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[bookmark: _Toc60691055]1.  Processes and stages of marketing 
[bookmark: _Toc60691056]Definition of marketing
Marketing is the functional area of a business organisation which aims to deliver value to consumer through design and distribution of a demanded product, with a reasonable price and a convenient place for them, as well as promoting it through traditional and digital means (Contreras and Ramos, 2016). Marketing is a broad function which starts right from knowing and searching the needs of the customers followed by production of that product and ends when the final product reach the target customer. Marketing enables the company to sale or promote their product among the customers in the market.
[bookmark: _Toc60691057]Definition and diagram of the marketing process
Marketing also undergoes certain processes that are considered to be worthwhile for the development of the market. There are various marketing processes include the basic four elements: strategic marketing analysis, marketing mix planning, marketing implementation, and marketing control (Kose and Sert, 2017). 
One of the biggest cars manufacturers in the world   Mercedes Benz has overtaken the unique marketing processes which have helped to develop amongst the customers and also help in strategic planning. Mercedes Benz manufacture a wide range of vehicles - cars, busses, coaches all over the world. As well the German car manufacture giant Mercedes Benz is well known for its efficiency, values and believes and won the trust of millions of people around the world when it comes to safety, performance, style   and quality of their cars, as well  and comfort of driving.
Strategic marketing analysis - This helps in the underlying of the different marketing structures and analysis of the essence of strategic planning (Muralidharan and Raval, 2017). It can also be seen in this situation that the main blueprint which is followed by Mercedes is the strategic marketing analysis process which has helped it to build a proper relationship with the consumers. 
marketing mix planning -  marketing plans of Mercedes Benz is also seemed to be attaining different marketing objectives and also the firm is seen in such a way that has helped it to develop in the customer-centric model (Kose and Sert, 2017). It is also important to note that Mercedes Benz has imbibed the structure of 4P’s in their strategy which is helping it to conduct several ways to develop in the society and in the development of the consumer demands.
Marketing implementation - It is considered to be the process of switching the marketing strategy into different real-life actions and also consider the different kinds of tasks and projects (Muralidharan and Raval, 2017). Again, in Mercedes Benz, it is noticeable that they have implemented the use of digital platforms for their marketing strategies.
 Marketing control - This is mainly considered to be the monitoring of the marketing plans of any company based on which they are able to keep a track of their progress in the definite standards (Kose and Sert, 2017). Mercedes Benz has a definite positioning of their strategies as well as they are prospective by the consumer. 
[image: ]
Figure 1: Marketing Processes
(Source: Kose and Sert, 2017)
[bookmark: _Toc60691058]Mission statement
Mercedes Benz's main mission statement is to provide the customers around the world with the highest-quality, covering all safety standards, comfortable and stylish vehicles. To reach this goal the company  aims to leverage a professional team that is committed in utilising the best products and techniques, and they are responsible of providing excellence through every task they perform. It is important to note that  Mercedes Benz works with companies which supplying them with highest quality materials and products on the market. It is good to mention that they have taken into consideration the different satisfactory methods based on which they are able to make the most of the profit and aim for the success of the company.  

[bookmark: _Toc60691059]Situational analysis
This is considered to be very essential as it helps to understand the potentialities of the customers and also helps in the practical analysis of the products given in the particular entity. It is noted that they have a definite objective based on which they have imbibed the development skills of the market and also the different factors based on which they have the ability to support or move back from the different objectives (Zhao and Zhao, 2017). In Mercedes Benz, it is also seen that they have relevant marketing strategies based on the definite situation and also they are likely to understand the product related issue and classification of the same in the varied fields. 
[bookmark: _Toc60691060]Objectives
Every kind of marketing must have a definite goal based on which they are able to achieve definite kinds of business. Objectives are the base or main goal of the company according to which the whole marketing plan is made so that it will be achieved within the specified time.
· Mercedes Benz produces luxury vehicles and commercial vehicles that is considered to have the main objective as the fulfilment of the needs of the customers. 
· They are planning to work as a team so that they are able to fulfil the key roles in the success of the company (Röwekämper, 2016).
· Their other key objectives are to develop innovative factors, and also understand the changing needs of the customers.



