 [image: ]
Master of Business Administration
International Business pathway

Module name: International Marketing: Principles and Practices
Module code: LCMB7026
Lecturer name: Tushara Balendran
Student Name: Md Moinul Hasan Bappy
Student ID: 2503567
Word count:
Submission date: 24.4.2026






AI use acknowledgement
[image: ]






Table of Contents
Introduction	4
Section 1: Report	5
Background Information about Mercedes	5
a. The Macro Environment Analysis (PESTEL) of Mercedes-Benz in Germany and China	6
b. Comparative Analysis of STP (Segmentation, Targeting and Positioning) Strategies of Mercedes-Benz in Germany and China	13
1. Segmentation Strategy	13
2. Targeting Strategy	14
3. Positioning Strategy	15
4. Differences and similarities between German and Chinese Positioning Strategy	16
5. Similarities and Differences in STP Strategy	17
International Marketing Mix (7Ps) for Germany and China	18
1. Product Strategy	18
2. Price Strategy	19
3. Place (Distribution) Strategy	21
4. Promotion Strategy	21
5. People	22
6. Process	23
7. Physical Evidence	23
Germany vs. China Comparison of the 7Ps Marketing Mix.	26
c. Directional Development Strategy Using the Ansoff Matrix (China Market)	28
Definition of Directional Development Strategy	28
Application of the Ansoff Matrix to Mercedes-Benz in China	29
d. Ethical Issues Related to Mercedes-Benz Marketing Mix (China)	30
Ethical Marketing Practices	30
e. Recommendations for Future International Marketing Strategies	31
Section 2: Reflective Account Using Gibbs Reflective Cycle	32
1. Description	33
2. Feelings	33
3. Evaluation	33
4. Analysis	34
5. Conclusion	34
6. Action Plan	35
Conclusion	37
References	38


[bookmark: _Toc227715638]
Introduction
International marketing is the way through which firms plan, market, and sell products or services in other nations and even adjust their strategies to suit varying economic, cultural and legal conditions (Baack, 2018). Global companies like Mercedes-Benz Group AG need to be aware of such differences in order to compete effectively in the international markets. This report evaluates the international marketing of Mercedes-Benz in Germany and China through the lens of understanding the macro environment, STP strategies, marketing mix decisions, growth strategies and ethical issues that affect the operations of the company in Germany and China. The report will also include a PESTLE analysis, cultural analysis presented by Hofstede, Ansoff growth strategies, and reflective analysis of international marketing practises.

[bookmark: _Toc227715639]Section 1: Report
[bookmark: _Toc227715640]Background Information about Mercedes
The Mercedes-Benz Group AG is one of the best automobile manufacturers in the world, with its headquarters in Stuttgart, Germany and the company was created in 1926 by Karl Benz and Gottlieb Daimler. Its mission is to provide innovative, luxury and sustainable solutions in mobility, and its vision is to be the future of premium mobility through advanced technology, electrification, and global automotive excellence. By 2024, Mercedes-Benz will be present in more than 150 countries and will have sold around 2.04 million automobiles worldwide in 2023, bringing in a turnover of around 153 billion euros. Germany is the largest market of the brand in Europe, with more than 267,000 vehicles sold in 2023, and China is the largest market of the brand in the world, with approximately 737,000 vehicles sold or more than 36 per cent of the total global sales (Ban, 2025). 
[image: Mercedes Stock: China & E.U. Energy Risks Make It A Hold (OTCMKTS:MBGAF) |  Seeking Alpha]
Figure 1: Mercedes China Car Sales by year
Source: (Ban, 2025)
[bookmark: _Toc227715641]a. The Macro Environment Analysis (PESTEL) of Mercedes-Benz in Germany and China
PESTLE analysis is a strategic model that is employed in analysing the influence of Political, Economic, Social, Technological, Legal, and Environmental forces in the external business environment of a company (Dalirazar and Sabzi, 2023). In this section, the analysis will involve the PESTLE factors influencing the operations of Mercedes-Benz Group AG in Germany and China.
[image: PESTLE Analysis of Mercedes-Benz Group AG – CanvasBusinessModel.com]
Figure 2: Pestle Analysis of Mercedes-Benz
Source: (The4, 2025)
Political Factors
Germany: Germany offers an extremely favourable political climate to Mercedes-Benz, given that it is the home country of the company and one of the most stable democracies in Europe. Germany has a score of above 1.5 in political stability, which translates to good institutions and regulatory transparency (Global Economy, 2024). The German automotive industry generates about 5 per cent of national GDP, and more than 830,000 individuals are employed in the industry, which shows that the government is highly supportive of automotive production.
Mercedes-Benz finds this political climate very favourable because stability, good institutions and government favour mean that the risk of doing business is low, and it can invest in the long term.
China: China also offers a slightly favourable political environment that is more regulated for Mercedes-Benz. The Chinese government is a great supporter of the automotive industry, which produced over 30 million vehicle shipments in 2023, the largest automotive market in the world (Automobility, 2024). China is also relatively stable politically, and the government has been very supportive of the automotive industry, which manufactured more than 30 million vehicle deliveries in 2023, the largest in the automotive industry in the world.
Generally, this political climate is fairly favourable, since the company is well supported by the government, but the regulations and government intervention pose some restrictions to overseas companies.

2[image: ]
Figure 3: Total Shipments of Chinese Vehicles
Source: (Automobility, 2024)
Economic Factors
Germany: Germany is the largest economy in Europe, and its GDP stands at about 4.5 trillion in 2023, according to the International Monetary Fund. In 2023, approximately 2.84 million new passenger cars were registered in the German automotive market, with a considerable portion registered in luxury brands. It has an inflation rate of about 2.2% in 2025, and this is capable of lowering consumer expenditure on luxury cars (Statista, 2025). In 2023, the economy of Germany slightly shrank as price-adjusted GDP decreased by 0.3% because of high inflation, energy prices and low demand, and the GNP was high at USD 4.564 trillion.
