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Globalization has helped in the development of various technologies and equipment that has significantly helped in reducing the trade barriers. The organizations are able to trade in different countries around the world much easily on the evolution of globalization.Marketing principles that are developed by the organizations which are applied to different countries is referred to as international marketing. The marketing principles are applied in order to ensure satisfaction of varied wants and needs of various people who reside across national borders. American marketing association defined international marketing as the procedure of planning, designing and applying various marketing mix components like promotion, price, place, product, physical evidence, people and processes such that it meets the demands and varied needs of the people in different markets efficiently. This assignment highlights the sales of cars of Mercedes Benz in Japan and United Kingdom. This assignment analyses the various market segmentations of the car manufacturing giant, their targeting as well as positioning strategies which efficiently helped the company to attract high social class people towards the product of the company in two different countries as mentioned. It also highlights the similarities and dissimilarities in the marketing strategies which are applied in UK and Japan to attract the customers from respective countries and ensure high rate of sales of the cars of the company. It is evident from the research studies that the needs and requirements from the car manufacturing companies are different for different customers. This reveals that the company like Mercedes Benz is required to adopt appropriate tactics and strategies which suits business environment in which the company operates.
[image: Image result for mercedes benz company]
Mercedes Benz is one of the leading global car manufacturing companies. The car manufacturing brand is a highly renowned company or brand which offers buses, coaches, Lorries and luxury vehicles. The headquarters of Mercedes Benz is in Stuttgart, Germany. The car manufacturing company was founded in the year 1926 by Daimler AG. The company has achieved a significant position within the German market and offeredsuperior quality of luxury cars to the people across the globe. The company operates in various countries like Japan, China, Spain, Italy, USA, United Kingdom and almost all countries worldwide. The company has been successful in outperforming its competitors, like Volkswagen, Mercedes Benz, Audi, etc. The company’s management has emphasized on developing different marketing strategies which can be applied in different countries to segment and target the potential customers in an efficient manner. These strategies have helped in attracting huge number of customers towards the company and increasing its customer base to great extent (Papadopoulos and Heslop, 2014).                                                               
[bookmark: _Toc512850012]Relationship between Japan and UK
 The relationship Japan and UK share are very cordial and stable; the world leaders have given the relationship between UK and Japan the tag of being and sharing the most influential bilaterally powered nations of the era. UK is one of the largest economies of the world powered by the royal culture and Japan is not much far behind on the list of leading economies in terms of gross domestic product. The relationship between UK and Japan has been similar as they are now over the years if some political tension can be neglected.  
Culture and language 
 The culture and language in Japan is varied based on their food choice, their choices of lifestyle , the style quotients, their language , religious views  humanitarian view, income levels , family needs and children  and many more factors  every thing varies from the towns of Japan to the Villages and countryside’s of Japan. These wide range of varying factors within the country call for adapting various methods to be implemented in various regions within the country for the company to attain high sales and profitability. 
The culture of people which is influenced by the royalty is very and prosperous, the culture, economic status, language barrier living in UK is not much varying as they have similar income levels, values as well as social status which eradicates the need of varied policies to be implemented around the nation. Majority of the people of UK have inclement towards the celeb world and celerity endorsed product find great value amongst them , and this particular move of Mercedes Benz will allow they succeed and thus celebrities are hire to endorse several brand. 
[bookmark: _Toc481928021][bookmark: _Toc512850013]Market differences between Japan and UK
Segments 
The Japanese market has a huge gap which exists between the higher classes of people and the lower classes of people. The people of Japan are segmented based on their geographic factors such as the people who live in the cities have varied opinions and preferences as compared to people of Japan who reside in the country side or villages. 
Hence when the market in Japan is segmented it’s done on the basis of this income level, market requirement variances that exist. 
In contrast to this wide segmentation in Japan , UK calls for a segmentation pattern where the income level of individuals doesn’t vary much and thus the segmentation is done based on the age , gender , occupational level of the individuals. 
Behaviour 
 The people of Japan are very down to earth people who have simple choices and live a very low profile live without boasting about their wealth, power position or achievements they believe that motivating others and living in harmony while doing so is a great way to live. The success of project is celebrated and distributed among all the employees rather than being mean about the success being the result of the decisions of the top level management. 
