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1.INTRODUCTION 
  Mercedes-Benz is one of the oldest, almost a century old and well-known brand around the word. The brand is specialized in producing automobiles and is in top 10 of the “Best Global Brands 2021”. Mercedes-Benz established in 1926 year, with the name “Daimler-Benz” and founded by Gottlieb Daimler and Karl Benz. The company operates globally and is a stamp for luxury, safety, stylish and comfort brand. The brand is also well-know with customer loyalty and satisfaction, innovative in customers changes and preferences. The automobile industry has a lot of challenges during the years, from factors such as regulations, legal, economic, environmental, competition, technological and demand for electric mobility. Mercedes-Benz is innovative and keep the leading positions on the market. With this analysis will be identified the position of the company, competitive position and future opportunities.
2. SWOT ANALYSIS 
 With SWOT Analysis, can be identified the Strengths and Weaknesses, that are internal factors and from external factors – Opportunities and Threats. The analysis provides information of the current situation with competitors and business performance. 
  The strengths of Mercedes-Benz are the strong brand value and global leader in premium cars. It is financially strong and invest more in manufacturing and brand building. The brand is famous with innovation, they first introduce the diesel engine, anti-locking brakes and fuel injections. The company invest billions in Research Department, and also have across the world automobile manufacturing and assembling. The brand has patent on the majority of safety features. Mercedes-Benz have strong presence in Formula 1 with McLaren Mercedes, also is a sponsorship in other motorsports. The company invest more for producing friendly environmental cars, such as hybrid and electric, also and in self-driving cars. The brand has strong marketing and advertising with print media, television and online ads.  
  The weaknesses of the brand are the competitors, they are so many and is difficult for the company to get higher market share. The biggest weaknesses are issues and recalls of vehicles. In 2021, due to defect of Emergency Communication Module Software, the company decided to recall over than a million manufactured products. In 2020, the US Government charged more than one billion the company for software issues which can make air pollution. Even, with high brand image, the smallest problem or issues can cause affect of the company reputation. 
  The opportunities for Mercedes-Benz are the increasing demand for luxury vehicles, that can be a good move to collaborating with other companies, such as BMW or AUDI. If the collect their technologies and innovations between the companies, that can lead to higher profits and leading the automobile market. The brand can reach Asian market, like China and India, they are with stable economic, rising disposable incomes and technological leaders, that can make Mercedes-Benz global leader. 
  Threats of the brand are the Government Policies on fuel prices, that leading for searching of alternative fuels. Recession and unemployment are indicators that can extend the disturb in automobile industry. The high competition, high costs, price war and investments in overcrowd industry are without benefits. 
3. PESTLE ANALYSIS 
  Mercedes-Benz operates in dynamic environment and PESTLE Analysis indicate regulatory changes, environmental activism, social trends, technological changes and legal system. 
  Political factors influence continued sustainability and profitability of the company. Mercedes-Benz is present in different countries, with own political pressure, that is growing and can affect the growth and opportunities for the brand. Often changes in Government policies hurts stakeholders trust and company performance. Protest groups are taking important part from policy making process, for that the company must to collaborate with them to reach the targets. Environment with high corruption and bureaucracy have impact on the business, such as licensing, deals, lawsuit, contracting, and will lead to destabilizing in the system. High taxation will have affect on profitability, and the best way to avoid that is entering in low taxation market for higher profits, that can improve research department. High trade influence on export and affect the international partnerships. 
  Economic factors such as foreign interest rate, inflation and labour market evaluate the growth of the business. Mercedes-Benz must to consider Government budgets and spending on infrastructure, countries with well-developed infrastructure will increase the growth of the industry. Growing of Gross Domestic Product is a sign for creating new strategies for higher consumer spending. If the company operates in a market with low wages and high unemployment, the costs of production will be lower. High interest and exchange rate affects profits, investments and growth in international trade. The brand must to analyse the labour market and how can have higher performance with talented and skilled employees. If there are any labour unions, should be concerned, because that can raise the wages or leading to labour shortage, and will be harmful for the company.  
  Social factors helping for targeting the consumer group or potential new buyers and analysing consumer’s spending, demographic trends and values. The change in demographic, like aging population or migration, must be researched and have the potential growth for the business, not the opposite. Mercedes-Benz must to research gender roles and cultures in the new market, with marketing and Human Resources strategies. Different nations have different norms and values, the brand must to work closely with local partnerships to understand the attitudes and adapt niche marketing. With the new trend of online shopping, Mercedes-Benz must to consider the youngest consumers, who prefer using smart phones for shopping and social media for communication. Social media will be helpful for understanding the behaviour of customers, in what they will invest and what is the motivation, interests and preferable experience. 
  Technological factors helping for increasing the profits for innovation and for more efficient operations. Mercedes-Benz must to use the opportunities that social media gives, to improve company performance and collaboration with customers. Social media campaigns become familiar and repeated in the global business environment. The entering of 5G, must be analysed how can increase the speed of accesses and customers experience. Technological investments in innovations, helping for staying ahead of the competitors, improving environmental protection and reaching high profits for reinvest in technologies. Also, is helping for reducing the period of development of new product and improve the supply chain. 
