 University of Wales Trinity Saint David
[image: ]


Assignment Title:	Report
Student Name:		Saira Usman
Student ID:		2211405
Module:	International Marketing: Principles and Practices
Module Code:		LCMB70026
Name of Lecturer: Dian Mayasari



Contents	
Mercedes-Benz's International Market Entry Strategy in Japan and UK	1
a. A Comparative Analysis of the Market in Both Countries	1
b. Comparative Analysis of STP and International Marketing Mix (7Ps) Strategies in Japan and the UK	3
c. An Analysis of the Brand’s Directional Development Strategy in China	6
d. Evaluation of Ethical Issues Related to the Marketing Mix in Japan and the UK	9
e. Recommendations for Mercedes-Benz's International Marketing Strategy	10
Section 2: Reflective Account of the Research and Analysis Process	11
References	14
Appendixes	18
Appendix-I	18
Appendix-II	18
Appendix-III	19
Appendix-IV	19
Appendix-V	20
Appendix-VI	21
Appendix-VII	21
Appendix-VIII	22
Appendix-IX	22
Appendix-X	23
Appendix-XI	23
Appendix-XII	24
Appendix-XIII	25
Appendix-XIV	25
Appendix-XV	26
Appendix-XVI	26
Appendix-XVII	27
Appendix-XVIII	28
Appendix-XIX	29



The International Market Entry Strategy and Marketing Mix of Mercedes-Benz in China and UK Markets
[image: C:\Users\Administrator\Downloads\Gemini_Generated_Image_mjc3e9mjc3e9mjc3.png]








 
 