The economic climate is moderately favourable, with high buying power and an established luxury market working in favour of Mercedes-Benz, yet inflation and a slowdown in the economy pose challenges to demand.
[image: ]
Figure 4: Inflation rate of Germany
Source: (Statista, 2025)
China: China is one of the most promising markets to be targeted by Mercedes-Benz because of the huge population and the increasing middle class. In 2023, the GDP of China amounted to around $17.7 trillion, which is the second-largest economy in the world (Ban, 2025). By 2023, the Chinese economy was stable, with a 5.2% rise in the GDP in line with government expectations, and GNP activity of about 125 trillion yuan. The inflation rate in China was only 0.2% per year, as compared to the government's target of approximately 3% per year.
The economic climate is very favourable, with high growth rates, income growth and a high number of consumers, which boosts the demand for luxury cars at a very high rate.
Social and Cultural Factors
 Germany: German consumers are generally concerned with the quality of engineering, reliability, and environmental performance when they buy cars (Rastogi and Agarwal, 2023). Favourably, this pushes the demand for electric cars, fuel economy and high innovations in safety. Unfavourably, the high expectations make it more cost-sensitive and force manufacturers to invest in costly sustainable technologies constantly to stay on par.
In general, the social environment is good, yet challenging, with a focus on high-quality and high-end products and a growing focus on innovation and cost pressure.
China: Chinese consumers, on the contrary, include luxury cars as markers of social status and wealth. Social trends in China show that younger consumers have an increasing appeal to luxury and technologically advanced cars, and car ownership is becoming a symbol of social status, innovativeness, and prestige brand image (Ngai and Cho, 2025). The image of a brand is an important factor in the purchasing process.
This is a very favourable social environment with very high status consumption and brand consciousness, which creates a high demand for luxury brands such as Mercedes-Benz.
Cultural Differences Using Hofstede’s Cultural Dimensions
1. Power Distance
Germany has a low power distance culture with a score of 35, indicating that equality, decentralisation, and participative decision making are cherished (Bochner and Hesketh, 2022). Conversely, China has a score of 80, meaning that the society is hierarchical and authority and status are valued.
Comparison & Implication (Mercedes-Benz):
In the case of Mercedes-Benz, low power distance in Germany is good since consumers consider cars according to performance and quality, but not status. But in China, power distance is also positive, and luxury vehicles are a good indicator of status, which increases brand reputation and market demand (Kim and Zhang, 2014).
2. Collectivism vs Individualism.
The 67 score of Germany indicates a highly individualistic culture, in which personal preferences and making independent decisions are the dominant factors. A score of 20 in China represents a collectivist society in which opinions of the group, family matters, and social recognition influence purchasing behaviour (Nickerson, 2025).
Comparison & Implication (Mercedes-Benz):
Individualism is positive in Germany because consumers appreciate personalised features and engineering quality. Collectivism in China is favourable but complicated, because social approval is a factor in purchasing decisions; therefore, Mercedes-Benz can leverage its good brand image but focus on prestige and social status in its marketing (Narang, 2016).
3. Long-Term Orientation
China is ranked at 87, which means that the country has a high long-term orientation, aimed at perseverance, investment, and future rewards (Morck and Zhao, 2023). Germany also scores 83, which means that they are oriented on durability, quality, and long-term value.
Comparison & Implication (Mercedes-Benz):
This dimension is very favourable in the two countries. German consumers love engineering longevity, whereas Chinese consumers love long-term investment and brand image (Frey, 2004). Nevertheless, in China, the ongoing innovation can put additional pressure on the company.
Advantages of the Hofstede Model:
The Hofstede Cultural Dimensions model has some crucial benefits to Mercedes-Benz in the process of examining foreign markets like Germany and China. The model allows the firm to compare the cultural values across nations quantitatively through numerical indices (Vonk, 2024). For example, the individualism level of Germany is 67 against 20 in China; thus, Mercedes-Benz can clearly see why Germans feel so keen on product quality and engineering performance.
Disadvantages of the Hofstede Model:
Although the Hofstede model is useful, it has a series of weaknesses as it applies to the international marketing strategy of Mercedes-Benz. The key weakness is that the model relies on information that was initially gathered on IBM employees in the 1970s and that might not necessarily represent the current consumer behaviour as seen in fast-evolving markets like China, where more than 60 per cent of luxury car consumers are below 40 (Minkov and Kaasa, 2020).
Technological Factors
Germany: Technological innovation is one of the critical considerations that would determine the competitiveness of Mercedes-Benz (Mercedes-Benz Group, 2022). Germany is a car engineering and innovation leader in the world, with an investment of about 3.1% of its GDP in research and development in 2023. Mercedes-Benz takes advantage of this high-tech ecosystem with great research centres in Stuttgart and Sindelfingen.
This is a very favourable technological environment since powerful R&D infrastructure and innovation strength promote product development and competitive advantage.
China: China is also a very technologically developed market, especially in electric cars and internet connectivity. By 2023, the country had over 60 per cent of all the electric vehicle sales in the world, and sold over 8 million electric vehicles within the country itself. Chinese customers are highly fond of smart car features, such as AI-enabled infotainment systems, voice assistants, and advanced driver-assistance systems (Han, 2025).
This technological environment is more than favourable, with fast innovation and high levels of adoption of smart technologies providing great opportunities to Mercedes-Benz.
Environmental Factors
Germany: The automotive industry of the world is increasingly being influenced by environmental regulations and sustainability concerns. The environmental policy in Germany is considerably decisively affected by the Green Deal of the European Union, which seeks to alleviate greenhouse gas emissions by 55 per cent by 2030 in comparison with the 1990s (Thiel and Schmidt, 2025).