  Environmental factors include environmental laws, standards, regulations that must be consider before starting new product or entering in new market. In many countries have strict norms for recycling and waste management for protection. Also, in some countries are available subsidies for motivation to be invest more in renewable technologies. The changes in the climate affect the costs of operations and increase the pressure on the business dealerships. The using of green and eco-friendly products is increasing, that is opportunity for Mercedes-Benz to innovation in environmental norms. To avoid negative response, the brand must to investigate environmental regulations for the specific market. 
  Legal factors include property rights, employee laws, environmental standards and consumer protection. Mercedes-Benz must to follow the health and safety laws to ensure employees safety and strict regulations of the country. Anti-discrimination laws need to be developed in good human recourses practice, for protection the company image and name. The Data protection, must be follow for customer protection law. If in the country where Mercedes-Benz operate is impossible to protect the intellectual property rights will lead to destroying of brand reputation, name and the leading place on the market. 
4. PORTER’S FIVE FORCES 
  Porter’s Five Forces Analysis impact the profitability in the automobile industry and competitive position of the company.  
  Bargaining power of suppliers of Mercedes-Benz is low, because of the low number suppliers, located around the world. Some suppliers of the brand are large businesses, but most of them depend from Mercedes-Benz for their revenue, that is a sign of very low bargaining power. The brand makes the rules for suppliers to follow, because if they loose this business their profits will be lost. 
  Bargaining power of buyers is high, due to dynamic market which is growing and increase the competition, that lead to high bargaining power of buyers. The strong brand image of Mercedes-Benz, increase the customer attraction, individuals purchases and the level of demand. The quality of products and experience, is leading to higher engagement with customers. 
  Threats of substitutes are the large number of luxury brands in the industry, some of them are AUDI, BMW, PORCHE, TESLA, LAMBORGHINI and TOYOTA. The threat of substitutes for Mercedes-Benz is medium, the factors that limit the threats are customer experience, brand image, quality of products and marketing. The brand creates prestigious identity, high popularity and excellent driving experience that minimize the threat. 
  Threat of new entrants is very low, the barriers for entry are tall, because of the existing luxury and established brands, would have to invest huge capital to be recognized on the market. The level of competition is already high, the brands invest more and more in research development and marketing. For new player will be impossible to enter in the global market and reach the level of popularity. The threat from new entrants to Mercedes-Benz is minimum. 
  The competitive rivalry is very high in this industry, because of the huge investments in research development and marketing, customers expectations are growing permanently, because of the large number of brands in automobile industry. In the intensive competitive rivalry, Mercedes-Benz limit the impact of some factors, such as innovation, customer loyalty and experience, marketing and brand image. The reputation of Mercedes-Benz is helping to manage their competitive position in the industry.  
6. THE VALUE CHAIN 
  The value chain of Mercedes-Benz includes suppliers and distribution channels, the value system helping for identifying in which areas should be added activities or reducing them. There are two main categories of activities – primary and supportive. 
  The inbound logistic of Mercedes-Benz is receiving, storing and distribute the inputs of the products. That include, receiving and store customer personal information, material handling and warehousing of the products. The operations in Mercedes-Benz are the processes of construct the finished product, also using customer data to identifying behaviours and interests. The outbound logistic of Mercedes-Benz is the process of distribution of the ready automobiles to final destination or warehouses, retailers and wholesalers for fulfilment and distribution network. Marketing and sales of the brand is the process to make buyers to buy, with advertising, promotions, channel selection an marketing. Mercedes-Benz providing services after purchase, for correct and full experience of driving the automobile. This including installation services, maintained, training, product forward software and part supply.  
  Support activities, support the primary activities, that are specific for Mercedes-Benz industry. Mercedes-Benz infrastructure support activities includes planning, general and quality management, finance and accounting and legal services. All these activities support entire value chain of Mercedes-Benz in the industry. The brand procurement is responsible for all purchasing of goods, materials and services. The focus is to secure low prices for purchase with high quality. The technology development of Mercedes-Benz is the core of the company, there are making the future designs, component design, process engineering and field-testing. This development is the highest source of competitive advantage. 
7.CONCLUSION 
  Mercedes-Benz tracking the information from customers to improve decision making, with correct information. With collected data base, the brand research and have the power to identify the interests of customers in new designs, technology and features to improve the sales. The status of Mercedes-Benz for high quality, become the strongest competitive advantage over other brands in the industry. The brand has big range of cars, for every target of the market and that is the reason for global growth. Mercedes-Benz have market-specific differentiation strategies to be over the brands in the industry. The brand creates to look more luxurious cars than the competitors, but on the same price.  The point of the brand is to provide level of luxury and comfort with high quality materials. The main issue in the brand coming from the unstoppable innovation from competitors. Mercedes-Benz must to find ways to reaching new markets and keep the loyalty of customers. With the strategy to focus on hybrid cars, will create an international brand in rapidly growing global market.      
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