I

[bookmark: _Toc225408379]Mercedes-Benz's International Market Entry Strategy in Japan and UK
This study is a critical review of the international market entry strategy and marketing mix of Mercedes-Benz in Japan and UK. It uses the comparative case study technique to study the macro-environmental factors by use of PESTEL analysis, segmentation, targeting, positioning, and marketing mix adaptation of 7Ps to the local market, the directional development strategy of the brand in Japan and the issue of ethics in both markets. 
[bookmark: _Toc225408380]a. A Comparative Analysis of the Market in Both Countries
Mercedes-Benz is experiencing a fundamental change in its structure, which is traditionally based on the corporate umbrella brand strategy of exporting luxury, German-engineered (Nechita et al., 2013). The macro-environmental factors by use of PESTEL analysis is as under.
Political Factors: The political landscape presents a stark contrast. In China, the operation of Mercedes-Benz is governed by the state-influenced industrial policy, but there is a great deal of geopolitical and trade uncertainty-Appendix-I (Nichols, 2026). The firm is also facing stiff competition which is fueled by domestic champions, a scenario that is termed as one that needs maximum flexibility and resilience (Mercedes-Benz Group AG, 2026). The political risk presents itself in the form of volatile tariff policies that have directly affected financials that have led to a 150-200 basis point headwind in 2025 (Mercedes-Benz Group AG, 2026). The EU markets on the other hand offer a different political challenge. The EU is also described to have an unpredictable regulatory environment, especially in regards to emission standards and speed at which the electrification requirement is to be achieved-Appendix-II (Rohinikudva, 2026). The direct imposition of tariffs is the most crucial political issue in the US and has turned into a financial burden that needs to be mitigated as soon as possible (Mercedes-Benz Group AG, 2026). 
Economic Factors: The economic environments are drifting apart, and it has a direct effect on volume and profitability of Mercedes-Benz. Although China is the largest premium car market across the globe, it is going through a competitive situation, which has resulted in a strategic volume adjustment (Mercedes-Benz Group AG, 2026). In China, the company sold 562,000 units in 2025 and is forecasting the same figure in the current market because of the prevailing dynamics in the market, a major contributor in the overall unit registration of 1.801 million vehicles in the Group (Mercedes-Benz Group AG, 2026). This is opposite to solid momentum forecast of the EU markets and gradual economic recovery in the EU, and the global premium car market is likely to grow marginally (Mercedes-Benz Group AG, 2026). These macroeconomic imbalances are manifested in the regional allocation of revenue and production changes in the company. An example is that the company is converting global capacity to the 2.2 million units by 2028, decreasing capacity in Germany by 100,000 units and doubling capacity in the best-cost country of Hungary to 400,000 units, an outright reaction to the competitive cost environment caused by markets such as China (Mercedes-Benz Group AG, 2026).
Social Factors (Culture & Consumer Behaviour): This is the most important area of divergence and is making the most fundamental level of strategic adjustment. The consumer behaviour in China can be defined as an increased pace towards and demand of sophisticated digital intelligence that is independent of the vehicle drive train. Mercedes-Benz has retaliated by launching a Chinafit technology roadmap, and has placed major emphasis on enlightened intelligence in both internal combustion engine (ICE) and battery electric vehicle (BEV) collections-Appendix-III (TheFly, 2026). An example of this type of integration is the introduction of generative AI, e.g. the Doubao AI assistant by the local partner ByteDance, and the creation of L2 Urban/Highway navigation assistance by Momenta (Mercedes-Benz Group AG, 2026). Consumer culture in the EU markets continues to be more effectively anchored to traditional luxury values of performance, craftsmanship and brand heritage, albeit with an increasing focus on sustainability. The cultural difference also dictates that China-specific product development will involve a 2,000 strong, locally independent research and development team, which is not replicated in other areas (Mercedes-Benz Group AG, 2026).
Technological Factors: Technological strategy has now regionally segmentation. In China, there is one technology strategy, which is of accelerated intelligence, by way of unique and leading local relationships (Sasac.gov.cn, 2026). The company is capitalising on a unique ecosystem comprising Momenta, ByteDance and Tencent to develop a stack of technologies that is pure Mercedes-Benz and based on local IP (Mercedes-Benz Group AG, 2026). This is in contrast to the EU model, where the development of technology is more centralised, focusing on international platforms such as the electric MMA and MB.EA, and the goal to bridge the gap between the BEV and the ICE margin by the end of the decade due to the cost cuts-Appendix-V (Fox, 2025). The Chinese technological environment requires a pace of innovation (OTA in every quarter) and the extent of ecosystem integration that cannot be duplicated using the global R&D structure of the company, creating a dual source of R&D engine with complete autonomy in Shanghai (Mercedes-Benz Group AG, 2026).
Environmental Factors: The environmental regulatory pressure is high in both the areas; however, the strategic response is subtle. In the EU markets, the emphasis lies on the lifecycle sustainability and the reduction of the cost difference between BEVs and ICE cars. Mercedes-Benz indicates that its new MMA and MB.EA platforms have a 30% lower cost of batteries and hopes that BEV profitability matches that of ICE by the decade (Mercedes-Benz Group AG, 2026). The environmental approach in China is more directly connected to efficiency manufacturing and compliance to the local policy. The all-new electric GLC is the first certified as the first zero-carbon plant (ISO 14068-1:2023) (Beijing joint venture (BBAC) plant), and a cost reduction of up to 30% in local materials is aimed at-Appendix-VI (Fox, 2025). This represents the transformation of the process of selling green products to the implementation of the sustainability concept into the localized cost framework, which is in line with the dual carbon objectives of China.
Legal Factors: Mercedes-Benz also follows the braking standard of GB 21670-2025, which limited single-pedal driving-Appendix-VII (Roy Constantine, 2025), passed the approval of AI assistants that ensures data localization (GuruFocus, 2025), and operates within a luxury import tax quota of RMB 900,000 in July 2025-Appendix-VIII (The Munich Eye, 2025; blue News, 2025). Mercedes-Benz in the UK denies PS677 million potential liability in a PS6 billion defeat devices (DAC Beachcroft, 2026; ICLR, 2026) litigation in which it is defendant, defends PS677 million tough-on-trust end-of-life vehicle cartel fine as a leniency applicant (Gleiss Lutz, 2025; IOTA, 2025).
[bookmark: _Toc225408381]b. Comparative Analysis of STP and International Marketing Mix (7Ps) Strategies in Japan and the UK
Segmentation, Targeting, and Positioning (STP) and the 7Ps framework analysis indicate that the UK market is characterized by a strategic brand uplifting principle, and China requires the reactive strategy of technological localization and defensive pricing to counter local competition.
Segmentation, Targeting, and Positioning (STP)
Segmentation and Targeting: Mercedes-Benz divides the market in the UK based mostly on psychographics and sustainability commitment, where the target audience consists of premium fleet buyers and individuals of high net worth who appreciate transparency and brand legacy. Tom Brennan, Mercedes-Benz UK Head of Fleet Sales, made it clear that the firm is shifting lanes and is now more focused on luxury, rather than volume, by recognizing fleet customers as the most significant customer segment in achieving its Co2-neutral targets. This can be demonstrated by the fact that new car registrations increased by 102,757 in 2024, which is 17% higher and provided Mercedes with a 5.3% market share-Appendix-IX, the highest since 2020. On the other hand, Mercedes will reach a bifurcated market in China. Although the company still retains the high-end market of the S-Class buyers, it is aggressively marketing the all-new electric CLA to millennials and the Generation Z. The tactical approach of attracting a younger demographical through hiring 26-year old table tennis star Wang Chuqin as a brand ambassador is a direct performance appeal to the younger demographics that highly value and embrace digital integration-AppendixX (Mercedes-Benz Group AG, 2026). 
