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1. Introduction
Mercedes-Benz has been one of the most famous names in luxury cars since 1926. It is a wholly owned subsidiary of Mercedes-Benz Group AG. In 2024, the brand sold more than 2.3 million cars around the world, making it the best-selling brand in the premium automotive segment (Best-Selling-Cars, 2025). Everything it does is based on one promise that it won't break: "The Best or Nothing."
The UK and India are two of its most different markets. Britain has a stable, well-regulated economy where buying luxury cars is a normal part of life. India, on the other hand, is a rapidly growing emerging market with a lot of wealth inequality, complicated tax systems, and consumers whose goals change quickly. Comparing the two side by side gives us a good look at how a global brand deals with the ongoing conflict between standardization and local relevance. This is a key issue in international marketing strategy (Levitt, 1983; Ghauri and Cateora, 2010).
This report uses Kotler and Keller's (2016) marketing frameworks, Ansoff's (1965) directional matrix, and Chaffey and Ellis-Chadwick's (2022) digital marketing principles to critically look at Mercedes-Benz's strategic choices, putting the analysis in the context of relevant academic literature and current market evidence.
2. Comparative Macroenvironmental Analysis: UK and India (PESTEL Framework)
The PESTEL framework (Johnson, Scholes, and Whittington, 2017) gives you a structured way to map out the outside world. When applied to both markets, it shows a mix of common pressures and very different ways of doing business.

Table 1: Comparative PESTEL Analysis 
	PESTEL Factor
	United Kingdom
	India

	Political
	Post-Brexit regulatory environment; ZEV Mandate (2024) requiring 22% EV sales; India-UK FTA concluded 2025
	Fifth-largest global economy; high CBU import tariffs (up to 110%); 'Make in India' incentives; India-EU FTA concluded January 2026

	Economic
	GDP growth approximately 0.9% (2024); cost-of-living pressures; high interest rates; approximately 87,782 Mercedes registrations (2023)
	GDP growth 6.4–7% (2024–25); rising UHNWIs; luxury market growing 12%+ annually; record 19,565 Mercedes units sold in 2024

	Social
	Established car culture; growing sustainability awareness; significant fleet purchasing; average buyer age relatively higher
	Status-driven consumption; average S-Class buyer age fallen to 38; growing female buyer segment; festive season purchasing strong

	Technological
	Advanced EV charging infrastructure; MBUX digital interfaces; agency model enabling e-commerce integration
	Smartphone-first market; digital showrooms expanding; EV infrastructure nascent but growing — 35 ultra-fast chargers installed nationally

	Environmental
	UK Net Zero 2050 target; ASA green advertising standards; ZEV Mandate accelerating EV shift
	Growing pollution awareness in cities; FAME II EV incentives; 94% year-on-year BEV growth at Mercedes India (2024)

	Legal
	Consumer Rights Act (2015); FCA financial services oversight; ASA rules on green claims
	Consumer Protection Act (2019); GST regime (28% plus cess on luxury vehicles); Competition Commission of India oversight



2.1 Social Factors: Consumer Behaviour and Cultural Analysis
In the UK, how people act as consumers shows Hofstede's (1980) ideas of low power distance and moderate individualism. British luxury car buyers usually like understated elegance, a history of good engineering, and cars that are useful. Fleet and corporate buying make up a big part of the UK market. In 2023, fleet registrations made up most of the market growth, while private sales made up about 43% of all registrations (SMMT, 2023). Younger UK buyers, especially Generation Z and Millennials, are more interested in sustainability and being connected digitally. This is why Mercedes is putting more emphasis on its EQ electric range in its marketing (Chaffey and Ellis-Chadwick, 2022).
India, on the other hand, is a high power distance culture (Hofstede, 1980) where showing off wealth has a lot of social and cultural significance. A luxury car there is more than just a way to get around; it stands for social advancement, business success, and family goals, which Veblen (1899) called "conspicuous consumption." This trend is shown by a shocking statistic: 30% of Mercedes cars sold in India in 2024 were Top-End Vehicles, like the Mercedes-Maybach S-Class and GLS, which cost more than Rs 1.5 crore (about £140,000). In India, holidays like Diwali and Dussehra are good times to make big purchases, and they cause seasonal spikes in demand that don't happen in the more secular UK market. Mercedes India plans its product launches and marketing campaigns around these cultural events on purpose.
3. Comparative STP and International Marketing Mix (7Ps) Analysis
3.1 Segmentation, Targeting, and Positioning (STP)
Mercedes-Benz uses a different targeting strategy around the world (Kotler and Keller, 2016), but it changes its specific segment focus and positioning emphasis to fit local conditions.