This environment is relatively favourable, because it promotes innovation of electric vehicles, but also compliance costs and regulatory pressure.

China: Rapid urbanisation and industrialisation are other significant challenges to China in terms of environmental issues. Beijing and Shanghai are some of the cities that have been hit by extreme air pollution, and the government has come up with stringent environmental policies that encourage green mobility.
This is a favourable environment, because stringent regulations are increasing the need for electric vehicles, which is advantageous to the sustainable product approach of Mercedes-Benz.
Legal Factors
Germany: The German legal environment offers a very transparent and well-regulated environment for automotive firms like Mercedes-Benz. The European Union General Data Protection Regulation (GDPR) 2016/679 is one of the most significant legal regulations that influences the company and rigidly regulates the gathering and utilisation of personal data.
This is a favourable legal environment, whereby transparency and high levels of legal protection provide a stable and predictable business environment, despite compliance requirements.
China: The foreign automotive companies find it harder to operate in a complex legal environment in China. Mercedes-Benz also has joint ventures in part due to the Foreign Investment Law of the People's Republic of China (2019), which governs foreign business operations. Also, the Cybersecurity Law of China (2017) and the Data Security Law (2021) have strict regulations on storing and transmitting vehicle and consumer data, especially connected vehicles (Wang and Chen, 2025).
This is a moderately poor legal climate, with stringent rules and data protection, and joint ventures that restrict the flexibility of operations by foreign businesses.
Similarities and Differences of PESTLE Between Two Countries:
Similarities: Germany and China are both politically stable regions, and both countries support the automotive industry. Both are large and influential economically, and they have a high demand for premium vehicles. Both nations have the lead in terms of technology, especially when it comes to electric cars and smart technologies. Also, harsh environmental rules in the two markets drive Mercedes-Benz to sustainability and low-emission mobility (Bharadwaj, 2018).
Differences: Germany puts more premiums on quality, engineering and regulatory transparency, whereas China puts more emphasis on market size, fast growth and state control. German consumers are more concerned with performance compared to Chinese consumers, who emphasise status and brand image. China is a more complicated country according to the law in terms of foreign investment and information laws (Corne, 2023).
[bookmark: _Toc227715642]b. Comparative Analysis of STP (Segmentation, Targeting and Positioning) Strategies of Mercedes-Benz in Germany and China
[bookmark: _Toc227715643]1. Segmentation Strategy
Market segmentation is the breakdown of a wide market into smaller and homogenous groups of consumers sharing similar needs, characteristics, or behaviours in order to target the customers effectively (Flashman, 2022). Mercedes-Benz uses a differentiated segmentation approach in Germany and China.
[image: ]
Figure 5: Market Segmentation
Source: (Flashman, 2022)
Demographic Segmentation:
This consists of age, sex, income, education, occupation and marital status. The brand in Germany is aimed at older (45+), high-income professionals and executives, and families with stable careers and higher education (Kalinowska and Kuhfeld, 2023). In China, it targets younger people (below 40), and entrepreneur and professional buyers in the fast-moving middle and upper classes, who have a strong purchasing power.
Geographic Segmentation:
Mercedes-Benz focuses on the urban and economically developed areas (Iosifidou and Achillas, 2024). Munich, Frankfurt, and Stuttgart are some of the major markets in Germany and Beijing and Shanghai are the cities that are the dominant markets in China because of their high disposable income.
Psychographic Segmentation (VALS):
German consumers fall into the category of the VALS framework as they are characterised by the thinkers and the achievers because they appreciate quality, sustainability, and reliability (Gutscher and Scholz, 2024). Chinese consumers are status, innovation and social recognition oriented, and they like technologically advanced luxury cars.
Benefit Segmentation:
The primary benefits in question are different:
· Germany: product lifecycle, fuel use, safety and the environment (Schreiber, 2017).
· China: status, brand, high-tech and social status (Schlegelmilch, 2022).
Behavioural Segmentation (Usage & Commitment):
The brand loyalty and repeat buying patterns of customers in Germany are high and particularly among corporate customers who prioritise long-term value (Bracke and Inoue, 2023). Consumers in China upgrade frequently and lack commitment to the long term as they want the newest features and prefer to adopt technologies fast (Wiedmann, Hennigs and Siebels, 2022).
[bookmark: _Toc227715644]2. Targeting Strategy
The differentiated approach that Mercedes-Benz employs targets different marketing mixes to different segments of customers in Germany and China instead of one undifferentiated approach. (Li and Wang, 2021).
Target Market in Germany: Mercedes-Benz in Germany is aimed at the middle-income professionals, corporate executives and mature customers (40 to 60 years). This segment is concerned with reliability, excellence in engineering and sustainability. The marketing mix that the company develops is targeted at high-quality, safety, and environment-friendly innovations (e.g., EQ electric models). Also, corporate fleet buyers are one of the target markets, which also demand individual pricing, leasing, and after-sales services (Propfe and Kreyenberg, 2024). 
Target Market in China: On the other hand, Mercedes-Benz uses a different marketing mix among the younger wealthy customers (30-45), entrepreneurs, and urban elites. This is a more aspirational, digitally oriented group. In its focus, the company focuses on fashionable design, superior infotainment, and luxury experience, which translates to a high level of status-oriented consumption in China (Heinonen, 2024). 
[bookmark: _Toc227715645]3. Positioning Strategy
Mercedes-Benz adopts a benefit positioning, but with the help of competitive differentiation, the company employs a support of user positioning (Li and Wang, 2021).
Germany (Benefit Positioning):
The brand is placed on the functional aspects of the brand like engineering quality, durability and sustainability. It emphasises German tradition and technological excellence, which attracts rational and quality-conscious buyers (Pylkkönen, 2023).