Positioning: The competitive pressures have resulted in a difference in the positioning strategies. Mercedes in the UK still has a luxury-first positioning and uses the agency model to introduce price transparency and no discounting to maintain brand equity. It is centered on sustainability and the lounge concept change in order to justify high prices. However, in China, the position is being changed into the traditional luxury to the intelligent luxury with Chinese features. Merces is putting the new CLA in a position to deliver a technological parity with local brands such as Nio and Xiaomi, which is under pressure due to local brands. International Marketing Mix (7Ps)
1. Product: The product plan depicts the conflict between internationalism and domesticization. In the UK, the focus is on powertrain compliance and simplification. The Zero-Emission Vehicle (ZEV) requirement dictates the product mix that requires 28% of sales to be the zero-emission in 2025-Appendix-XI. As a result, the EQA moved to the top 10 BEV, and the strategy focuses on the implementation of the MMA platform throughout the portfolio. The product is characterized by hyper-localization in China. By 2027, Mercedes is going to release seven models exclusive to China (Mercedes-Benz Group AG, 2026). Imperatively, Mercedes is committed to providing parity in the intelligence of ICEs and BEVs to meet the demands of a market that perceives software irrespective of the drive shaft (Mercedes-Benz Group AG, 2026).
2. Price: Pricing strategy is a divergent point of interest. Mercedes in the UK is using the agency model in a bid to implement price stability strategy to retain the residual value and luxury premium under the brand. The company will not give in to discounting as its prices are estimated to be 15-30% lower than pre-tax prices in China because of tariffs, although it is very difficult to resist-Appendix-XII. Mercedes is practising defensive pricing in China. Having lost 19% of its sales volume, in February 2026 the company had to leave its anti-price war position in air and cut retail prices by 10% on core models, such as the C-Class and GLC, with some cuts greater than Y=60,000-Appendix-XIII (Mercedes-Benz Group AG, 2026a). Having a starting price of Y=249,000 (around £27,000), the all-new CLA was positioned competitively against the Xiaomi SU7 and Tesla Model 3 and took into account the realization of a serious degradation of the traditional price premium of Mercedes in the Chinese market-Appendix-XIV (Mercedes-Benz Group AG, 2026).
3. Place (Distribution): The channels of distribution in both nations have been reorganised towards different strategic purposes. The move to the agency model is a high-control approach in the UK. Mercusi is determined to possess the customer relationship by centralizing all stock, implementing a one price policy in corporate, retail and SME market segments, eliminated dealer-driven discounting to deliver a uniform luxury experience. In China, their approach is to optimize networks and gain greater penetration. As dealers complain of inventory pressure and dealership price wars, Mercedes is adding, subtracting, multiplying, and dividing in its network, closing outlets with low efficiency and investing in new showrooms in unexploited markets such as Xinjiang and retrofitting the existing ones to the MAR20X standard-Appendix-XV (Mercedes-Benz Group AG, 2026).
4. Promotion: There are varying cultural touchpoints in promotional strategies. The UK campaigns are heritage and performance based, using seasonal events such as new number plate registrations and 360degree digital campaign that combines search, display and social media to attract footfall into dealerships. The story focuses on sustainability and engineering background of the brand. The Chinese promotion strategy is based on the digital ecosystem integration and pop culture. The introduction of the CLA expanded the cross-over campaign with McDonald and Wang Chuqin and combined both luxury and trendy consumer culture to create buzz (Mercedes-Benz Group AG, 2026). 
5. People: he People element concerns the standardization of services versus innovations. In the UK, agency model changes the role of salespeople, so that they are not negotiators, but brand ambassadors, with a focus on open advisory services. The emphasis in China is to utilize youth and AI to improve efficiency. The launch of CLA used young Chinese engineers as their product image, and the addition of AI-based smart nameplates in dealerships should serve to increase quality and precision of service delivery to provide a standardized luxury experience not only within a large network (Mercedes-Benz Group AG, 2026).
6. Process: The digitalization of customer journey process is underway in the two regions. UK is bringing together the sale of vehicles and financial services into the smooth operating integrated body making the purchasing process a simple internet order to finance. China is much more focused on after sales online interaction. 
7. Physical Evidence: The UK physical evidence is related to the dealership environment and sustainability credentials. An alternative to a practical vow to the EV transition is the implementation of high-power charging hubs (e.g., Milton Keynes). Physical evidence in China is moving to the experiential technology centres. Top-End experience centers are being created to display technological excellence of models such as the CLA and S-Class and are physically demonstrating the local intelligence that will make the brand different when compared with other models (Mercedes-Benz Group AG, 2026).
[bookmark: _Toc225408382]c. An Analysis of the Brand’s Directional Development Strategy in China
The directional development of Mercedes-Benz in China is a strategic response that is essentially the fundamental strategy shift toward global standardization strategy to multi-domestic localization strategy, where the company faces an existential crisis in its biggest single market.
The Strategic Imperative: Crisis-Driven Transformation
The China strategy of Mercedes-Benz is being crafted in harsh market distress conditions. The company sold 551,900 cars in China in the year 2025, a 19% decrease on the previous year and a setback to the 2016-2017 sales volume-Appendix-XVI (Mercedes-Benz Group AG, 2026). It is not just a cyclical but structural decline as Mercedes-Benz has placed an order with domestic suppliers below 500,000 units to manufacture locally-made models, which is effectively indicating a restoration of 2016 volume (Mercedes-Benz Group AG, 2026). The strategic importance of China cannot be overestimated: since China made more than a quarter of the world sales, its underperformance directly led to the shrinkage of the global passenger car sales of the Group to 1.8 million units in 2025, decreasing by 9% annually-Appendix-XVII (Mercedes-Benz Group AG, 2026).
The factors that led to this depreciation are typical of the archetypal case of strategic misfit in the international marketing arena. Academic sources on the topic of internationalization state that the local conditions and choice of market entry strategies are critical to success (Nechita et al., 2013). The classical approach of Mercedes-Benz, which entails the export of cars manufactured in Germany and having very little localization, has failed in a market where Chinese consumers have already become conscious of digital intelligence and connectivity capabilities instead of conventional luxury attributes. The 2025 sales performance of the company proves that its value proposition has lost relevance to changing consumer preferences, with the local competitors such as Nio, Xiaomi, and AITO taking away its market share by creating better in-car technology experiences at reasonable prices (Mercedes-Benz Group AG, 2026).
Product Strategy: The MB.EA Platform and Local-for-Local Production
The core of the directional development of Mercedes-Benz is the introduction of a new electric architecture platform MB.EA, which is a strategic investment in electrification and the standardization of the platform. The program also includes the Next Level Production initiative by the company, which will cost less to produce (by 10% between 2024 and 2027) through digitalization, AI implementation, and the application of digital twins supported by more than EUR2 billion in investments in the European assembly plants-Appendix-XVIII (Mercedes-Benz Group AG, 2026). Electric GLC will have the same MB.EA architecture and will enter production in Q1 2026 in Bremen and long-wheelbase variants will be offered in China in 2026 at the Beijing plant (Mercedes-Benz Group AG, 2026).