On the other hand the British people as has been mentioned again and again they believe in showcasing their wealth, social position, power and the success they have achieved so far in their respective lives. But this doesn’t make them mean leaders of the organization where the follow the footsteps of the Japanese companies of motivating and supporting employees. As most of the people of UK are highly educated so their choices and preference are different and much more sophisticate d as compared to that of the Japanese people who have segments of people educated, less educated as well as uneducated. 
Perception and attitude 
The Japanese people make their decisions to purchase based on brand credibility, whereas the British people seek more interest in the newness and uniqueness of the product.  Japanese people rely on the quality of the product that is being made available to them, if they like the quality of the product they continue using it or else they switch brands and products.  The Japanese people are highly aware about brands and companies around the globe whereas the British people make their decisions based on the advertisement showcased in front of their eyes.   They don’t need brand awareness and brand image knowledge before making the move. 
Lifestyle
The people of UK are habituated to a lifestyle which has the impact of royalty in every aspect, they have high living costs and even the basic amenities they prefer are high in standard and cost as compared to the lifestyle of other countries around the world. The people of UK are highly educated and thus have high income levels, justifying their choice of products and services. They prefer products which are expensive and most valuable based on their need. The people of UK, specially the female population of the country are very aligned and choosy about brands, and products that have an A class brand tag etched on it become their best buy products, as they feel that the brand they wear or carry depict their status.  These attributes of an average British individual clearly direct the fact that Mercedes Benz being a high class brand will surely achieve more and more customers resulting to 21 percent customers of Mercedes Benz. Japan being a country of varied interests and social status has people ranging from low status to high status. This varied status makes the sales analysis a bit unstable and project the values that the Japanese people are generally low income group people who really cannot afford the high priced cars, Mercedes Benz and the sale of the car in Japan is comparatively low. 
Emotion 
The emotional factor of people around the world varies; people based in UK are generally very emotional who make their choices and preferences based on emotional factors. 
Emotional promotional events such as video clips or advertisements when circulated among UK audience grabs their attention to a greater extend they get attached to the emotion displayed in the advertisement, resulting in a condition where the consumers make a purchase.  Will the difference can be stated when a similar advertisement with high emotional quotient doesn’t yield much attention to the product in the Japanese market, precisely consumers. 
The Japanese people make purchase decisions based on their social status, family members and their needs and their children. The people of Japan take their decision with proper thought process giving more importance to the needs and rather than getting carried away in emotional content of the advertisement showcasing the product. The people of Japan feel that emotions shouldn’t be the driving force behind making a purchase decision, they denies the fact that expression of emotions in such situations is unworthy and not at all productive. Japanese people do not deny implementation of moral in their activities but do not follow emotional instincts while taking decisions. 
The British people are easier to be influenced and manipulated to buy a product, as they follow emotions to drive their actions and these factors keep them satisfied as well. Whereas Japanese people are tough to be manipulated and conclude that, attachments and emotions are problematic to their decision making process as well as their threats to their lives.
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PEST analysis is referred to as an efficient analysis tool which helps in analysing the external business environmental factors that affects the business operations of an organization. Mercedes Benz is a company which ensures that they observe the external environmental factors such that they are able to develop effective marketing strategies and other tactics to tackle the business environmental factors efficiently. 
Political factors:the political factors have significant impact on the business operations. Stable political situation within a country helps in smooth running of the businesses. UK is business friendly and supports the development and growth of the businesses operating within the country. However, the businesses have faced immense cases on bribery as well as corruption which have impact of ethical performance of the organizations. The government implements different types of trade regulations within the country which are required to be followed by the businesses like Mercedes Benz. If the company fails to abide by such rules or regulations they are penalized which might incur a huge loss to the company as well as adversely affect the reputation and goodwill of the company. However, BREXIT which a recent political issue has deeply affected smooth running of the businesses in UK. UK has exited from the free trade agreement and hence it is not able to conduct free trade with other countries like when it was a part of the European Union. This has increased the export and import costs of the company thereby reducing the profit margin significantly. The government also applied various rules regarding advertisement content to ensure that disharmony does  not occur among the people of the society on account of disturbing content of advertisements. Hence, Mercedes Benz is required to choose advertisement content efficiently such that they do not end up having conflicts with the government. Japan is a part of free trade agreements which allows the businesses of Japan to free trade with other countries thereby ensuring higher profitability margin for Mercedes Benz in Japan than UK. The government of Japan is however strict and applies strict regulations on various marketing activities of the businesses operating in the country which is a major concern for the company (Vigneron and Johnson, 2017). 
