all these shortcomings, Hofstede model still has its advantages as a point of departure in cross-cultural comparisons. It offers a practical context in comprehending the cultural aspects of the UK and Bangladesh, but it must be placed in the context of market intelligence in order to be effective (Hasan et al., 2024).
[bookmark: _Toc227549451]3.4 Technological Factors
The UK has a highly established technological system, which is conducive to innovation, especially in electric vehicles (EVs). The developing infrastructure of EV charging stations and the UK dedication to sustainable mobility are in line with the EV strategy of Mercedes-Benz. In Bangladesh, technological infrastructure is poorly developed, and there are no charging stations, and vehicles continue to use petrol and diesel. These barriers render the UK a better market to advance with the technologies of Mercedes-Benz because the market is not as ready to adopt EV.
[bookmark: _Toc227549452]3.5 Environmental Factors
The automotive industry is becoming more and more concerned with environmental sustainability. The UK has stringent environmental laws that encourage the introduction of electric cars and other cleaner technologies. Such policies are consistent with the approach of Mercedes-Benz to invest in sustainability. Environmental awareness in Bangladesh is on the rise as a result of air pollution in urban areas, and the regulatory environment is also poor. The transition to electric vehicles is gradual and there is no infrastructure on electric vehicles. Thus, the UK would be a more favourable location to the green initiatives of Mercedes-Benz.
[bookmark: _Toc227549453]3.6 Legal Factors
The international business also is affected by legal systems. The legal system in the United Kingdom is clear and well developed having clear laws that protect consumers and laws governing the environment. This is because this legal stability lowers uncertainty among multinationals and stimulates investment. In Bangladesh, imports of automobiles are exposed to complicated regulatory processes, excessive tariffs and licencing procedures. Such legal and administrative constraints may decelerate market growth of international luxury car companies.
[bookmark: _Toc227549454]3.7 Similarities and Differences
Notwithstanding these differences, the two nations are showing the increasing concern on luxury automobiles and sophisticated automotive technology. In the two markets, quality, innovation and prestige are connected to premium brand. Nevertheless, there are a number of major differences. United Kingdom is a mature market that is characterised by high purchasing power, well-developed infrastructure and excellent environmental policies. Bangladesh, however, is a developing market with the demand of luxury vehicles being concentrated on a few rich consumers. In general, the comparative PESTEL analysis shows that the UK offers a very favourable environment in terms of sustainable mobility and technological innovation, but at the same time, Bangladesh is a niche yet slowly growing market with status-oriented consumption of luxury as its primary driver.
[bookmark: _Toc227549455]4. STP Comparative Analysis
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[bookmark: _Toc227550333]Figure 4 STP Comparative Analysis
(Geoghegan, 2019)
The STP marketing model (Segmentation, Targeting, and Positioning) is a strategic framework wherein an organisation will identify various needs and categories of consumers in the market, where it attempts to appeal to consumers that it can satisfy in a better way, and then create a value proposition and position its offerings in a way that the target consumers are aware of the benefits of its offerings (Kotler and Keller, 2021).
[bookmark: _Toc227549456]4.1 Segmentation 
Market segmentation refers to the act of subdividing a market into specific groups of consumers with unique needs, traits, or behaviour and who may need different marketing programmes (Chea, 2024).
Mercedes-Benz divides the market in the UK on four main grounds:
Demographic: Income earners, business owners and corporate managers aged 35-60 with household income of more than PS75,000 per year.
Psychographic: Technologically savvy consumers, brand loyalty, and environmental awareness - specifically in line with the rising EV market (Almansour, 2022).
Geographic: Located in big cities and suburban centres - London, Manchester, Birmingham, where infrastructure and purchasing power are the most.
Behavioural: Loyal repeat and aspirational first-time luxury consumers, with an increasingly large segment of environmentally conscious consumers accessing EV government subsidies.
In Bangladesh, the segmentation is much smaller because of economic limitations and importation expenses:
Demographic: Ultra-high-net-worth individuals - senior corporate executives, high-profile entrepreneurs, and political leaders - less than 1 percent of the population.
Psychographic: Customers are status conscious and see the ownership of luxury cars as an indication of professional success and social status (Lucas, de and Felipe Nalon Castro, 2024).
Geographic: Nearly all of it is in Dhaka with a small fraction of it in Chittagong, again exhibiting the geographic concentration of wealth being extreme.
Behavioural: Low buying rate, great brand loyalty, and great fondness of old, globally recognised marques rather than innovation (Chang, 2022).