Strategic Partnerships: Accelerating Intelligence Localization
The adoption of local technology partnerships is perhaps the greatest directional change that the strategy of Mercedes-Benz in China has experienced. Seeing that one of the weaknesses of the company over the years compared to domestic markets has been its software and intelligent driving capabilities, Mercedes-Benz has conclusively allied itself with Chinese technology giants such as Momenta in the development of advanced driver assistance features, ByteDance in AI-driven voice assist, and Tencent in developing digital ecosystems (Mercedes-Benz Group AG, 2026). The technology roadmap of the company (Chinafit) looks at the co-development of L2 Urban/Highway navigation assistance systems with Momenta and establishing technological parity between its electric and internal combustion engine vehicles in China (Mercedes-Benz Group AG, 2026).
This joint venture model will be an alternative to the time-honoured multinational business model of centralising research and development at the domestic market. Mercedes-Benz has made two R&D engines located in Beijing and Shanghai where they have more than 2,000 in house engineers who have the freedom to design China specific features such as rear seat entertainment systems that can subsequently be integrated in other parts of the world (Mercedes-Benz Group AG, 2026). 
Cost Restructuring: Defensive Positioning Against Domestic Competition
The directional strategy of a company also includes aggressive cost cutting goals that indicate the essential reassessment of the positioning of the company. Mercedes-Benz has a target of cutting down the local material costs by 10% and variable production costs by 20% and the fixed costs by 20% in comparison to 2024 by 2027 (Mercedes-Benz Group AG, 2026). These goals indicate that the company recognizes that its traditional pricing strength is declining in China, in which domestic rivals have been able to contend with the premium charged by the international luxury brands in the past.
Critical Evaluation: Strategic Risks and Theoretical Implications
In theoretical terms, the directional change of Mercedes-Benz in China may be interpreted as the shift towards the geocentric rather than the ethnocentric international strategy (Nechita et al., 2013). The company is trying to strike a balance between the global efficiency (platform standardization MB.EA, MMA architectures) and local responsiveness (autonomous R&D) as well as local responsiveness (strategic partnerships). But there are a number of risks that should be looked at critically. First, the success of the strategy is hinged on the speed of execution. The 19% decrease in sales experienced by the company during the development of these local capabilities also casts doubt on whether the company is changing rapidly enough to put a stop to the loss of market share (Mercedes-Benz Group AG, 2026). Second, the cost cutting targets might be incompatible with the luxury positioning of the brand. The luxury-first approach followed in such markets as the UK where the agency model applies price discipline is inherently inconsistent with the defensive pricing required by the competition in China (Mercedes-Benz Group AG, 2026). Third, the co-operation with local technology firms entails dependency relationships that could ease the strategy flexibility in the future.
[bookmark: _Toc225408383]d. Evaluation of Ethical Issues Related to the Marketing Mix in Japan and the UK
The international marketing mix of Mercedes-Benz shows a lot of ethical dilemmas, especially between the company activities in China and the UK where there are different regulatory environments and competitive forces that have influenced the different practices.
Product Ethics: Safety Recalls and Quality Control
Recently, in China, Mercedes-Benz has recalled 2.83 million vehicles at once due to safety defects, the equivalent of almost 500% of their annual sales (China SAMR, 2024). The existence of such systemic quality failures implies a lack of sufficient pre market testing, which begs the question on whether safety standards should be different, depending on the market (Nechita et al., 2013). In contrast, the UK's Driver and Vehicle Standards Agency reported only 47 recall campaigns in 2023-24, indicating potentially stricter enforcement (DVSA, 2024).
Price Ethics: Anti‑Trust and Predatory Pricing
In 2014, China's National Development and Reform Commission fined Mercedes-Benz Y=350 million euros (56 million dollars) as a result of price fixing with dealers (NDRC, 2014). Most recently, it reduced retail prices by a decade on core models with greater than Y=60,000 bargains abandoning an anti-price war policy (Mercedes Benz Group AG, 2026). Critics believe that this resorts to the net liquidity of the company of EUR32.2billion to pressure the domestic competition (Mercedes Benz Group AG, 2026). In the UK, the move towards an agency model has been criticised as causing less price competition between the same brand retailers, which may hurt consumer welfare (CMA, 2024). In contrast, the UK's Driver and Vehicle Standards Agency reported only 47 recall campaigns in 2023-24, indicating potentially stricter enforcement (DVSA, 2024).
Distribution Ethics: Dealer Exploitation
More recently, in 2023-24, dealer protests in China occurred due to inventory pressure as some outlets had inventory of over 120 days, which is well above the normal inventory in the industry (CADA, 2024). A manufacturer who has 24 percent market share in the segment of over RMB 400,000 purported coercive practises to dealers (Mercedes Benz Group AG, 2026). In case of UK, the agency model change left the investments of franchise dealers stagnant, which subjected long term partners to financial distress leading to serious financial hardship (NFDA, 2023; BVRLA, 2024).
Promotion Ethics: Greenwashing and Data Privacy
In 2023, the Advertising Standards Authority has prohibited two Mercedes Benz advertisements that made claims that their cars were CO2 neutral without stating the manufacturing and battery emissions (ASA, 2023). In Germany, other greenwashing accusations were sued by consumer organisations (VZBV, 2024). Having integrated the ByteDance Doubao AI in China, there have been concerns on the security of data privacy, given that biometrical and voice data collection practises are not transparent-Appendix-XIX (China Cyberspace Administration, 2025).
People Ethics: Labour Practices
The personnel cost reduction programme of the company is supposed to lead to 10% decrease in the fixed cost by the year 2027 (Mercedes Benz Group AG, 2026). The UK agency model removed as much as 20% of the dealership sales positions (Unite, 2024). One study in China observed temporary employees working in supplier factories registering more than 95 overtime hours per month- 200 times more overtime than the legal limit is allowed (China Labour Watch, 2024).
Process and Physical Evidence: Subscription Lock‑ins and Sustainability Gap
MB.OS subscription options (customers pay per month to get installed hardware operational), which have been sought to be criticised as a form of double dipping with insufficient disclosure (Which?, 2024; CMA, 2024). In the meantime, the organisation still spends EUR4.1 billion each year on the manufacturing of ICE and EVs, which negatively affects its sustainability marketing (Mercedes Benz Group AG, 2026).
[bookmark: _Toc225408384]e. Recommendations for Mercedes-Benz's International Marketing Strategy
Mercedes-Benz needs to change to a unified global strategy rather than a regional approach that has bifurcated strategies in its marketing mix and rectifies the ethical tensions that have been established in the marketing mix. Based on the analysis, three strategic recommendations can be formulated.
First, the company must harmonize product quality and safety standards globally. A case in point is the 2.83 million cars in China called recall in 2024, a 500 percent contribution to the yearly sales, which demonstrates that quality stops functioning systematically to the detriment of brand equity (China SAMR, 2024). Mercedes-Benz should consider applying one international standard of quality disregarding any feeling of dumping ethics where developing markets are subjected to poorer standards (Nechita et al., 2013, p. 351). This means that the current investment in R&D of EUR8.6 billion should be increased to deal with any safety defects prior to the vehicles being sold to the customer (Mercedes-Benz Group AG, 2026). 