[bookmark: _Toc59623822][bookmark: _Toc60691061]Strategy
Strategy is the way or technique by which the objectives or goals of the company will be achieved. Companies usually make or follow defined strategies so that the objectives or goals will be achieved by the company. Providing different variants in the products, availing the products at best price with the best quality and excellent services in comparison of competitive companies, increasing the role of effective communication with customers are some strategies  adopted by Mercedes-Benz in order to achieve its objective.  
[bookmark: _Toc60691062]Implementation and control
Making strategies is of no use without proper implementation in practical approach which means implementation and controlling. Under this stage the strategies or plans are implemented in practical sense along with taking corrective actions in order to remove deviations or differences. Mercedes-Benz perform this step under which after making proper strategies it put the strategies into actions and then measures the results and outcomes of these strategies against the standard or objectives and if they not match or if it finds any deviation or difference in the target outcome then it takes all the precautionary or controlling steps by which deviations can be removed or corrected and best outcome will be produced with the achievement of objectives (Britannica.com 2020).

[bookmark: _Toc60691063]Swot analysis of Mercedes Benz
SWOT analysis which is one of the form of internal analysis helps the Mercedes-Benz to know its actual strength or capabilities by which it can grab the future opportunities along with knowing its weakness, which may become threats in the near future.

Strengths: The good brand image with global presence and using of the latest technology along with bringing innovations are considered as strength of Mercedes-Benz. Apart from these, strong financial position, good sponsors, business in developing countries, global manufacturing, are also considered as strengths of Mercedes-Benz (Kriva and Malama, 2017).
Weaknesses: They are very expensive after the sales services and also maintenance and different services cost is also high. They have conflicting goals and effect in the individual brand.
Opportunities: Continuing increase in the demand of premium auto mobiles along with development of business in Asian countries may become opportunities for Mercedes-Benz.  (Shtal et al. 2018). They have strategic alliances which prove smart strategies and is a good opportunity as well as help in the growth of the automobile industry.
Threats: Continuous rise in competition in addition to regular rise in fuel prices along with economic instability may act as threat for Mercedes-Benz. Also, due to high requirement of investment in research and development, changing in government regulations, high prices of raw material, price war are also some threats which may affect the business of Mercedes-Benz on a serious note (Phadermrod, Crowder and Wills, 2019)

[bookmark: _Toc60691064]Porter’s five forces for Mercedes Benz
Potential new entrants - Low
It is low in nature because the entry of the barriers in the industry is very high. They have a variety of brands which are developed and have time to enjoy. There are a lot of new vehicle manufacture companies in the business mostly from Asian countries, but they face a lot of difficulties to get a significant market share. Costumers prefer to buy old brands like Mercedes, BMW, AUDI, Porsche etc which are symbol of prestige and repute, rather to trust of new unknown brands. Another barrier for the new players is the fact that Car manufacture is very expensive business at all, and they need to invest a lot financial resource to get in this business, extensive marketing strategy and high advertisement   costs.
Power of the suppliers - Low
It is comparatively very low because the size of the manufacturing is of large size and also suppliers are in no position to bargain. These companies produce high quality products or materials, and they would not want to lose any contract with giant like Mercedes Benz. As well there are thousands company who are ready or waiting to have contracts with brand car manufactures and to meet their quality standards of productions.
Bargaining power of the buyers - High
 It is considerably high because the customers have the comparison to different products, with differing in a quality, performance, and easy access to the various products (Shtal et al. 2018). Nowadays using the internet portals buyers can easy match various characteristics or aspects of  luxury car brands before making decision what car they would like to have in their garage. But after all customers prefer to pay extra for specific brand vehicle.
Threat of the substitute products - Medium 
[bookmark: _Hlk59889414]It is also considered to be medium because they are varying in wide varieties and the main problem is in terms of the transportation. Driving high quality car produced by Mercedes Benz is symbol of prestige, statute, and even self-realisation. Usually the cars manufactured by Mercedes are premium class and they do not face to many substitute on their level of quality, comfort, high tech features of their vehicle. The main substitute of Mercedes are cycles (very popular vehicle in Europe and some parts of both Americas), cheap cars  and public transport-bus or train. 
Rivalry among the Competitors-High
The competition of luxury car manufacture industry is very high as it is having various other competitors in the market who are producing a definite amount of name and fame. The main competitors of Mercedes Benz are BMW, AUDI, Porsche etc.