Economic factors:both the countries have a rising GDP or gross domestic product. This depicts that the economic conditions of both the countries are enhancing in a positive manner thereby reducing economic turmoil within the countries. The graph shown below depicts that the GDP per capita of Japan is slightly higher than that of UK in the period from 2010 to 2015 and is still rising. UK is prone to various economic fluctuations like inflation, recession, etc. which affects the entire economy of the country. Inflation is referred to as the situation of increasing prices of the products and services of the companies which reduces the rate of sales of those products to great extent and companies incurs loss. Similarly recession reduces the disposable income of the population which also negatively affects the rate of sales of products and services especially the luxury goods (Terpstra et. al, 2012). This is a major drawback for Mercedes Benz as it offers luxury cars of high prices to the people and is hence likely to face drop in sales during such economic conditions. Unlike UK, Japan faces less economic turmoil and hence experiences a more stable economic condition with a rising GDP. This offers smooth running of the businesses in Japan which a great opportunity for Mercedes Benz to operate smoothly within the country. 
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Fig: GDP per capita of UK and Japan
Source: (slideshare.net, 2018)
Socio-cultural factors:it is evident from the reports and studies that majority of the people of UK are associated with the high occupational level and their disposable income is significantly high which aligns them to buy superior quality of products rather than inferior quality of cheap products. This is a significant advantage for Mercedes Benz as it is able to sell their luxury cars like Mercedes S-class easily on account of the high income level of the customers. The people willingly pay high prices for superior quality of products and services of the companies in UK. In comparison to UK the poverty level of the people in Japan is higher than that of the people in UK and hence, there is a need that the company (Mercedes Benz) selects the market segments wisely. There have been significant initiatives taken by the local people, government as well as other regulatory bodies to reduce the poverty level and increase their income level so that the people have adequate income level. The luxury of people in UK is quite higher than that of the people in Japan. The people of both the countries are equally tech savvy which helps the company like Mercedes Benz to easily conduct marketing activities through online mode. This helps the company to reach a large number of customers within a short span of time (Paliwoda and Thomas, 2013). 
Technological factors:both UK and Japan has advanced technologies and equipment which can be used by the companies to improve their products and services that they deliver to their customers. The government of both the countries ensure that appropriate research and development activities are carried out in the countries so that efficient technologies are developed that can be used by the companies. Mercedes Benz can is highly benefitted from this as they are able to implement latest technologies within the company with minimum investment.
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Mercedes Benz operates in extensively competitive business environment with a large number of competitors in both Japan as well as UK. The company also offers a tough competition to its customers by using a large number of techniques and strategies. The analysis of the competitive forces are analysed with the help of porter’s five forces as follows:
Bargaining power of buyers
It is evident that the people of UK are aligned towards superior quality of products rather than cheap products. The number of car manufacturing companies offering luxury cars to the customers is limited which makes the bargaining power of the buyers much lower. The people are unable to switch from one company to another easily due to high switching cost and limited number of companies producing cars of similar quality. On the other hand the bargaining power of the buyers in China is significantly high as there are a number of car manufacturing companiesoffering similar quality of products even at cheaper prices. As the people tend to spend less on luxury items they prefer choosing the cars manufactured by other companies at lower prices. Due to the low switching cost as well as large number of competitors the bargaining power of the buyers in Japan is significantly high (Czinkota and Ronkainen, 2013). 
Bargaining power of the suppliers
The number of suppliers offering parts of cars used to manufacture superior quality of cars is huge in UK. There are a large number of suppliers that offers the raw materials for the production of the cars. As there a large number of suppliers there is intense competition among the suppliers and the switching cost for the companies to select or choose suppliers is low which reduces the bargaining power of the suppliers to great extent. Mercedes Benz hence has an option to choose from a large number of suppliers by considering the quality and cost of raw materials offered by the companies. On the other hand the number of suppliers offering raw materials required to develop Benz cars is limited in number in Japan. The suppliers have high bargaining power as they can offer the same items to other competitors in the market (Baroto et. al, 2012). Hence, it is evident that the bargaining power of the suppliers in UK to that of Japan is significantly low. 
Threat of new entrants
It can be depicted from the external factors environmental analysis that the government of both the countries supports the growth of development of new businesses within the countries. This has significantly increased the development of small to medium sized enterprises within the countrythereby increasing threat from the new businesses. However, it is evident that the development of a car manufacturing unit or factory is not easy and cost intensive. This restricts the development of new car manufacturing companies in both UK and Japan which thereby reducing the threat of new threats. Hence, threat from new entrants in both the countries is significantly low. 