Second, the company must resolve its contradictory pricing strategies.  In China, the trade-off between the positions of 105 retail discounts and the three-year-old policy of the anti-price war presents pressure on the margin and destroys the luxury image (Mercedes-Benz Group AG, 2026). The agency model in the UK lowers the price-competition among retailers, which is the focus of Competition and Markets Authority (CMA, 2024). Instead, Mercedes-Benz will need to adopt value-based pricing which is aimed at the 8-10% changed Return on Sales objective, with the consumer base of 7 million in China serving as the basis to justify premium pricing based on the best technology and not a discounted price (Mercedes-Benz Group AG, 2026b, p. 13; Mercedes-Benz Group AG, 2026).
Third, the business needs to handle the greenwashing accusations through provable sustainability measures. The UK Advertising Standards Authority banned two "CO2-neutral" claims in 2023 for omitting manufacturing emissions (ASA, 2023).
To implement, Mercedes-Benz should implement open lifecycle emissions disclosure and place its investment, which now exists on ICE and EV platforms, in accordance with its sustainability marketing (Mercedes-Benz Group AG, 2026). The target of 40% xEV share is planned to be met by the middle period hence the new strategy would have to change the current spending of the EUR4.1 billion a year on PP&E towards electric architectures (Mercedes-Benz Group AG, 2026). 
[bookmark: _Toc225408385]Section 2: Reflective Account of the Research and Analysis Process
This reflection is structured based on the Reflective Cycle (Gibbs, 1988).
Description
My assignment was to research and analyse the international market entry strategy of Mercedes-Benz in the UK and China with comparisons covering four analytical parts namely, PESTEL, STP and 7Ps, directional development in China, and evaluation of ethics. I have started by examining the given investor reports on Mercedes-Benz such as the 2025 Annual Report, Financial Momentum and China Update presentations, and literature on the subject of international marketing strategy. I undertook the systematic process of extraction of facts, figures and statistics so that every analytical sentence had verifiable data. I then organised the analysis based on theoretical models such as PESTEL, STP and the 7ps but I did not apply description but critical analysis. The last part entailed ethical assessment and advice, which I argued out with regulatory information and consumer lobby publications.
Feelings
First, the amount of financial information in the reports of Mercedes-Benz T: EUR132.2 billion revenue, EUR8.2 billion EBIT, and 19% decline in sales in China made me feel overwhelmed, and I could not easily determine the dominant metrics that can be used to conduct comparative analysis. By the process of advancement, I felt more confident in the ability to synthesise data using several methods especially when comparing agency model transition in the UK to the dealer inventory crisis in China. I felt dismayed when scholarly sources gave theoretical perspectives, but did not include any up-to-date statistics and I had to give importance to the 2026 dated investor documents of the company. The process of completing the ethical assessment proved to be difficult since it was necessary to strike the balance between being critical and being factual, in particular when referring to regulatory fines and recall statistics.
Evaluation
The systematic application of theoretical frameworks in order to systematise the analysis was a good work. The PESTEL analysis was a good way to identify the fundamental differences between the strategies of the technology roadmap of China (Chinafit) and the compliance-based electrification strategy of the UK. The STP and 7Ps analysis was also able to show the difference of pricing: the price stability of the UK agency model and the 10% defensive price reduction of China. Certain regulation mentions were also beneficial in the ethical section since the Y=350 million anti-trust fine in China and the ASA greenwashing prohibition in the UK are some of the credible proofs. Nevertheless, I would have added more competitor benchmark information to the directional development area, including the actual comparisons with the China strategy that BMW implements or the market share of Nio. Besides, the recommendations section could have been extended to include representation of implementation timelines as opposed to broad strategic directions.
Analysis
Looking back at the process, I can understand that the key to conducting a successful international marketing analysis would involve the incorporation of corporate financial data with regulatory and consumer behaviour data. To establish the macroeconomic background, the Mercedes-Benz Annual Report (Mercedes-Benz Group AG, 2026) came in handy but China Update (Mercedes-Benz Group AG, 2026) was critical in interpreting the local partnership strategies towards Momenta and ByteDance. I got to know that ethical analysis needs to draw a line between legal compliance and ethical practise, where the agency model used by the company in the UK is legal but brings up the issue of consumer welfare, whereas dealer inventory practises in China can be an agency model but in contractual terms with exploitative results (CADA, 2024). The conceptual materials (Nechita et al., 2013) assisted in contextualising these tensions in terms of internationalisation theory, in other words, giving rise to the transformation of ethnocentric to the geocentric strategies. I also realised that critical analysis and constructive suggestions should be balanced, and identified ethical issues should have solutions that could help put them into practise.
Conclusion
This work reiterated the idea that integration of international marketing strategy could not be examined in one way. Both the UK and China are radically different market realities that need different strategic reactions. I came to know that to come up with believable assessments, effective analysis should triangulate disclosures made by the corporation, regulatory interventions, and academic theory. I also came to the conclusion that ethical factors are not incidental to marketing mix but focus on the long term brand sustainability especially considering the experience of 140 years of Mercedes-Benz.
Action Plan
In future international marketing analyses, I will: (1) ensure that competitor benchmarking is done to put company performance in the frames of the dynamics of the industry; (2) make sure that when conducting the analysis the data is gathered over the years, which will help to better identify trends and not to rely on a year-by-year basis; (3) make use of the ethical analysis by referring to consumer advocacy organisations or regulatory enforcement data right at the very beginning; and (4) ensure that the implementation strategies have specific milestones that will MSTU nominated as part of the commentary on the I am also going to enhance the variety of sources by incorporating market research reports and industry analyst publications with the company investor material.
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localisation across the supply chain, innovating in China for
China. Building on a strong 7 million customer base, direct
customer insight continues to shape China-specific models,
which include top-tier intelligence and technologies across
both ICE and BEV portfolios. A unique ecosystem of leading
partnerships, including Momenta and ByteDance, accelerates
innovation for customers in China and beyond. Further
elevating the Chiinafit technology foadmap, L2 Urban/Highway
Navigation defines safety engineering in ADAS for a true
Mercedes Benz experience, codeveloped with Momenta. By
2027, Mercedes-Benz and its local Joint Venture target a
streamlined, highly efficient value chain and operations,
achieving -10% local material costs, -20% variable production
costs, and -20% fixed costs versus 2024 levels, as well as
continuous network optimisation and efficiency measures.”
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strategic recalibration under CEO Oliver Blume positions it as a formidable leader
in the electrification race. By combining aggressive investment, platform
innovation, and sustainability-driven R&D, the company is not only adapting to
market dynamics but redefining the trajectory of the sector.