[bookmark: _Toc60691065]Advantages and disadvantages of the Macro-environment 
A macro environment mainly exists in the development of the economy as a whole and has a particular region to expand. It is seen in this situation that they have different trends and also inflation and employment rate (Shtal et al.2018). Different spending cultures are also discussed and monetary and fiscal policy is also defined. 
The different advantages and disadvantages of the macro-environment are the different external factors of the company which is beneficial for the growth development. It is beneficial as it has helped it to understand the different opportunities and also the prevailing risks.
Mercedes Benz - is a taken into account regarding the political point of view that they are able to differentiate the different government policies based on the imported cars and also the different policies on the locally manufactured cars.
Socially and economically as well it is beneficial for them as they are able to increase their rate of GDP and also have a definite profit (Shtal et al. 2018). It is seen in this context that the buying power is also increasing. They are trying to amalgamate the needs and other aspects of the company.
[bookmark: _Toc59623827][bookmark: _Toc60691066] Segmentation, targeting, and positioning 
Segmentation-. Mercedes Benz has considered people from the age group of 20 to 59 who are having a passion to drive luxury cars. Based  geographically, Mercedes Benz have collaborated with the different countries where there is a population which is developed enough and of the upper-middle and high-end classes who are able to afford such expenses. Based on the psychographic, it is considered to be the main kind of segmentation which has helped it target the desired customer segments and create premium positioning. Based on the behavioural pattern, the customers are segmented who have the access to different technologies and aware about the methods and new products.
Targeting - In this section it is likely to understand the target market of the brand considering the products. Mercedes Benz has targeted the customers who are passionate to drive and also are top of mind to buy the top-quality products. It is also seen that their products are considered to be very unique and targeting mainly the people in their adolescence to the adulthood (Kriva and Malama, 2017). 
Positioning- They have incorporated several other values based on the positioning of the company. It is seen in the light of the positioning strategy that they are creating in order to make the different luxury cars and also for the upper-middle class. They are able to maintain the brand essence. In the case of Mercedes Benz, it is seen that the positioning is done based on the emotional appeal and creation of the cars (Daimler.com 2020). 
[bookmark: _Toc60691067]The marketing mix   
Product - It is seen in the quality of the product given by Mercedes Benz  that they are providing high-class products. Mercedes-Benz needs to provide the best quality product as they are the trendsetter in the market and they are providing the best of the product and services in the automobile industry.       
Price - Mercedes Benz  has definite quality based on which they are having proper valuation. It is seen that they are using competitive prices in comparison with their rivals as BMW and Audi. On the other hand Mercedes Benz is a luxury car brand. It is having a quality brand and the price respond to the high standard of the products.
Place - Mercedes Benz is represented in the entire world. The company have showrooms and dealership in all continents and all countries, in almost all big cities, so they will be able to attract as much customers as is possible.
Promotion - Mercedes-Benz used all type of product and services, and they utilize every ways of promotions to promote their products and services through online platforms, digital media, print media and other ways of promotions. Mercedes-Benz focus on the best of the promotion so that they can connect to majority of the audience in a short period of time and can increase their profit margin (Kriva and Malama, 2017).
[bookmark: _Toc60691068]Conclusion
In this study, it is likely to understand the various ways by which Mercedes Benz has developed at a faster pace. The proper terms of marketing and processes of marketing have been discussed in the study above. It is also developed through the SWOT and Porter's five forces analysis through which the development of the company is shown. It is seen in the light of the study that different segmentation targeting, and positioning is taken by the company which has helped it to flourish throughout and meet the demands.
[bookmark: _Toc60691069]Recommendation
It is highly recommended to Mercedes Benz to live up to the expectations of the consumers and also at the same time be at the peak stage to have a command over any kind of unwanted situation. They need to be at par with their competitors as well and have control over the marketing mix including the price, product, place, and promotional factors. Mercedes Benz main mission should be to develop in such a way that has all the definite strategies intact and meet the demands and needs of the consumers in time.