Segmentation
Mercedes-Benz divides its market around the world into groups based on demographics, psychographics, behavior, and geography. Geographic segmentation puts the most important cities at the top of the list in both markets. In the UK, these cities are London, Manchester, and Birmingham; in India, they are Mumbai, Delhi, Bengaluru, and Hyderabad.
There is a big difference between the two in terms of how many segments are possible. In the UK, the premium tier has a wider range of incomes, which means Mercedes can reach the "entry luxury" segment—cars like the A-Class and CLA—through financing and PCP agreements. This makes the brand available to professionals who make a lot of money but aren't super-rich. Income inequality is still very bad in India. Luxury cars make up less than 1% of all passenger car sales (Autoworldjournal, 2025), so the market is mostly among high-net-worth individuals (HNWIs) and ultra-high-net-worth individuals (UHNWIs), as well as a growing number of wealthy entrepreneurs. Mercedes India has made it clear that geographic segmentation goes beyond tier-one cities. In 2025, the company opened luxury stores in Agra, Kanpur, and Jammu (Mobility Outlook, 2025).

Targeting
In the UK, the main target is wealthy professionals between the ages of 35 and 65 in all three portfolio tiers. For the EQ electric range, there is a growing push to attract younger buyers who care about sustainability. The agency model has made it possible to target consumers directly, which has helped data-driven personalization on a large scale. In India, the main target has always been very rich people between the ages of 35 and 60 who live in big cities. However, this is quickly changing to include younger professionals with a lot of money, women buyers, and wealthy landowners in rural areas. Top-End Vehicles like the Maybach, AMG, and G-Class are doing very well, which shows that ultra-luxury is still the main source of income in India. This is different from the UK, where Core models like the C-Class, E-Class, and GLC are the best-selling models.

Positioning
Positioning is the most consistent thing across both markets around the world. Mercedes-Benz's overall position as the world's most valuable luxury car brand (Interbrand, 2024) is consistently communicated through high-end design and the "The Best or Nothing" brand platform. This is a deliberate strategy of global standardization at the positioning level (Levitt, 1983; Zou and Cavusgil, 2002). The brand is known in the UK for its engineering innovations, commitment to sustainability, and digital connectivity. In India, status, aspiration, and exclusivity play a bigger role in emotional positioning. EQS models made in India are also marketed as "Made in India," which adds a sense of national pride to the desire for luxury—something that is completely missing from UK communications.

3.2 Comparative 7Ps Marketing Mix Analysis
3.2.1 Product
Mercedes-Benz keeps the core model the same around the world, but it makes important changes for each market. The Long Wheelbase (LWB) E-Class has been one of the best-selling models in India because people in this market often have drivers and like having more legroom in the back seat. The Chakan plant in Pune puts this version together (Autocar Professional, 2023). The UK portfolio focuses on plug-in hybrid and full BEV models that are quickly gaining market share. In 2023, Mercedes UK sold 19,786 electric cars, which was 22.5% of all brand sales (Brokernews, 2024). In 2024, BEV sales in India will make up about 6% of all Mercedes sales. This is because the EQS SUV is made in India, which lowers the price premium that comes with full import duties (Business Standard, 2025). The Indian portfolio has also been purposefully leaning toward Top-End Vehicles, with 9 of the 14 new products that will be released in 2024 falling into this category (Motoring-Trends, 2025).

3.2.2 Price
One of the biggest differences between the two markets is their pricing strategy. In India, vehicles that cost more than $40,000 are subject to a 110% customs duty on CBU imports, while CKD assembly kits only have to pay 15% to 16.5% (The Tribune, 2026). In India, a C-Class costs about Rs 55 to 70 lakh (£50,000 to £65,000), while in the UK it costs about £40,000. More than 90% of Mercedes India's sales are CKD models that are put together in India. This is a deliberate move to stay competitive on price even though tariffs are high (CarToq, 2025). The agency model that started in January 2023 in the UK means that the Mercedes-Benz Group sets fixed, clear prices from a central location, and dealers can't negotiate their own margins. This method has raised average selling prices and customer satisfaction to 4.85 out of 5 (Mercedes-Benz Media, 2025).