Threat of substitute goods
In both UK and Japan the public transport facilities is extremely good. The people are able to travel to distant places by availing the frequently available transportation services by other companies. This depicts that there are alternate or substitute products available to mitigate the need of the customers of having a personal luxury car. However, it is evident that majority of the people of UK has a high social status and they prefer having a personal car than availing public transportation services in the countries. Similarly the people of Japan also wish to have a car of luxury and renowned brand which depicts medium threat of the substitute goods.  
Industry rivalry
As discussed earlier there are a number of car manufacturing companies operating in UK as well as Japan.The car manufacturing companies are already established like Audi, Mercedes Benz, Ford, General Motors, etc. These companies offer intense amount of competition to Mercedes Benz. However, as the company is renowned and has good reputation in the market which reduces competition for Mercedes Benz. Similar is the case in Japan. There are a number of already established car manufacturing companies in Japan which offers intense competition to Mercedes Benz (Armelini and Villanueva, 2011). 
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It is a three way technique to classify the market into segments based on demography , geography  and behavioural pattern of individuals and then the desired segment is targeted and then the product or service being launched or marketed is positioned in the desired section with it unique qualities and attributes. 
SEGMENTAION - 
Segmentation is a process is which the market is an arena and it is being divided into groups with similar attributes based on demography, geography, behavioural pattern and physiology. The groups made are virtually, and are just there for the understanding of the person responsible for the idea of the product of service to be launched and further marketed. Mercedes Benz is a very efficient and has a very progressive graph as far as business ideas and marketing strategies are concerned. Mercedes Benz segments the market in a manner that is beneficial to their business to flourish and sustain and attract more and more customers.  Mercedes Benz segments the market they have in Japan and UK based on basic segmentation i.e. demographic, geographic and behavioural segments wherever possible. 

Geographical segmentation- 
Mercedes Benz segments the Japanese market based on the different regions of Japan, where people have different social status, income and needs whereas the market of UK is not segmented based on geographic segmentations. 
Demographic segmentation – The Company segregates the market based on gender segmentation in UK, and the Japanese market is done on the basis of occupational level of people as they have varied social and income categories in Japan. 
Behavioural segmentation- the behavioural segments made in UK are based on several factors which include the buying pattern of the customers, the loyalty of the customers towards the brand name Mercedes Benz,  and the type of knowledge they require about the brand they want to make a purchase from. 
The Japanese market is not segmented based on their behavioural pattern as they have more or less similar opinions as they choose a brand based on the brand credibility and just the brand name or image.
Psychographic segmentation 
In this segmentation the market is divided based o n the values of the customers, their personality, their traits there lifestyles.  The Psychographic factors that influence the decisions are huge in number and both the countries have varied markets for this varied segment of people allowing marketing polios to be handling in a much more correct manner. . 
Targeting
Targeting is a stage before product launch where the most suitable market segment is targeted and thus every promotional or product idea later generated is done based on their needs, elements related to this target group. The female customers of Mercedes Benz are the target group of the Mercedes Benz market in UK as they are very brand conscious and really love the popular brand  which will give a push to their already high profile stature in the society.  The people of UK have been studied and a common trait which was concluded from the study is the fact that they are brand conscious and are manipulated and influenced by good and positive way of living , so the females in UK are attracted by these high quality cars and are the easy targets . 
Businessmen – the businessmen of both the nation are equally vulnerable to make a purchase of a Mercedes Benz because of their high income and the need for them to glorify their status which can be easily achieved with the purchase of a car so classy like Mercedes Benz. The business class people don’t just facilitate the business with their single purchase but allow the brand to be an entrant to the groups of the businessmen who have the capability to purchase this high class, luxurious cars by benefitting the company. 
High income customers – the high income class people who may belong to the royalty of the British people are very attracted towards these high class luxurious cars to add charm to their already flourishing name.  The people associated with MNC’s in both the countries are amongst the other segment of people who are attracted to make such a lavish purchase, they can also afford the high maintenance the car demands , these people can help in increasing the sales an profitability of the company from both the countries.  
Potential customers concerned for family and believing in emotions- there are groups of people in UK who choose a product based on some emotional constraint, attachment to the brand by being biased . Whereas the people of japan who have closely knit families where each one cares about the others choice , safety and security , these factors will facilitate the need of the purchase of the Mercedes Benz which is a highly secure and safe car which can restricts the effects of an accident. 