[bookmark: _Toc60691070]2. Stakeholder engagement and its impact
[bookmark: _Toc60691071]Definition of Stakeholder
A stakeholder is mainly concerned with the different products of the company and also the business growth of the company (Daimler.com 2020). They can be affected by the actions and decisions of the organization. The stakeholders are categorized into two groups. There are internal stakeholders and external stakeholders (Slabá, 2016). 
[bookmark: _Toc60691072] Definition of Internal And External Stakeholders And Examples
Internal stakeholders- They are considered to be the people who are interested in the company through direct relationships. They are either employees of the companies, the board of directors or the owners of the company. It is likely to understand that they are directly or indirectly investing in the development of the company in various ways or they are impacted by the outcome of the company. 
The internal stakeholders of Mercedes for example are the employees who are working in the company.  
External shareholders - The external stakeholders do not have the direct effect on the organisations as the internal stakeholders but have an indirect effect on the company's overall business. One of the best example of external stakeholders are the government. When the government have changes different policies and initiate policies on carbon emissions, these kinds of decisions affect the business overall operations. There are a many policies in automobile industries and Mercedes-Benz need to focus on all the policies of the government for which they need to make changes accordingly. The organisation need to follow all the necessary criteria of the government policies in need to fulfil all requirements of the external stakeholders so that the organisational overall objectives and goals will be not  affected directly.
[bookmark: _Toc59623834][bookmark: _Toc60691073]Communication with the stakeholders and their impact
 Communication with the stakeholders are one of the most important factors which can affect the overall business objectives and it also can affect the marketing strategies of the organization. The company trying to be very effective in communication with the customers, so they will be able to make proper decisions and also understand the customer's needs and demands (Zerfass and Viertmann, 2017). 
Communicating with stakeholders  enable the company to meet the expectations of the people between the age group of 18-40 years and to make the development of the company. In Mercedes Benz the German car company it was seen that they were able to relate with the needs and demands of the people by providing luxury cars and also build positive attitudes towards the people who are passionate to drive luxury cars (Brennan and Merkl-Davies, 2018). The communicating with stakeholders gives the company the power to understand their goals in a better way and also change their business plan in case of any needs. Several changes in the plan of the Mercedes Benz were communicated to the definite shareholders at the right time so that their company might flourish. It is also important to notice that they are able to make it a definite way to prove their business as success amidst the different communities (Brennan and Merkl-Davies, 2018).
[bookmark: _Toc60691074]Conclusion  
It can be concluded from the following study that the shareholders play an important role in the development of the company by it external and internal influences. It can be said that both the external and internal stakeholders have played a major role in the development of the company Mercedes Benz where they have utilised various strategies to make the most out of the company.
[bookmark: _Toc60691075]Recommendations 
· It is highly recommended to the company to have a good relationship with their stakeholders.
· It is also recommended that they must utilise the different opinions catering to which they will be able to meet the expectations of the consumers and also help in the development of the company at a faster pace.
· Lastly, it is recommended to the company to address their strategies to the internal shareholders so that they can be able to invest in their business according to the strengths and weaknesses. 
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