[bookmark: _Toc227549457]4.2 Targeting
Targeting is a process of targeting certain customer segments which a company wants to serve. It is an important process in the marketing strategy because it enables companies to manage their resources well and create products that suit their customers. Philip Kotler and Kevin Lane Keller (2016) state that depending on the market conditions, companies can assume undifferentiated, differentiated, or concentrated marketing strategies. In the case of Mercedes-Benz, the targeting strategy differs greatly between the UK and Bangladesh because of the differences in the market size, purchasing power and consumer behaviour.
Differentiated Marketing
Mercedes-Benz in the UK uses differentiated marketing strategy, which is very favourable. The company focuses on several segments including mass-affluent customers, corporate purchasers, and eco-friendly EV users and provides differentiated products and messages. This is further supported by the strong buying power and the advanced financial services.
Concentrated Marketing
Mercedes-Benz has a concentrated marketing strategy, which is most preferable in Bangladesh. The company targets a small base of ultra-high-net-worth customers, such as the business executives and the elites, who consider cars as status symbols. The cost of import duties, as well as the purchasing power, is low, which makes larger strategies inadvisable, contributing to the importance of a specialised approach (Li, 2022).
[bookmark: _Toc227549458]4.3 Positioning
Positioning is the attitude of the consumers to a brand in relation to the competitors. Mercedes-Benz is the brand that is associated with luxury, innovation, and engineering excellence on a worldwide scale, though the market focus is particular. The UK positioning is characterised by technological innovation, digital connexion and sustainability particularly with the EQ electric cars range that meets the environmental policies and consumer preferences.
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[bookmark: _Toc227550334]Figure 5 Perceptual Map: Mercedes-Benz and Competitors by Prestige, Innovation, Affordability and Tradition : UK and Bangladesh Markets. Source: Author's own
The issue of positioning in Bangladesh is prestige, exclusivity and social status. Marketing is tradition, high design and high-end lifestyle identification and aims high-end consumer with a need to be socially acknowledged. The UK strategy can be characterised as being inclined towards innovation and sustainability, and the strategy applied in Bangladesh can be characterised as being favouring prestige and status (Yasir Maulana et al., 2023). Still, Mercedes-Benz can retain a standard global look of luxury, adapting the key elements to the local inspirations.
Differences and similarities
The variations in Mercedes-Benz STP strategy, between the UK and Bangladesh, are mainly on market segmentation and targeting. The brand in the UK is aimed at a more affluent and wide-based demographic, such as business owners and tech-friendly, environmentally-conscious customers, and particularly with the emergence of electric vehicles (EVs). By contrast, Bangladesh targets a smaller and ultra-high-net-worth segment, primarily senior executives and elites, and with more status and exclusivity. The UK is geographically composed of major urban centers whereas Bangladesh is conglomerated in Dhaka. Mercedes-Benz employs differentiated marketing in UK where it targets different segments but employs concentrated marketing in Bangladesh where it targets the elite. In the UK, the emphasis is made on innovation and sustainability, especially with the EQ range whereas in Bangladesh, it is on prestige and social status. The parallels of the two markets are the fact that over the years before now, the brand Mercedes-Benz has been positioned as a luxury brand that is based on quality, exclusivity, and engineering excellence. Both markets are aimed at affluent consumers with the UK seeking to capture a wider affluent market and Bangladesh being the elite. Strong brand loyalty is another key area that the brand focuses on in both markets and both geographical areas in the two regions focus on regions with more purchasing power.
[bookmark: _Toc227549459]5. International marketing mix (7P’s) strategies
International marketing mix is utilised to expound on the manner businesses strategize and make marketing decisions in different markets. Local adaptation versus global standardisation is analysed through the long 7Ps model that is product, price, place, promotion, people, process and physical evidence. Regarding the case of Mercedes-Benz, the difference in the United Kingdom and Bangladesh is utilised in this balance.
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[bookmark: _Toc227550335]Figure 6 (7P’s) strategies
(DinMo, 2024)

[bookmark: _Toc227549460]5.1 Product
The product element includes the entire assortment of goods and services that will meet the consumer needs with references to product depth, width, and branding architecture (Lima, Junior and Silva, 2024). In the United Kingdom, Mercedes-Benz has been exhibiting considerable product width (i.e., luxury sedans, SUVs, coupes, cabriolets, and a rapidly expanding range of EVs) and considerable product depth, which means an array of variants, trim levels, and performance options in each category.