China (User Positioning):
In China, Mercedes-Benz focuses on user positioning, which depicts customers as high-status people who are successful. Marketing communications revolve around prestige, exclusivity and a luxury lifestyle, which coincides with cultural values of hierarchy and social recognition (Kim et al., 2019).
Perceptual Map (Conceptual):
A perceptual map can position Mercedes-Benz along two axes:
· X-axis: Price (Low → High) 
· Y-axis: Luxury/Technology (Basic → Advanced) 
[image: ]
Figure 6: Perceptual Map
Source: (Self-Made)
In both markets, Mercedes-Benz occupies the high price–high luxury quadrant, but:
· In Germany, it is closer to “engineering reliability.”  
· In China, it shifts toward “status and prestige.” 
This dual positioning strengthens its competitive advantage across culturally distinct markets.
[bookmark: _Toc227715646]4. Differences and similarities between German and Chinese Positioning Strategy
Mercedes-Benz has a relatively steady global high-end positioning in both Germany and China, but the means of communicating this positioning and having it perceived vary greatly because of cultural, economic, and consumer behaviour variation (Li and Wang, 2021). 
Similarities:
In Germany, as well as in China, Mercedes-Benz is a high-end luxury brand that is linked to high quality, innovative technologies, and high prices. The brand has always been in the high price, high luxury quadrant in the two markets, and this has helped it to strengthen the global image as a brand of excellence and innovation. This uniform positioning helps in maintaining uniformity in brand and enhances brand equity at the global level. Also, in both nations, Mercedes-Benz focuses on innovation, especially on electric mobility and high-technological automotive, which follows its global strategic vision (Iosifidou and Achillas, 2024).
Differences:
Although such a similarity in premium positioning, the essence of the value proposition is quite different in both countries. Positioning in Germany is functional and performance-based in nature and is centred around engineering excellence, reliability, safety and sustainability (Easa and Yan, 2019). The consumers are also more rational and quality-oriented, i.e. Mercedes-Benz competes with technical superiority and value over the long run.
Conversely, positioning in China is more symbolic and status-based, whereby Mercedes-Benz is a symbol of social prestige, success, and a luxury lifestyle. The brand targets emotional and aspirational needs, especially the younger generation that values owning a car as a symbol of social acceptance and personal success. Consequently, marketing communication in China is more focused on exclusiveness, design, digital capabilities, and brand image as compared to Germany (Polfuß and Sönmez, 2020).
The other important difference is in consumer motivation. Product attributes and performance benefits are important to German consumers, but Chinese consumers value the brand image and social signalling more (Kreppel and Holtbrügge, 2012). It leads to the repositioning of Mercedes-Benz in Germany to benefit positioning in China, to user and symbolic positioning.
Overall Evaluation:
This two-tiered positioning approach is a very successful one, since with this tactic, Mercedes-Benz is able to sustain a uniform worldwide luxury image, and in the same breath, it will also be able to adjust to the local market demands. Nevertheless, it must also be strategically balanced in such a way that it does not undermine global brand coherence by localisation.
[bookmark: _Toc227715647]5. Similarities and Differences in STP Strategy
Similarities: Both Germany and China are key markets to Mercedes-Benz, though the STP strategy of the company is indicative of significant variation in economic factors and cultural values. Mercedes-Benz in both nations is aimed at high-income consumers and is a premium luxury brand with a global brand identity (Pylkkönen, 2023).
Differences: Germany is a technologically and luxury-conscious mature market that emphasises engineering quality, sustainability and reliability. On the contrary, China is a fast-expanding and status-oriented luxury market, with younger consumers being more oriented to brand prestige and social statusb (Rovai, 2016). These variations indicate why Mercedes-Benz prioritises technical excellence and environmental innovation in Germany, and luxury status and intelligent technology in China.
[bookmark: _Toc227715648]International Marketing Mix (7Ps) for Germany and China
The marketing mix, also known as the 7Ps, encompasses product, price, place, promotion, people, process, and physical evidence, which is applied to create the appropriate marketing strategies in various markets (Armstrong et al., 2014). Mercedes-Benz uses the marketing mix to align with the economic, cultural and consumer behaviour in Germany and China.
[image: ]
Figure 7: The 7Ps Marketing Mix
Source: (Brooks, 2020)

[bookmark: _Toc227715649]1. Product Strategy
The product component of the marketing mix is the aggregate product being offered to the consumers in terms of features, quality, design and branding. In the case of Mercedes-Benz Group AG, product strategy is formed based on innovation, luxury and performance, however, this is modified differently in Germany and China.
Product depth is there when one product line is varied. Mercedes-Benz has high product depth in the form of various variants of each model range, e.g. C-Class, E-Class and S-Class, all of which are available in different engine types, trims, and technological features (Mercedes-Benz, 2020). This will enable the company to satisfy the various customer preferences within the same segment in both Germany and China.
Product width is the diversity of the product lines. Mercedes-Benz has also gone wider with brand extensions like EQ electric cars (e.g. EQS, EQE), AMG performance models and Maybach ultra-luxury cars (Mercedes-Benz Group, 2022). The extensions allow the firm to reach environmentally conscious consumers in Germany and status-oriented luxury consumers in China.
Mercedes-Benz concentrates on high branding, innovation leadership and heritage positioning in terms of branding strategies (Iosifidou and Achillas, 2024). The brand has a stable global identity, but it makes changes, such as infotainment systems and digital connectivity in China.
Product change within markets is influenced by a number of factors such as the level of technology, environmental policies and also cultures (Cui et al., 2006). This is favourable to innovation, but expensive to production, as in Germany, more stringent environmental policies are driving the creation of electric and sustainable cars. In China, the environment is favourable to the technologically advanced and customised vehicles due to the high demand for digital features and luxury.