Strategic Electrification: A Blueprint for Leadership

Mercedes-Benz's strategy update outlines an electrification plan that balances
ambition with pragmatism (Mercedes-Benz Strategy Update: electric drive).
Beginning in 2025, all new vehicle architectures will be electric-only, with three
dedicated platforms-MBIER for passenger cars, AMG.EA for performance models,
and VAN.EA for commercial vehicles-ensuring a broad portfolio of all-electric
alternatives. This approach is underpinned by a €40 billion investment in battery
electric vehicles (BEVs) between 2022 and 2030, a commitment that rivals even
the most aggressive plans of its peers.

The company'’s flexibility in maintaining internal combustion engine (ICE) and
hybrid options until the 2030s, according to a Brake-Cylinder analysis, reflects a
nuanced understanding of market realities (a Brake-Cylinder analysis). Unlike
some competitors that have adopted rigid “all-electric* timelines, Mercedes-Benz
is prioritizing profitability across powertrains while accelerating EV adoption. This
dual-track strategy has already yielded results: Q3 2025 saw 51,200 BEV
Aoliveriee 3 Q% vear-an-voar incroace driven by the A'c crirroce and oloctric
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strategic emphasis on ecosystem-building, a critical factor in long-term sector
leadership (partnership with Magna). The company’s work with Shell on charging
infrastructure also underscores that ecosystem play.

Investment Implications: A Long-Term Play

Mercedes-Benz's strategic and technological positioning makes it a compelling
long-term investment. Its €40 billion R&D spend and focus on high-margin luxury
EVs provide a durable competitive edge, while its flexible approach to
electrification mitigates risks from regulatory or market shifts. The company's
recent cost-saving initiatives-such as optimizing battery costs by B0% by 2027-
further enhance profitability.

However, challenges persist. Tesla's scale and innovation pace, coupled with
BYD's aggressive pricing, could erode market share. Investors must also monitor
the success of the MMA platform and the adoption of advanced technologies like
solar "paint" and programmable micro-converters.