[bookmark: _Toc227549461][image: /var/folders/yl/y1j_c4_s6kq9t7bc_pgjymxc0000gn/T/com.microsoft.Word/Content.MSO/138DE0B8.tmp]5.1.1 Product width and depth 
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Mercedes-Benz C-Class Sedan (Hill, 2021),  Mercedes-Benz EQS SUV (Top Gear, 2023)
The product portfolio of Mercedes-Benz in United Kingdom is significantly broader and deeper as compared to the product portfolio in Bangladesh. The UK market has various types of customers to select such as hatchback, saloons, estates, coupe, convertible, SUV, performance AMG, and electric EQ. To illustrate, the UK market has the following models namely: A-Class, C-Class, E-Class, S-Class, GLA, GLC, GLE, EQA, EQE and EQS. Conversely, in Bangladesh, the product mix is much more limited, largely consisting of imported luxury cars, sedans and SUVs. The models that are popular in the market are C-Class, E-Class, GLE and GLS. The lack of charging infrastructure, high importation taxes, and the low EV preparedness limit the access of electric models, as well as overall product depth, in comparison to the UK market.
[bookmark: _Toc227549462]5.1.2 Branding strategy
Mercedes-Benz has a tiered sub-branding structure in the global market with AMG, EQ, and Maybach, which provides the brand with the opportunity to respond to differentiated consumer motivations in the luxury market (Spry and Lukas, 2015). All three of the sub-brands are actively promoted in the UK, with EQ being given a specific emphasis in terms of sustainability preferences. In Bangladesh, the sub-brand strategy is far more restrained, as AMG models are sometimes imported as flagship status icons, and EQ is often out of reach because of the level of infrastructure.
[bookmark: _Toc227549463]5.2 Price
The price of Mercedes-Benz vehicles differs between the UK and Bangladesh due to factors like import duties, economic conditions, and market demand. In Bangladesh, high import taxes drive up prices, limiting the market to ultra-high-net-worth individuals, whereas the UK benefits from lower import duties and higher average income, allowing for more affordable pricing with financing options like leasing and loans. The UK has greater demand, making competitive pricing easier, while in Bangladesh, limited demand results in higher prices. Mercedes-Benz follows a premium pricing strategy in both markets, but in the UK, it is complemented by flexible financial schemes, while in Bangladesh, high importation costs maintain the brand's exclusivity (Ali and Anwar, 2021). 
[bookmark: _Toc227549464]5.3 Place
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Mercades-Benz in the UK is a company with a strong direct channel strategy where dealerships are well established with support of approved service centers and internet based systems. This enables the brand to offer wide access to the customers, with smooth purchase and after sales services. The direct channels make the customers get into contact with the brand and the services offered without any difficulties (Prior, Buttle and Maklan, 2023). Bangladesh has few direct channels due to the market size and economic conditions. Mercedes-Benz uses indirect marketing with dealerships being found in large cities such as Dhaka. The brand also relies on local dealerships and third-party importers to access consumers because of the small market and a weak infrastructure.
[bookmark: _Toc227549465]5.4 Promotion
Integrated Marketing Communications (IMC) is a combination of advertising, public relations, social media and sales promotions to provide a steady brand message (Purwati and Ariyani, 2025). Merccedes-Benz in the United Kingdom fosters innovation, sustainability, and electric vehicles (EVs) with the help of digital marketing campaigns, social media, and online platforms. Maintaining a high brand visibility is also done through the use of traditional media like television and billboards. In Bangladesh, the promotion approach is more of luxury, prestige and exclusivity. The company relies on exclusive events, up-market product introductions, celebrity promotion, print and billboards to appeal to affluent consumers and build on its premium brand image.
[bookmark: _Toc227549466]5.5 People
Mercedes-Benz has a significantly bigger workforce in UK than the one in Bangladesh because of the magnitude of its operations. Mercedes-Benz UK Ltd employs approximately 1,071 employees, not including the dealership and service centre employees. Training covers technical knowledge, customer service, product expertise and incentives are performance based as well as career development opportunities. In Bangladesh, the workforce is less (around 51-200 employees) with RANCON Motors Limited. Staff primarily specialize in sales, servicing and managing customer relations. The focus of training revolves around individualised service, relationship building, and long-term relationship with high-end customers (Mohammad Omar Faruq, Akter and Mizanur, 2023). 
[bookmark: _Toc227549467]5.6 Process
Mercedes-Benz has a completely automated online complaint system in the UK, which enables its customers to post their problems and get responses promptly in terms of escalation to the higher management. The process of complaints in Bangladesh is more direct and informal and is normally carried out either by face to face contact or through the telephone. Although it can be escalated to the management level, it is not as digitalised and its pace is lower than the UK system.