Although the basic product is similar in all countries, Mercedes-Benz focuses on selective adaptation whereby it provides functional value in Germany and symbolic and technological value in China.
[bookmark: _Toc227715650]2. Price Strategy
Pricing strategy is a term that is used to describe the way in which a particular company determines and modifies prices according to the market conditions. In Germany and China, Mercedes-Benz uses a premium pricing strategy as it is a luxury brand.
Pricing decisions are dependent on a number of factors. First, the markets vary in terms of demand. Germany is experiencing stable demand with mature consumers with a desire to be reliable, and China is experiencing high growth demand with young luxury buyers. Second, there is the element of competition, whereby there is intense competition against BMW and Audi in Germany, and intensive competition with the global and domestic luxury brands in China. Third, affordability is influenced by inflation and economic conditions. The moderate inflation in Germany can lower the disposable expenditure, and thus the environment will be slightly unfriendly, whereas the relatively constant inflation in China will favour the purchasing power and hence be favourable (Rosa, 2020). Lastly, the general economic stability in the two nations favours premium pricing, even though China needs a greater degree of flexibility due to competition in the market.
Germany: The GDP per capita of Germany is about $54,000 in 2023, and the country has a high buying capacity for luxury cars. Mercedes-Benz practises a premium price policy whereby luxury products are priced between 50, 000 and 120, 000 euros according to specifications (Intelligence Node, 2026). Nevertheless, economic pressures, e.g. 5.9% inflation in 2023, can decrease discretionary spending, demanding flexible financing and leasing programmes.
[image: ]
Figure 8: Premium Pricing Strategy of Mercedes
Source: (Intelligence Node, 2026)
China: The Chinese automotive market is much larger; in 2023, it sold more than 26 million passenger cars, which is almost nine times the German market. Mercedes-Benz also maintains premium pricing in China, though with wider price bands and finance plans to appeal to younger luxury consumers (Guevara, 2021).
Evaluation: The two markets are in premium brand positioning, but China needs a little bit more relaxed pricing and funding policies because its consumers are younger and the luxury market is more competitive.
[bookmark: _Toc227715651]3. Place (Distribution) Strategy
Place is the distribution of products and their availability to the customers. The combination of direct and indirect channels of distribution employed by Mercedes-Benz in both countries.
Germany has a relatively shorter and more stable channel structure in terms of channel structure, which is based on authorised dealerships and a direct sales platform (Yeung and Mok, 2012). The distribution level is selective and targets the high-end areas and brand exclusivity. Germany has a well-developed infrastructure, making physical distribution highly efficient, which makes this environment favourable.
The Chinese channel of distribution is more extensive and intricate, with alliances like joint ventures (e.g. with BAIC), authorised dealers, and growing online sales platforms. The geographic market is large, and the distribution length is longer to serve Tier-1 and Tier-2 cities. This brings in growth prospects but also complicates things.
In Germany, intermediary arrangements are more regulated, whereas in China, the intermediary arrangements include strategic local partnership deals so as to have access to the market and operational efficiency (Hänle, Weil and Cambré, 2022). Generally, Germany is more of a mature and efficient system of distribution as compared to China, which focuses on growth and availability.
[bookmark: _Toc227715652]4. Promotion Strategy
Promotion is known as integrated marketing communication (IMC), involving a combination of different tools of communication so as to provide a consistent brand message (Camilleri, 2018).
The combination of advertising, digital marketing, PR, and direct marketing is used by Mercedes-Benz in both markets. Promotional activities in Germany aim at excellence, safety and sustainability in engineering (Dauber et al., 2023). The company resorts to the traditional media, car shows, and environmentally oriented campaigns to attract the rational and quality-conscious customers.
Promotion in China is more digital and emotionally sensitive. Communicating luxury, status, and innovation, the company extensively employs social media, influencer marketing, and celebrity endorsements. Advertising appeals are aspirational, which emphasise prestige and lifestyle. Direct marketing is also more noticeable, particularly with personalised online experiences and online interaction.
Therefore, the promotion strategy adopted by Germany is more informational and credibility-based, whilst that of China is more emotional and status-oriented.In Germany, promotion is informational and product-oriented, but in China, it is emotional, aspirational and digitally intense  (Igelbrink, 2020).
[bookmark: _Toc227715653]5. People
Employees and their contribution to service quality are mentioned by people. In both countries, Mercedes-Benz emphasizes highly on the ability of the workforce.
The company also enjoys a highly skilled workforce in Germany, which is aided by highly developed vocational training systems (Gessler, 2016). The training plans are based on technical skills, engineering perfection and customer care. This environment is favourable because motivation strategies are career development, good organisational culture and job stability.
Localisation and customer experience are prioritised in China. The employees are educated to learn digital tools, luxury service demands, and cultural inclinations. The strategies of motivation are performance incentives and customer satisfaction metrics. The rapidly expanding market brings both opportunities and demands for lifelong skill improvement (Liu et al., 2016). 
Germany: Mercedes-Benz has more than 166,000 employees worldwide, including a large number based in Germany, especially in engineering and manufacturing plants (Mercedes-Benz Group, 2022). German workers are well-trained, as there is a great deal of vocational training and a culture of engineering in Germany. The car industry provides approximately 5% of the German GDP, which implies that customer care and technical skills are vital in car dealerships and service centres.
China: The workforce strategy of China is oriented towards localisation and customer experience. Mercedes-Benz cooperates with local partners, like BAIC, and allows efficient service operations and cultural adaptation (Pylkkönen, 2023). The luxury car market in China is projected to surpass 3.6 million units in 2023, and it needs highly skilled salespeople who are aware of the younger population's tendency towards digital technology and smart mobility.
[bookmark: _Toc227715654]6. Process
Process means the way things are done, especially the way services are offered to the customers and the system of handling complaints (Armstrong et al., 2014).