Conclusion
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New Luxury Tax Raises Concerns for German Auto Manufacturers in
China

The recent announcement of a revised luxury tax in China has captured the attention of major German premium Sun 27th Jul, 2025
automobile manufacturers. The change, enacted by the Chinese istry of Finance, lowers the threshold for

luxury vehicle taxation from 1.3 million Yuan (approximately 154,000 Euros) to 900,000 Yuan (about 107,000 Euros). This policy came into
effect last Sunday and is expected to particularly benefit domestic Chinese brands competing in the upper market segment.

Under the new regulations, not only combustion engine vehicles but also electric vehicles priced above the threshold are subject to the
luxury tax. The measure affects new vehicles exclusively, excluding used cars from its purview. Premium brands such as Mercedes-Benz,
BMW, Audi, and Porsche, which have significant stakes in China's automotive market, will need to navigate these changes carefully as they
target affluent consumers.

Responses from the affected manufacturers reveal a range of strategies and outlooks. BMW representatives believe that the luxury tax will

have a minimal impact on their sales, suggesting that consumers in this segment are less likely to be deterred by increased prices. Audi, on
the other hand acknowledaes that onlv a limited number of its models sold in China will be affected bv this tax and thev intend to monitor
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4. Regional snapshot - Britain’s pivotal test-bed

Why Britain matters to Mercedes-Benz

« Brand momentum: Mercedes-Benz logged 102,757 new-car registrations in 2024, a 17 % jump that lifted its share to 5/3
% - the brand's best UK performance since 2020.

= Electric traction: The EQA cracked the national top-10 BEV chart with 11,617 units, ahead of the VW ID.4 and Polestar 2.
Mercedes BEV registrations in the private retail channel grew by +26 %, signalling solid premium-EV appetite.

* Mandate pressure: 2024 ushered in the Zero-Emission Vehicle mandate (22 % of cars / 10 % of vans must be zero-
emission, rising to 28 % / 13 % in 2025). Thanks to credit flexibilities the overall 19.6 % BEV mix still met compliance in
year one.

« Charging showcase: To bolster sales credits and the agency model, Mercedes s rolling out ts first UK High-Power
Charging Hub in Milton Keynes (six 300 kW bays, live late-2025) alongside 2,500 pan-European chargers planned by
2027
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Mercedes-Benz's all-new all-electric CLA: Chasir ()

Reporter Liu Xiaolin

Table tennis player _ has landed his first automotive
brand endorsement. Over the past few days, _'s collaboration
with Mercedes-Benz's all-electric CLA and McDonald's in a cross-brand
marketing campaign has been widely analyzed within the industry.
Beyond praising _s influence, this fusion of mass consumer
culture and a luxury brand also clarifies Mercedes-Benz's brand

"transformation” path under the new energy vehicle model.
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4. Regional snapshot - Britain’s pivotal test-bed

Why Britain matters to Mercedes-Benz

. Brand momentum: Mercedes-Benz logged 102,757 new-car registrations in 2024, a 17 % jump that lfted its share to 5.3
% - the brand's best UK performance since 2020.

. Electric traction: The EQA cracked the national top-10 BEV chart with 11,617 units, ahead of the VW ID.4 and Polestar 2.
Mercedes BEV registrations in the private retail channel grew by +26 %, signalling solid premium-EV appetite.

. Mandate pressure: 2024 ushered in the Zero-Emission Vehicle mandate (22 % of cars / 10 % of vans must be zero-
emission, rising to B % / 13 % in 2025). Thanks to credit flexibilities the overall 19.6 % BEV mix still met compliance in
year one.

. Charging showcase: To bolster sales credits and the agency model, Mercedes is rolling out its first UK High-Power
Charging Hub in Milton Keynes (six 300 kW bays, live late-2025) alohgside 2,500 pan-European chargers planned by
2027
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Imported car brands are subject to tariffs when entering the domestic market, which incr
eases the overall cost of the vehicle. Additional fees such as taxes and insurance also appl
y at the time of purchase, making the cost of buying a car domestically significantly highe
r than the original price abroad. Therefore, buying a Mercedes-Benz or similar brand in th
e UK is generally more cost-effective than buying it domestically.

Besides cars, luxury brands are relatively cheaper in the UK, especially during sales seaso

ns at outlets where discounts of 50-80% are common. However, it's important to note tha
t electronics are generally more expensive in the UK than in China, and warranties often r
equire additional payment. Furthermore, while contract phones may seem cheaper in the
UK, the high call charges can make them less cost-effective in the long run.

In conclusion, although cars in the UK are 15-30% cheaper than in China, the actual cost

of ownership may not be low due to factors such as higher insurance costs and fuel price
s. Similarly, when purchasing electronics and luxury goods, it is necessary to weigh and c
ompare options based on specific circumstances.
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feedback from some Mercedes-Benz dealers, who generally fac 60900
problems in their operations, including excessive inventory, severe price inversions;
excessively long rebate redemption cycles, excessive pressure from business
performance assessments, and the lack of a compensation mechanism for dealers
leaving the network.

In response to the difficulties faced by dealers, the Dealer Association sent a
letter to Beijing Mercedes - Benz Sales Service Co,, Ltd. on December 9, 2025, and
then sent two more letters to the Mercedes-Benz global management team on
January 6 and January 23 , 2026 , urging them to " pay close attention to the
channel risks in the Chinese market" and promote structural improvements from

the headquarters level.