[bookmark: _Toc227549468]5.7 Physical Evidence
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Mercedes-Benz UK official website
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Mercedes-Benz Bangladesh/distributor website
UK showrooms have contemporary high end environment with interactive displays and configurators. There are fewer showrooms in Bangladesh, but they focus on luxury, exclusivity and personalised services to support the premium image of the brand. 
Similarities and Differences of the 7Ps 
In my comparison of the case of Mercedes-Benz, the UK and Bangladesh have similarities and differences in the 7Ps. Their similarities cover the fact that both markets have a strong luxury brand image, they employ a premium pricing strategy, quality customer service and dealerships and built in promotion. There are however differences based on the economic and market conditions. The UK has a greater range of products, EV included, and superior pricing and technological systems. Bangladesh, in turn, has fewer products, more expensive prices including import duties, less dealerships, and more individualized and less digital processes. The company is generally consistent worldwide with the needs of the local markets.
[bookmark: _Toc227549469]6. Directional Development Strategy 
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[bookmark: _Toc227550336]Figure 7 Directional Development Strategy
(Peterdy, 2025)
Directional Strategy is the way a company innovates its growth, by idealizing the strategic path it needs to take in its growth. It details the way in which a firm plans to develop its products, services and their market share. Ansoff Matrix is a business tool used to make decisions about the growth strategies of businesses such as market penetration, product development and diversification (Aditiya and Kirana, 2024).
In the case of Mercedes-Benz in the UK, the Market Penetration Strategy would be implemented by furthering their investment in their current product lines and primarily, electric vehicles (EVs). This consists of gaining more market share on EVs by focusing on those customers who may not have thought of going electric before. As environmental issues escalate and the emission policies become more stringent, Mercedes-Benz has an opportunity to enter the UK market, riding on their reputation of offering luxury and performance cars.
Another critical strategy is Product Development, namely via EV Expansion. With the UK government advocating more sustainable means of transportation, Mercedes-Benz can be innovative by launching new models of electric vehicles. The company has potential to develop its EV range to meet the demands of different consumers, including providing more affordable models, better battery performance, and better technology, including autonomous driving and vehicle-to-grid integration (Liu et al., 2023).
Diversification is one of the strategies of Mercedes-Benz, which implies the expansion of its activities into electric mobility services. This comprises such services as electric vehicle charging facilities, ride-hailing, and autonomous vehicle technologies. As the UK shifts towards a more sustainable mobility, Mercedes-Benz can expand its product range by embedding its EV products into a broader mobility ecosystem.
[bookmark: _Toc227549470]7. Ethical Issues Analysis
Mercedes-Benz has been on the frontline in regard to ethical practices in the context of the UK market which is consistent with its sustainability objectives. One such practice is commitment to EV Sustainability. The initiative by Mercedes-Benz to electric vehicles (EVs) is an indication of the company being serious in curbing carbon emissions and adopting cleaner technologies. They invest in the EVs evolution continuously, underlining the necessity of more environmentally-friendly versions of the traditional cars with combustion engines. This is in line with the overall objective of the UK of being carbon neutral by the year 2050.
Their Transparent Safety Standards is also another ethical practice. Mercedes-Benz has developed a strong reputation of conducting stringent safety tests and open communication on the safety features of its vehicles (Mixafenti, Karagkouni and Dimitriou, 2025). Their cars are also equipped with some sophisticated driver-assist systems, and their scores in the safety tests are always high. This promise guarantees that customers are not just cruising in luxury but also safely.
Nonetheless, Unethical Practices have occurred in the past with Mercedes-Benz, including the Diesel Emissions Scandal. The company had been part of a historical problem in which it was uncovered that some diesel cars had been equipped with software that cheated on emission tests. This cast grave doubts on the environmental responsibility and corporate openness.
The other ethical issue is Greenwashing whereby businesses tend to overstate their environmental policies. Mercedes-Benz, though it genuinely seeks to develop EVs, has been accused of not doing enough in regards to the overall lifecycle sustainability of its vehicles, including manufacturing and sourcing of its batteries.
These are the ethical concerns that are connected to the 7Ps, particularly Product (how sustainable vehicles are formed), Promotion (how sustainability is conveyed), and Process (the openness of manufacturing and testing).
[bookmark: _Toc227549471]8. Recommendations
Recommendations for Mercedes-Benz in the UK:
1. Enhance EV Range and Affordability: Add more diversity to EV models by making more affordable electric vehicles with greater driving range to appeal to families and everyday commuters. 
2. Invest in Renewable Energy Integration: Work with renewable energy providers, to provide customers with 100% green energy charging solutions, enhancing sustainability performance. 