3.2.3 Place 
The agency model, which will be fully in place in the UK by January 2023, changed distribution from an indirect to a quasi-direct model. Physical dealerships now act as agents and get a set fee for each sale. The online store lets customers complete their entire purchase journey from anywhere, making it a truly omnichannel experience. By April 2025, Mercedes-Benz UK had made 100,000 private retail sales through the agency model (Mercedes-Benz Media, 2025). Distribution in India is still done through a traditional franchise dealer network. Mercedes India had 125 locations in 50 cities as of 2024. They planned to open 20 more luxury stores in tier-two cities (Mobility Outlook, 2025). The "Retail of the Future" model lets manufacturers bill customers directly, but the physical dealer is still an important part of the customer journey. This is partly because of the way things are set up and partly because high-ticket sales in Indian business culture are based on relationships.

3.2.4 Promotion
The "The Best or Nothing" campaign and Formula One sponsorship are both done around the world, and the brand values stay the same in both markets. In the UK, a lot of money is now going into digital and social media advertising. For example, the EQ range is getting above-the-line advertising and targeted incentives, such as discounts of up to £9,600 on certain EV models in 2023, to encourage people to follow the ZEV Mandate (Brokernews, 2024). Mercedes-Benz World at Brooklands has welcomed over three million visitors since 2006. It offers brand engagement opportunities that aren't available in India. In India, the promotional strategy uses campaigns during the festive seasons of Diwali and Navratri, influencer marketing through Bollywood stars and well-known business people, and the "Road to Safety" CSR initiative done in partnership with NDTV India. The high prices in India are also justified by the exclusive delivery ceremonies and international motorsport experiences that are planned for Indian customers.

3.2.5 People, Process, and Physical Evidence
The change to the agency model in the UK meant that all customer-facing staff, from traditional salespeople to "brand agents," had to be retrained. This changed their jobs to include experience curators and technical consultants. This change has worked, as shown by customer satisfaction scores of 4.85 out of 5 (Mercedes-Benz Media, 2025). In India, the people aspect is all about building a workforce of luxury specialists who can provide personalized, high-touch service. Both markets have high-end physical showrooms, but India's showrooms focus more on luxury and status theatrics, which is in line with the cultural importance of showing off.

Table 2: Summary Comparison of 7Ps — Mercedes-Benz UK vs. India
	7P Element
	United Kingdom
	India

	Product
	Full portfolio; strong EV/PHEV focus; SWB standard models
	TEV-heavy (1 in 4 sales); LWB E-Class; local EQS assembly; 14 launches in 2024

	Price
	Fixed-price agency model; approximately £45k average; transparent pricing
	Rs 47 lakh to 3+ crore; CKD pricing strategy; 110% CBU duty; quarterly price increases

	Place
	Agency model (D2C); omnichannel; 100k sales milestone; Brooklands World
	125 dealer locations across 50 cities; Retail of the Future; expanding tier-2 coverage

	Promotion
	EV-focused campaigns; digital/social-first; Brooklands experiential; £9.6k EV discounts
	Festive campaigns; influencer and celebrity led; CSR-focused; AMG events; aspirational storytelling

	People
	Agents retrained as experience curators; customer satisfaction 4.85/5
	Luxury-specialist staff; high-touch personalised service; ceremonial deliveries

	Process
	Omnichannel buying; digital configuration; fixed transparent pricing
	Direct invoicing; personalised buying journey; 2 to 3 month delivery target

	Physical Evidence
	Premium showrooms; Brooklands World; digital brand centres
	Opulent luxury showrooms; new tier-2 outlets; AMG Performance Centres in metros