Germany has a structured, transparent and efficiency-oriented process. The customers usually do extensive research prior to the buying process, and Mercedes-Benz assists it by providing online configurators, consultation services, as well as transparent complaint resolution mechanisms (Martins, 2023). This brings a dependable and positive customer experience.
China is very digitalised in processes. The customers are dependent on mobile applications, online platforms, and AI-enabled services during the purchasing process. Handling of complaints is also incorporated in digital systems and enables quicker response and better interaction with the customer. This digital revolution is positive yet needs to be sustained by investment in technology. (Parise, Guinan and Kafka, 2016).
In this way, reliability and structure are the focus of Germany, whereas speed and digital convenience are the priorities of China.
[bookmark: _Toc227715655]7. Physical Evidence
Physical evidence is the physical and intangible aspects that back the brand experience.
Mercedes-Benz products are physical, high-value luxury cars, which are underpinned by intangible aspects, including brand reputation and customer experience. 
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Figure 9: Mercedes-Benz German Website
Source: (Mercedes-Benz Group, 2025)
Physical evidence in Germany comprises high-quality showrooms, modern service centres and good brand heritage presentation. 
[image: With D.SHIFT in digital professions | Mercedes-Benz Group > Sustainability  > People]
Figure 10Mercedes-Benz German Staff
Source: (Mercedes-Benz, 2023)
Professionalism and technical skills are demonstrated by staff uniforms and contribute to trust and quality.
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Figure 11: Mercedes-Benz Chinese Website
Source: (Mercedes-Benz, 2023)
Physical evidence in China is more experiential and spectacular. The dealerships are made as customer experience centres, which are luxurious, digitally displayed, have customer lounges and luxurious design. 
[image: Mercedes staff car hi-res stock photography and images - Alamy]
Figure 12: Mercedes-Benz Chinese Staff
Source : (Alamy Limited, 2026)
The presentation of the staff focuses on luxury service and interaction with customers.
Moreover, the official websites of the company in the two countries are also valuable digital physical evidence that demonstrates product offerings, innovation and brand identity that appeal to local populations.
[bookmark: _Toc227715656]Germany vs. China Comparison of the 7Ps Marketing Mix.
Mercedes-Benz embraces a mix of standardisation and adaptation in its marketing mix in Germany and China. Although the brand has a consistent global luxury perception, its application of the 7Ps is very different to depict discrepancies in the consumer behaviour, cultural values, and market conditions.
Similarities
In both Germany and China, Mercedes-Benz has a good premium position using all marketing mix elements. The product strategy is universally aligned in regards to basic design, quality and innovation, which guarantees brand standardisation. On the same note, the firm uses a premium pricing technique in the two markets to solidify its luxury automotive brand.
Place-wise, Mercedes-Benz relies on the networks of authorised dealerships and the robust after-sales service both in the countries, which, in effect, make it reliable and trusted by customers. Innovation, advanced technology, and brand heritage are also emphasised by the promotion strategy in both markets, and there has been a consistent global brand message.
Moreover, individuals, processes, and tangible items are always indicative of high service standards, professionalism, and a quality customer experience, which are crucial elements of luxury branding in both nations (Chevalier and Gutsatz, 2012).
Differences
Even with these similarities, there is considerable adjustment of the marketing mix between the two markets.
Product: In Germany, the products are geared towards engineering quality, efficiency, and sustainability, but in China, the products have been customised to accommodate luxury and digital technology as well as status-developing features like a longer wheelbase.
Price: In Germany, pricing is made on the basis of long-term value and product performance, whereas in China, it is flexible and is affected by financing opportunities and promotion techniques to appeal to younger consumers.
Place: Germany possesses a well-developed and consistent distribution channel, and China depends on joint ventures and fast urban market growth, as well as the development of digital sales zones.
Promotion: In Germany, promotion is logical and product-driven, and it revolves around engineering and sustainability. Conversely, China employs emotional and aspirational marketing, which is highly dependent on digital platforms, influencers, and the message about a luxury lifestyle.
People: Germany has efficient and technically oriented customer service, whereas China has relationship-driven and personalised customer service, which is more expectant of luxurious service.
Process: Germany focuses on standardised and efficient procedures, but China uses more flexible and more digitally integrated procedures to promote customer convenience.
Physical Evidence: German showrooms are functional and emphasise engineering accuracy, whereas Chinese showrooms are to provide a luxurious and immersive brand experience (Jyi et al., 2022).
Overall Evaluation
On the whole, Mercedes-Benz is evidence of a glocalisation strategy, where the main components of the marketing mix are standardised to ensure uniform global brand presence, with certain components being tailored to local market requirements. This balance helps the company to cater for the needs of German consumers who are concerned with performance and quality, and Chinese consumers who are preoccupied with status, technology and experience of luxury.
Nonetheless, over-adaptation can lead to the danger of brand dilution, and over-standardisation can lead to a decrease in local relevance. Thus, this strategic balance is also essential to ensure competitive advantage in both markets.
[bookmark: _Toc227715657]c. Directional Development Strategy Using the Ansoff Matrix (China Market)
[bookmark: _Toc227715658]Definition of Directional Development Strategy
Directional development strategy is the long-term strategic path taken by a company to grow its market share and realise growth in foreign markets (Moallemi and Nasiri, 2024). The Ansoff Matrix is one of the widely applied models to study such strategies, that is, it defines four available growth options: market penetration, product development, market development and diversification (Manny Martin-Morrissey, 2023). The application of this model is following:
[bookmark: _Toc227715659]Application of the Ansoff Matrix to Mercedes-Benz in China
[image: The Ansoff Matrix: A simple framework to help you think about business  growth | by Manny Martin-Morrissey | Medium]
Figure 13: Application of the Ansoff Matrix
Source: (Manny Martin-Morrissey, 2023)
Market Penetration Strategy: Mercedes-Benz uses a deep penetration approach in China by selling more of its current luxury models to the same market. In the year 2023, China sold more than 26 million passenger vehicles, and it is the largest motor market in the world. It enhances its operations through collaborative production with BAIC Group, which allows local production and competitive prices. 