Positioning -  
Positioning allows a car to demonstrate its features which are unique and not repetitive like other products available in the market. Every brand aims at positioning their product at such a point, price and place in the, market so that the segment or mindset or need of people they target has not been thought of yet.  Mercedes Benz being one of the top brands around the world attracts majority of its customers from the UK market as they are readily available to purchase from such high class banners.  Mercedes Benz ensures that their customers are satisfied and get proper value of their investment in such a highly priced product. 
The features which position Mercedes Benz in a non-competitive category are its interiors, automated gear features which attract the brand conscious female customers of UK towards the brand. 
Safety of the user with properties  such as air bag , child lock , disc brakes make the customers  trust the brand more and more , the quality’s service even after the purchase has been made is commendable and very satisfactory attracting more and more customers. 
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The marketing mix isa process of implementing different elements of marketing mix like price, promotion, place, product, physical evidence, people and processes. The marketing mix or 7P’s that can be implemented by the company to ensure attraction of more and more customers are as follows:
· Product- Mercedes Benz offers a superior quality of products to the potential customers. The cars have a superior security and safety features which protects the passengers in case of accidents. The company focuses on producing highly designed cars with classy looks both inside as well as outside the car. The classy and sophisticated design of the exteriors with attractive front grills, LED lights, sleek design, etc. helps in attracting more and more high social class people towards the brand and its products. The cars also has strong engine with extremely well defined suspension which prevents the car from experiencing jerking or body roll. In addition to this the cars also have superior quality of in built music system, television, comfortable seats, etc. which provides high level of comfort to the passengers. The well designed exteriors and the interior along with the classy and sleek design of the cars help the brand to outperform its competitors and achieve a distinct position in the market (Pearson, 2016). 
· Price- the company keeps the prices of vehicles significantly high and targets the people with high incomelevel like the businessmen, people associated with high income occupation, etc. They mainly target those who prefer quality of products over price. The company uses both competitive as well as premium pricing strategy. Competition pricing strategy depicts that the company keeps the prices of the products in and around the prices set by their competitors for similar kind of products. Premium pricing strategy is a strategy adopted by the companies to develop a perception among the potential customers that the price of the product is high on account of excellent quality of the cars and its features. The competitive pricing strategy and the premium pricing policy helpin implementing appropriate prices of the products to attract high number of customers towards the company (Bian and Forsythe,, 2012). 
· Physical Evidence – as is known that almost all service providers provide some physical evidence of their service or product. The showrooms of the company enhance the buying experience of the customers by providing great ambience and service to the customers of the company on their visit. A showroom with proper infrastructure and interiors will only higher the intentions of the consumers to make a move towards purchase. 
· Place – the availability of the product is very essential, this product will be available in shops located in busy market places and those central to business areas. The shops can be lined on often used and busy streets, or on the e- commerce websites or on the online shop of the company where the product is listed. 
· People –  the right people working at the right positions within the company is very essential as this allows proper flow of information and data within the organization to reach the right person in the right frame of time.  Mercedes Benz has highly efficient layers of employees working effectively and passionately towards achieving organization goals of sales and marketing the products and services. Mercedes Benz assures that their employee perform in par with the needs of the organization by providing them proper compensations. 
· Promotion - celebrity endorsement is another major step taken by Mercedes Benz having leading celebrities from around the world endorses their brand to attract and manipulate the minds of customers. The British people are highly vulnerable to being manipulated by the lifestyle of the celebrities hence the celebrity promotional activities are highly effective in facilitating the sales in UK. They have varied promotional strategies to market Mercedes Benz through advertisements in televisions, social media promoting , promoting through boards and hoardings , magazines , newspapers and video clips in both these countries,  UK as well as Japan. 
· Processes – the process involved towards generation of service to the end users while demonstrating the essential of Mercedes Benz or while delivering post purchase services Mercedes Benz never falls short of delivering the best quality service. 


[bookmark: _Toc512850018]Conclusion
[bookmark: _GoBack]According to me, this assignment reveals that the companies operating in the modern competitive world strive to be the best and adopts various marketing strategies to attract more and more customers towards the company. The assignment depicts that Mercedes Benz is required to adopt different types of marketing strategies for different countries in which it operates. The countries comprise of different people belonging to different cultures and hence their needs, beliefs and thought processes also differ. This calls in for different types of marketing strategies and advertising content to attract the attentions of the customers. 
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