4. Directional Development Strategy: Mercedes-Benz in India
Using Ansoff's (1965) Product-Market Growth Matrix, the best way to describe Mercedes-Benz India's strategic direction from 2023 to 2025 is as a mix of market penetration, market development, and product development, with localization being a common thread that runs through all three.
4.1 Market Penetration and Market Development 
Mercedes-Benz has worked to gain more market share by strengthening its already strong position. As of 2024, the company had about 45% of the luxury market (Autocar Professional, 2023). This strategy is working very well, as shown by the record annual sales of 19,565 units in 2024, which is a 12.4% increase from the previous year. In comparison, the market only grew by 9% in the first half of 2024 (Storyboard18, 2025). At the same time, geographic market development is happening. The company is expanding into tier-two cities like Agra, Kanpur, and Jammu to meet unmet demand in non-metropolitan India, where better roads and more wealthy entrepreneurs are creating new opportunities (Mobility Outlook, 2025). 
4.2 Product Development
In 2024, Mercedes-Benz India released 14 new models, 9 of which were Top-End Vehicles and 4 of which were Battery Electric Vehicles. The EQS SUV 450, which costs Rs 1.28 crore, is being put together in India on purpose to make BEV technology available in the luxury segment at a price that would be impossible to reach with full CBU imports (Business Standard, 2025). In 2024, BEV sales grew by 94% from the previous year, making up more than 6% of all Mercedes India sales.
4.3 Strategic Investment and Localisation
More than 90% of sales come from CKD models that are put together at the Chakan plant in Pune. This means that the brand is protected from the high CBU import tariff and shows that it is really committed to the "Make in India" policy framework (CarToq, 2025). Franchise partners' promise to spend Rs 450 crore over three years to expand the network (Mobility Outlook, 2025) shows that they still believe in the market. The "Desire to Exceed" roadmap for 2025, which includes 8 planned launches and 20 new luxury retail touchpoints, shows that the company is focusing on controlled, quality-led growth instead of chasing volume at the expense of brand equity.

5. Ethical Issues in Mercedes-Benz's Marketing Mix
5.1 Greenwashing and Environmental Marketing Ethics
The most important and well-known ethical issue is the charge of greenwashing, which is when a brand makes itself look more environmentally friendly than it really is. The "Nature or Nothing" campaign, which was first made for Mercedes EQ in Mexico, spread around the world on social media in 2022. It showed the three-pointed star in natural settings with the words "Climate change." It's already here. Mercedes EQ' (The Drum, 2022). Sustainability platform Wherefrom and London creative agency 10 Days responded with a viral counter-campaign called "Nothing or Nature." They replaced the natural images with oil spills, wildfires, and cracking ice to show that parent company Daimler AG was also being sued by German environmental groups for not doing enough to cut its carbon emissions (Marketing-Interactive, 2022). Truth in Advertising (2024) said that Mercedes and Daimler had agreed to pay the US Department of Justice $1.5 billion in 2020 to settle a case about cheating on emissions in diesel vehicles. 
5.2 Pricing Ethics and Inequality in India
In India, the connection between pricing strategy and social inequality brings up important issues. The luxury car market makes up less than 1% of all vehicle sales (Autoworldjournal, 2025), but Mercedes-Benz's marketing strongly encourages people to want to buy one, even though the average income in the country is less than Rs 1.5 lakh per year (about £1,400). In a situation of extreme inequality, deliberately making people want products that cost between Rs 50 lakh and Rs 3 crore raises questions about whether luxury marketing makes social stratification worse. From a Rawlsian standpoint (Rawls, 1971), marketing communications that bolster wealth signaling in markedly unequal societies may be deemed ethically questionable, even in the absence of direct deception. Mercedes-Benz India has tried to lessen this through CSR programs like teaching road safety in partnership with NDTV India. However, critics say that these efforts are not enough to counteract the larger signaling effects of luxury advertising.
5.3 Dealer Network Ethics: UK Agency Model Transition 
There were real ethical issues with the implementation of the agency model change in the UK. Dealers, many of whom are small family-run businesses that have put a lot of money into their buildings and staff, had to completely change the way they do business, but they didn't have much power to negotiate with Mercedes-Benz Group. The model has ultimately worked for network partners (Motor Trader, 2024), but the transition process brought up real questions about how fairly commercial risk is shared between the manufacturer and commercial partners. This is a topic that is directly related to the literature on relational marketing ethics (Sheth and Parvatiyar, 1995).