Product Development Strategy: Another major growth strategy is product development. To enter the fast-growing EV market in China, Mercedes-Benz unveiled a new electric car brand called EQ. In 2023, China sold over 8 million electric vehicles, which is more than 60 per cent of all electric vehicles sold around the world (Elmnifi and Rajab, 2024). Mercedes-Benz changes its product range to suit the tastes of younger Chinese buyers, more than 60 per cent of whom are under 40 years old.
Market Development Strategy: Another strategy utilised by Mercedes-Benz is market development through extending distribution beyond the Tier-1 cities into Tier-2 cities like Chengdu, Hangzhou and Wuhan (Mercedes-Benz Group, 2022). China now has more than 400 million middle-class consumers, and there are tremendous growth prospects beyond big cities. By developing a network of dealerships and online stores, the company can reach the new and growing high-income consumers.
Diversification Strategy: Despite having a smaller dominance of diversification, Mercedes-Benz has invested in smart mobility and digital services that include connected vehicle technology and autonomous driving systems (Mercedes-Benz Group, 2022). The smart mobility industry in China is projected to reach over 200 billion by 2030, and the growth will be sustained in the long run.
[bookmark: _Toc227715660]d. Ethical Issues Related to Mercedes-Benz Marketing Mix (China)
[bookmark: _Toc227715661]Ethical Marketing Practices
1. Sustainable Electric Vehicle Promotion: In China, Mercedes-Benz is marketing EQ electric vehicles to enhance sustainable mobility in the environment (Achillas and Iosifidou, 2024). China has a goal of becoming carbon-neutral by 2060, and the government is very interested in the adoption of EVs. With an investment of more than 10 billion euros annually in research and development.
2. Responsible Data Protection in Connected Vehicles: The company has ensured high adherence to the China Data Security Law and the Cybersecurity Law of the People's Republic of China (Elmnifi and Rajab, 2024). The regulations are designed so that they prevent the irresponsible usage of data of users gathered by the connected cars and in-car information systems.
Unethical Marketing Issues
1. Luxury Status Advertising and Social Inequality: Some critics declare that Mercedes-Benz advertising in China places great emphasis on the luxury position and social status, which supports materialistic consumption behaviour. The Chinese power distance score is 80, which implies a high social hierarchy, and luxury advertising can exaggerate the perceptions of social inequality (Heinonen, 2024). 
2. Environmental Concerns in High-Performance Models: Although Mercedes-Benz encourages the sale of electric cars, it still sells high-performance luxury SUVs and those powered by fossil fuel engines, which have greater emissions. International environmental reports show that the global automotive industry contributes about 24 per cent of transport-related CO2 emissions (Leimbach and Jaeger, 2024). 
[bookmark: _Toc227715662]e. Recommendations for Future International Marketing Strategies
Recommendations for Germany
To become stronger in Germany, Mercedes-Benz must prioritise sustainability, innovation, and value creation in the long-term, all of which are in line with the tastes of the German consumers. To begin with, the company must speed up its process of switching to electric vehicles (EVs) by increasing its EQ product line and further investment in battery technology. It is crucial because of the stringent environmental policies and the growing need for environmentally friendly vehicles, which was recognised in the PESTEL analysis. Enhancement of EV infrastructure partnerships will enhance adoption as well.
Secondly, Mercedes-Benz ought to improve its value positioning approach by focusing on its engineering quality, safety and durability in its marketing messages. German consumers are very rational and quality sensitive; thus, enhancing functional advantages will reinforce brand loyalty. Thirdly, the company ought to increase its corporate and fleet sales approach, where it provides competitive leasing packages and service packages. This has the potential to give long-term stable flows of revenue since Germany is a mature market with a good business base.
Lastly, by preserving its image of reliability and efficiency, Mercedes-Benz needs to invest in the digital transformation of customer experience, including online configuration tools and personalised services. On the whole, these measures will enable Mercedes-Benz to stay competitive in a well-developed and highly regulated market and support its high-end and innovation-driven brand image.
Recommendations for China
In China, Mercedes-Benz needs to be more market-adaptive and growth-oriented, which should include digitalisation, luxury experience, and younger consumers. To begin with, the company needs to enhance its digital marketing and e-commerce, using platforms like social media and online car sales platforms. Chinese consumers are very online and sensitive to influencer marketing and online interactions, as the 7Ps analysis has revealed.
Secondly, Mercedes-Benz must go on to create technology-led and personalised vehicles, such as AI-connected cars, smart connectivity, and longer wheelbase cars. This is in line with the tendency of Chinese consumers to be highly innovative, status-conscious, and comfortable. Thirdly, the company must strengthen its branding as a status symbol and lifestyle through celebrity promotion, luxury partnerships and experiential marketing initiatives. This will enhance emotional appeal and brand desirability in younger affluent customers. Also, Mercedes-Benz ought to continue its strong alliance and joint ventures in the region, which will enable it to overcome regulatory hurdles and enhance efficiency in its operations in the Chinese market.
Lastly, the company must concentrate on a competitive pricing policy and flexible financing schemes whereby luxury cars are made more affordable to the emerging middle and upper-middle classes. Altogether, these measures will help Mercedes-Benz to take advantage of the rapid growth of the luxury market in China, as well as fit well in the local cultural and economic context.
[bookmark: _Toc227715663]Section 2: Reflective Account Using Gibbs Reflective Cycle
Gibbs Reflective Cycle is an organised model that assists individuals to reflect on experiences in order to enhance learning and future performance (Athal, 2025). The following section will reflect on how I went about doing Section 1 of this assignment, what I learned, what my challenges were and what I can do to improve in future.