3. Improve After-Sales Service for EVs: Introduce EV after-sales services, such as home charging installation, and specialised maintenance packages. 
4. Expand Marketing Focus on EV Benefits: Intensify online and traditional marketing advertising to emphasize monetary savings, environmental advantages, and long-term worthiness of EV ownership. 
5. Support Local Communities with EV Awareness Programs: Organize awareness campaigns and community initiatives to educate consumers on EV adoption and environmental sustainability. 
Recommendations for Mercedes-Benz in Bangladesh:
1. Expand Product Availability: Launch additional models, such as compact SUVs and hybrid or entry-level electric, to meet the new market demand. 
2. Develop EV Infrastructure Partnerships: Partner with government and other parties in the private sector to enhance charging infrastructure, which is a key constraint today. 
3. Strengthen Brand Awareness: Ramp up digital marketing to create awareness about Mercedes-Benz products not only to high-end customer segments but also to enhance brand recognition. 
4. Improve After-Sales Network: Increase the number of service centres and spare parts to enhance customer confidence and satisfaction in the long run. 
5. Introduce Flexible Financing Options: Provide leasing, instalment plans and corporate fleet solutions to make luxury cars more affordable to strong-income professionals and companies. 
[bookmark: _Toc227549472] 9. Conclusion
To sum up, the international marketing mix and strategy of Mercedes-Benz in the UK demonstrate a strong emphasis on sustainability and innovation, particularly in its EV products line. The company has been able to cope with the challenges in adapting to a more environmentally conscious market without losing its premium image. The main distinctions between UK and Bangladesh are in the products offered, channels of distribution and promotions. Whereas the UK market is more sensitive to technologies and advances in EVs and sustainability, the Bangladeshi market is more sensitive to exclusivity and luxury, without the urgent necessity to have EV variants.










[bookmark: _Toc227549473]SECTION 2: Reflection
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[bookmark: _Toc227550337]Figure 8 Directional Development Strategy
(McLeod, 2025)

Description: 
This reflection looks at my experience of doing a comparative international marketing analysis of Mercedes-Benz in Bangladesh and in the United Kingdom. The task used major theoretical approaches, such as PESTEL analysis, Hofstede Cultural Dimensions, the STP model, and the 7Ps marketing mix to compare the differences in international marketing strategies in two opposite markets. The research methodology was secondary data collection and analysis of academic journals, industry reports and official company sources. The major issue was that there was a scarcity of market-specific data available and reliable in Bangladesh as opposed to the UK, and this needed to be carefully evaluated and triangulated with several sources to guarantee accuracy and credibility. The reflection also outlines my interaction with such strategic instruments as the Ansoff Matrix or ethical analysis to learn how Mercedes-Benz alters its global strategy in various economic, cultural, and regulatory contexts.
Feelings:
It was informative and difficult to conduct research on this topic. The thoroughness of the Mercedes-Benz strategy in the UK offered some interesting lessons to the manner in which luxury brands can modify their marketing strategies to suit the local market. Nevertheless, the ethical part, particularly concerning the previous scandals had to be approached more critically, which I have struggled to reconcile with the existing sustainability practices of the brand.
Evaluation:
The most successful part was the detailed discussion of the strategies of Mercedes-Benz in the UK and in particular the application of the Ansoff Matrix to indicate its success in penetrating the market, product development and diversification. The most challenging was the critical examination of the ethical aspects, most especially the diesel emissions scandal, because it had a historical background, which affected the current consumer perception.
Analysis:
I got to learn that although Mercedes-Benz has gone a long way to adjust to the UK environmental friendly market, old problems remain in regard to consumer confidence. The need to be more transparent in product offerings as well as in sustainability claims is more than ever critical. I also got acquainted with the application of certain strategies, such as market penetration and product development, in the business.
Conclusion:
Further research should be focused more on how the long-term sustainability strategies adopted by Mercedes-Benz influence brand equity in the future. Such studies could also include the ability of various international markets to affect the company in the decision-making process of the company on the products to offer as well as marketing strategies which would offer more information on global and local marketing adaptation.
Action Plan: 
To enhance the quality of data sources, I would focus on peer-reviewed journals, official company reports, and other reliable sources of publications in the industry in future studies. I would also organize better time management by organizing data collection and analysis in a systemic way to guarantee a more systematic comparison of the global brand consistency and regional adaptation. I would also widen the area of research to cover other automotive brands in both developed and emerging markets to increase the level of analysis and reliability of sustainability and ethical business practices.
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