6. Strategic Recommendations for International Marketing
Based on the analysis above, five evidence-based suggestions are made for Mercedes-Benz's marketing strategy in other countries.
6.1 Enhance Environmental Marketing Integrity in Both Markets
If Mercedes-Benz wants to reduce the risk of greenwashing, it needs to come up with a more strict, evidence-based way to market its environmental products. Working with independent sustainability verification groups like the Science Based Targets initiative would give credible third-party validation and meet the ASA's Green Claims Code requirements. Porter and Kramer's (2006) shared value framework is helpful here: sustainability needs to be a real part of the business model, not just a way to communicate.
6.2 Accelerate Localisation and BEV Infrastructure in India
To keep growth going in India, Mercedes-Benz should speed up the CKD localization of more models, especially the new CLA EV. Investing in charging infrastructure beyond the current 35 ultra-fast chargers to reach 200 or more points by 2027, ideally in partnership with hotel chains, corporate campuses, and premium residential developments, would address the range anxiety that currently constrains BEV adoption (Business Standard, 2025). This is in line with Prahalad and Doz's (1987) integration-responsiveness framework, which says that investing in infrastructure that is responsive to local needs allows for global integration of BEV strategy.
6.3 Leverage Agency Model Learnings for India's Retail Evolution
The UK agency model's success, which includes a 20% increase in registrations every year, a 29% increase in private retail sales, and customer satisfaction scores of 4.85 out of 5 (Motor Trade News, 2025; Mercedes-Benz Media, 2025), is a great example that should help Mercedes India's Retail of the Future model get better. A gradual shift toward real direct-to-consumer pricing and the ability to buy things online in India's top eight cities would make prices more clear and help businesses collect more customer data. This should be done slowly, keeping in mind India's culture of high-value sales, which values personal contact. The transaction process should be digitized while keeping the physical touchpoint.
6.4 Develop an India-Specific Younger Buyer Strategy
Realizing that the average age of an S-Class buyer in India has dropped to 38 is a real strategic chance. A "Generation India" program, similar to the global "Generation Benz" program, would give people easy ways to start their careers and then offer loyalty-based upgrade paths to Core and Top-End models. This would create long-term portfolio value from each customer relationship (Chaffey and Ellis-Chadwick, 2022). This should mostly be done through digital channels like Instagram, YouTube, and LinkedIn, which are the most popular among this group.
6.5 Address CSR and Social Equity More Substantively in India
Because luxury marketing creates moral problems in a society that is very unequal, Mercedes-Benz India should expand its CSR commitment beyond road safety education to include vocational automotive training programs. These programs should focus on skill development for young mechanics and EV technicians and create measurable socioeconomic value near the Pune manufacturing facility. These investments, which are in line with India's CSR mandate under Section 135 of the Companies Act, 2013, would be a more meaningful contribution to shared value (Porter and Kramer, 2006) and create real brand stories that are different from the fake stories that greenwashing uses.
7. Conclusion
This report has shown that Mercedes-Benz uses a carefully planned "glocalization" strategy. They keep their global brand positioning consistent with "The Best or Nothing," but they make important changes to their products, prices, places, and promotions to fit the very different needs of the UK and Indian markets. The UK market is characterized by regulatory sophistication, digital maturity, sustainability awareness, and the transformative agency model. India is known for its desire for high growth, its punitive tariff structures, its rising demand for ultra-luxury goods, and the deep cultural meaning of consumption that shows status.
The brand's strategy in India, which includes entering new markets, expanding into tier-two cities, and making products more relevant to Indian consumers through BEV localization, puts it in a strong position to stay on top in one of the world's fastest-growing luxury car markets. There are ethical problems, mostly related to greenwashing in global marketing communications and the social inequality aspects of luxury advertising in India. These problems need more proactive and substantial responses than what has been seen so far. In the end, Mercedes-Benz's ability to stay competitive in such different markets depends on more than just the quality of its products. It also depends on how well it understands the culture, how ethically responsible it is, and how flexible it is in its strategies.