After three letters from the dealer association, Mercedes-Benz finally
compromised. On February 1, 2026 , Mercedes-Benz lowered the manufacturer's
suggested retail price of its three main models, the C- Class, GLC , and GLB , by
10% , with some models seeing price reductions exceeding EBJ008 yuan.

T
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Mercedes-Benz's all-new all-electric CLA: Chasir ﬂ A

Mercedes-Benz is struggling to accept the fact that its brand premium is
shrinking accordingly. The optional features for some intelligent cockpit
and intelligent driver assistance functions also demonstrate Mercedes-

Benz's new considerations in balancing brand premium and cost control.

The pricing of Mercedes-Benz's new all-electric CLA falls in the same
range as popular new energy vehicles such as the Tesla Model 3, Jike 007
,and _ Entering this highly combelitive market means that
Mercedes-Benz will subsequently face localization challenges in areas

such as brand awareness, channel services, and user operations.

[z Netizen comments 0 comments | 0 participants
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10 implement the “anti-involution” concept and cope with marl

Mercedes-Benz has made significant efforts in building its reta
improving the service experience. In 2025 , the harsh market environment led most
brands to choose to shrink and defend, and Mercedes-Benz also focused on
*improving quality and efficiency,” streamlining inefficient outlets and optimizing
its network structure. It should be noted that Mercedes-Benz did not simply
*subtract” but rather comprehensively considered factors such as customer needs,
market potential, network efficiency, and technological empowerment, using a

combination of "addition, subtraction, multiplication, and division.”

Over the past year, Mercedes-Benz has added more than 30 new dealerships in
the Chinese market to complete the hardware upgrades under the * [IAR2OX
Network Upgrade Plan] and has also established new outlets in previously
unserved markets such as Chifeng in Inner Mongolia and Kashgar in Xinjiang,
ensuring balanced service coverage. Furthermore, through pilot programs of digital
tools such as Al- powered "smart badges,” more than half of the dealerships'
frontline teams have gained a precise understanding of customer needs, enabling a

fusion of standardized service and personalized experiences. These

ives are
concrete examples of Mercedes-Benz's efforts to combat market competition,

ail

iing to win the market by enhancing its own capabilities rather than engaging

price wars.
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The Broadplace Approach

deliver both short goals and longer-term success.

Broadplace and the marketing team at Mercedes-Benz Retail Group (MBR
started by mapping the keys moments of a customer’s buying cycle to an
appropriate channel, to provide both reach and engagement at crucial
moments. The focus on moments, as opposed to channels allowed
Mercedes-Benz Retail Group to construct a unique W«lew of their
customers like never before.

Using Google’s search and display network, Microsoft Advertising via the E
platform and Facebook’s dynamic ad format, Broadplace brought that 36(
strategy to life.

Using in-market signals, search intent and previous user behaviour via
remarketing, the campaign has continued to develop throughout. Despite
challenging circumstances and external factors (Brexit, COVID etc)) the
performance of the campaigns continued to generate excellent results.
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Data shows that in 2025, Mercedes-Benz sold ¥ vehicles in China, a year-
on-year decrease of .%; BMW sold 625,500 vehicles, a year-on-year decrease of
12.5%. This marks the second consecutive year that both luxury brands have

experienced double-digit declines. More alarming is that while domestic new energy
vehicle brands previously focused on the 300,000 yuan price range, starting in 2025,
competition has penetrated into the core market above 400,000 yuan. Even with
discounts exceeding 100,000 yuan on traditional flagship models like the Mercedes-
Benz E-Class and BMW 5 Series, the downward trend in sales has been difficult to
stem. The loosening of pricing structures is gradually eroding their long-established
brand premium and triggering channel turmoil. In the past year, several Mercedes-
Benz and BMW 4S stores have chosen to close or switch to new energy vehicle
brands.
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A big part of the slump came from Asia, where demand took a sharper hit. Sales
across the region dropped 16 percent to 747,000 vehicles. China, still Mercedes’
single largest market, saw a steeper fall of 19 percent, totaling 551,900 units by

year's end.

o

Mercedes-Benz Sales

Sales Q42025 Diff. vs 24 2025 Diff. vs 24
Mercedes-Benz Cars 459,400 12% 1,800,800 9%
BEVs 50,400 +3% 168,800 9%
Electrified 91,500 9% 368,600 0%

Things didn’t look much better in North America. Regional sales were down 12
percent to 320,600 vehicles, with the US contributing 284,600 to that figure, also

down 12 percent.
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September 08, 2025 - Mercedes-Benz is ready for the largest product offensive in its
history and plans more than 40 vehicles across its network over the next three years.

With "Next Level Production", Mercedes-Benz will use digitalization and automation as
key levers to make its global production network and the production of the new models

more flexible, efficient, and sustainable.

‘The product offensive will Kick off at the Bremen and Kecskemét plants with the new GLC and the future C-Class with £Q
technology. The production of the GLC, the first Core model based on the M8.EA architecture, is scheduled to start n the
fist quarter of 2026. The C-Class with EQ technology will start in the second quarter. The new electric GLC will be
produced flexibly on one line with the Mercedes-Benz EQE and the GLC with combustion as well as hybrid drive. In ine
with the local-for-local strategy, production of the long-wheelbase versions for the Chinese market willstart at the Befjing
plant at a later date
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