[image: Gibbs Reflective Cycle Explained: A Framework for Structured Self-Reflection  - Dr Krishna Athal]
Figure 14: Gibbs Reflective Cycle
Source: (Athal, 2025)
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This assignment demanded that I write an international marketing analysis of the Mercedes-Benz Group AG and consider two countries, Germany and China. This was done by analysing the macro environment in terms of the PESTEL Analysis model and cultural differences in terms of the cultural dimensions theory developed by Geert Hofstede.
I also needed to analyse the STP strategy of the company and international marketing mix through the 7Ps framework. I have also used the Ansoff Matrix to evaluate directional development policies in China and addressed matters of ethics in relation to marketing efforts of the company.
To do this, I used different scholarly and business sources. I was meticulous in the arrangement of the information and divided it into various analytical elements. The general objective was to come up with a global comprehension of how a global firm relocates its marketing strategies to the various countries.
[bookmark: _Toc227715665]2. Feelings
I was excited and a little bit intimidated at the start of the assignment. The work involved the analysis of numerous strategic frameworks and the comparison of two giant markets, which did not seem to be so easy at first. Nonetheless, I had an interest in researching Mercedes-Benz since it ranks as one of the most recognisable automobile brands worldwide.
The more I advanced in my research, the more convinced I got. Reading the article on global marketing and cultural variations made me realise that international companies adjust to various consumer behaviours. The other satisfaction I enjoyed was the ability to relate theoretical frameworks like PESTEL and STP to actual market information in Germany and China.
Nevertheless, at times I was also challenged to arrange a vast body of information into a structured academic report. To make sure that the analysis was organised and logically sound, it meant planning and editing it carefully.
[bookmark: _Toc227715666]3. Evaluation
This was an interesting learning experience in completing this assignment. Among the good things was that it enabled me to acquire good research and analytical skills. Through various academic models, I could analyse the international marketing strategy of Mercedes-Benz in various directions.
The use of valid data sources was also another strength. The inclusion of statistics, including the GDP numbers, sales of vehicles, and demographic data, contributed to the credibility of my analysis. The comparison of Germany and China has also helped me comprehend the impact of the conditions of the economy, culture and technology on marketing strategies.
Although these were the strengths, some challenges were experienced. A constraint was the time that was necessary to gather the right and current information. There was a slight variance in some of the statistics provided by various sources, hence necessary careful verification. Moreover, the combination of different theoretical models within a single report had to be well organised to prevent repetition.
[bookmark: _Toc227715667]4. Analysis
Considering this experience, I understood that the application of theoretical frameworks was a significant factor in being able to guide my analysis. The PESTEL model aided me in taking a systematic look at the external macro environment in place of Mercedes-Benz in these two countries. It also emphasised the main disparities like government policies, economic conditions and environmental regulations.
On the same note, cultural dimensions outlined by Hofstede served to explain the difference in consumer behaviour in Germany and China. For example, the power distance and individualism of Germany have relatively low and high scores, respectively, which means that consumers attach importance to product quality and personal preferences. Conversely, China has a greater power distance and a collectivist society, meaning that status and social recognition can affect purchasing behaviour.
The STP model also helped to comprehend the way in which Mercedes-Benz divides its markets and focuses on a particular category of customers. I have noticed that the company is targeting older professionals in Germany and the younger, well-to-do customers in China. Also, the implementation of the Ansoff Matrix enabled me to learn how businesses determine growth strategies in the foreign market. 
[bookmark: _Toc227715668]5. Conclusion
This reflective experience taught me some significant research on the topic of academic research and international marketing analysis. To begin with, successful research involves gathering data that is credible and that is from varied sources. Second, structured frameworks, including PESTEL, STP and Ansoff Matrix, can assist in organising complex information and enhancing analytical clarity. 
I also came to know that when comparing two countries, economic and cultural differences have to be interpreted very carefully. These differences are critical in analysing the operation of multinational companies in global markets. Though I managed to complete the assignment successfully, I think my work might be enhanced with the use of more academic journal sources and more critical analysis of some strategic issues.
[bookmark: _Toc227715669]6. Action Plan
The action plan is the final stage where you transform your reflections into a concrete strategy for the future (Forester, 2024). The following action plan provides a set of actions that I will perform to improve my academic performance and get better results in other projects of this type.
	Area for Improvement
	Actions I Will Take
	Expected Outcome
	Timeline

	Academic Research Skills
	I will use more academic journals, books and databases such as Google Scholar and university library resources.
	More credible and academically strong assignments.
	Next assignments

	Data Analysis
	I will cross-check statistical data from multiple sources to ensure accuracy and reliability.
	Improved accuracy and stronger analytical arguments.
	Within 2–3 months

	Critical Thinking
	I will practice deeper analysis by comparing different theories and viewpoints in marketing literature.
	Stronger critical evaluation and higher academic marks.
	Ongoing

	Time Management
	I will create a research schedule and complete sections of assignments gradually instead of doing everything at the last moment.
	Reduced stress and better quality work.
	Immediate

	Academic Writing
	I will improve my academic writing style by reading high-quality journal articles and practising structured writing.
	Clearer and more professional academic reports.
	Continuous





[bookmark: _Toc227715670]Conclusion
In conclusion, the analysis indicates that Mercedes-Benz Group AG modifies its international marketing strategies based on the economic environment, cultural peculiarities and market boundaries in Germany and China. Germany is a mature market where the emphasis is placed on the quality and sustainability of engineering, and China is a fast-growing market with younger luxury consumers in addition to technological advancement. With the help of strategic adaptation using STP, marketing mix and growth strategies, the company ensures its high level of competitiveness in both markets.
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