SECTION 2: REFLECTIVE ACCOUNT
Gibbs Reflective Cycle: The Research and Analysis Process
Description 
This part gives a structured, reflective account of the research, analysis, and writing process that went into Section 1, using Gibbs' (1988) Reflective Cycle as the main idea. Gibbs' model was selected over Kolb's Experiential Learning Cycle due to its effectiveness in facilitating structured personal reflection on a specific project experience—transitioning from mere description to evaluation, analysis, and the formulation of conclusions that meaningfully inform future practice.
This task critically look at the international marketing strategy of a global luxury brand in two very different markets for this assignment. I selected Mercedes-Benz, a brand I was acquainted with as a consumer but had not previously analyzed through a rigorous academic marketing perspective. I started by making a broad research plan and deciding that PESTEL, STP, and 7Ps would be the main analytical tools. Then, I systematically searched academic databases, grey literature, company press releases, and reliable journalistic sources to gather evidence.
Feelings
At first, I was pretty sure about the theoretical frameworks because I had seen PESTEL and the 7Ps a lot in previous modules. But as I learned more about the details of the Indian market, I started to feel more and more confused. At first, the tax system was hard to understand, and I had to look at a lot of different sources to get an accurate picture. The situation was made worse by the rapidly changing policy landscape. The India-EU FTA was signed in January 2026, the India-UK FTA was signed at the same time, and customs duty structures were being changed all the time. Handling this temporal complexity necessitated significantly more meticulous source management than I had initially anticipated.
On the other hand, researching the UK market felt more natural. The move to the agency model got a lot of coverage in English-language trade magazines that was easy to find. I became more intellectually interested in this change because it was a truly new and theoretically important change in the way cars are sold that went against established distribution theory.

Evaluation 
The most satisfying part of the project was finding out how the two markets were really different from each other, especially in terms of culture. The fact that one in four Mercedes cars sold in India in 2024 was a Top-End Vehicle and that the average age of S-Class buyers had dropped to 38 showed how different Indian luxury consumption is. When this information was linked to Veblen's (1899) idea of conspicuous consumption and Hofstede's (1980) framework of cultural dimensions, it felt like theory and evidence were coming together in a meaningful way, which is what good academic analysis should do.
The ethical analysis was harder, though. At first, I focused on the well-known greenwashing controversy. Upon consideration, I recognized that this was inadequate for MBA Level 7; a distinction-level analysis necessitates the examination of various ethical dimensions within both markets, particularly the social equity ramifications of luxury marketing in a society characterized by inequality, such as India. To include a Rawlsian lens and the ethics of the dealer network transition in the ethical analysis, I had to go back to the literature and change a big part of the argument. This took a lot of time, but in the end, it made the report's most original and detailed section.

Analysis 
Looking back on the process, I can see that my first approach was mostly based on theory. I started with the frameworks and looked for data to fill them in. As the project went on, I started to use a more advanced method that moved back and forth between theory and evidence. This way, the evidence could show how it relates to theory instead of just confirming pre-set analytical categories. India's TEV sales trends and demographic information, for instance, made me look into Veblen and Hofstede more deeply than I had planned, which greatly improved the cultural analysis.

Conclusion 
Looking back, I would have done better if I had used primary consumer research or qualitative case study data, like interviews with Mercedes India customers, to add to the analysis that was mostly based on secondary data. I also know that I could have used more studies on luxury consumption in emerging markets from journals like the International Journal of Research in Marketing and the Journal of International Business Studies. And in future projects, I would spend more time on the ethical side from the start instead of waiting until the main analysis is done to finish it.

Action Plan 
I would make a structured research calendar for future international marketing assessments that clearly sets aside time for ethical analysis from the start of the project. I would also include a systematic source-mapping exercise at the beginning, where I would figure out which academic journals, industry databases, and national statistical sources are most important to each market. This would cut down on the time spent finding sources during the analysis phase. Finally, I would try to back up my main points with at least two peer-reviewed sources for each one, which would show the academic rigor expected at MBA Level 7.
This reflective exercise has reaffirmed my recognition of the inherent complexity of international marketing strategy and the imperative of critically engaging with both theoretical frameworks and empirical evidence. Structured reflection, as mandated by Gibbs' (1988) model, has enabled me to pinpoint particular areas for development that I will incorporate into future assessments and professional practice.
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