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Executive summary
This assessment is to understand the marketing integrated communication of Mercedes-Benz. Highlight communication and marketing strategies aligned to achieve companies’ goals, all this considering the task quote.
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Mercedes-Benz  (Mercedes-Benz, 2020) is one of famous brand in the world that is owned the Germans by the joint stock company DaimlerChrysler AG.
The history of a marvel that would later be considered "technical perfection" begins on December 22, 1900, when Daimler-Motoren-Gesellschaft (DMG) delivered to Jellinek, a leading progressive gentleman. This first "Mercedes" designed by W. Maybach, CED (designer) at DMG, made a sensation at the beginning of the last century. 
In early April 1900, after winning an impressive number of races at the wheel of the received car, Jellinek aka "MERCEDES" and DMG entered into a contract for the sale and distribution of Daimler cars and engines under the name "Daimler-Mercedes". (Lee, K., & Carter, S., 2011)
The name Mercedes was registered on 23 June 1902, and on 26 September it became a trademark. In June 1903, E. Jellinek could take the name Jellinek-Mercedes. "It's probably the first time a father has taken his daughter's name" Jellinek commented at the time. (Clarke, 2005)
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For a successful promotion mix it is very important to choose/identify the audit and the examination can be represented by potential or present customers, those who make the purchasing decisions or those who influence them. 
Marketing strategy is a means of communication with the market, either directly or indirectly. In cultivated markets buyers, customers, consumers are free to choose – to buy or not to buy a product or service or that offered by someone else. To select, clients require information – evidence to investigate and answer to rationally and/or emotionally, consciously, or unconsciously.
The message is the idea behind communication. When designing the message, specialists must take into account the target audience (to whom it is addressed) and the objectives of advertising (the kind of response suggested by the message to those who receive it). Firms can adopt one of the following creative strategies the message focuses on brand positioning. (Duncan, T., & Moriarty, S. E. , 1998)
The idea could be exploited by formulating ways to increase sales of the product. The idea of the message could be derived from the in-depth knowledge of the consumer's experience in the use of the product, especially the purchasing process, the consumption and effect of the product, on them and the advantages sought by the consumer. The advertising specialist should get as close as possible to the consumer and follow the way he uses the product, usually using long-term qualitative research, such as observations and analyses at points of sale. The first step in designing an advertising program is to set advertising objectives. As we well know an advertising objective is a specific communication task, which must be fulfilled under the conditions of a targeted audience and within a certain period of time.
It is well known that the one who communicates in marketing needs a strong format for the message, so I will aim for the message to meet the necessary characteristics (Fill, C., & Duncan, T., 1999) :
1. Meaning - emphasizing the advantages that make the product more desirable or more appealing to customers.
2. Distinction - communicating to consumers what the product imposes on rival brands.
3. Credibility - this last aspect is difficult to fulfil because many purchasers question the authenticity of advertising in general. 
Analysing the car market and the services offered I noticed that Mercedes lacks an important i say nationally the advertising objective being thus one of information to the market about the new service offered by Mercedes, namely that of road assistance for a fee anywhere in the country, which is missing in many reputable companies.

Through this service I propose otherwise in addition to informing current customers about the new service that will increase their confidence in the company's image; It will make them feel different because they think they have permanent support regardless of the problem and thus have less care with the car. This trump will also count on the decision in choosing a new car, bringing in this way new customers.
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The promotion made by Mercedes has no limits either among the public or in the variety of products. In their view all products have first, all types of customers come first regardless of gender, age or occupation. Also multiple is the variety of messages that the Mercedes brand conveys to the public.
All this takes precedence over the elaborate mood with a Bavarian-specific air of safety. In an overview of the media channel internet and television we discover a more consistent percentage of appearances than on other channels media, decision based I think on the visual aspect that is intertwined with the auditory one, which favours the reception of messages compared to other types of promotion.[footnoteRef:1] [1:  https://annualreport.daimler.com/ar2019/shareholders/objectives-and-strategy# ] 

For example, the classes of cars are divided into age categories so that in the spots of C – classes appear young characters, class E is predestined for the category business of the third age and the second age are considered the basis of the market and are omnipresent in the spots of all classes; let's not forget the R and VItO class that is offered to hike and are ideal for excursions and shopping with the family and King S – classes is left behind having a destination too select especially business with exceptional prices and amenities; but let's not forget the G-class that ranks first among SUVs along countless Paris Dakar hikes or through the most dangerous jungles. Of course, the slogans that highlight the company are of exaggerated finesse in compliance with any competition law; such as "Beauty is nothing without brain" – it conveys that as attractive as a machine if it does not have the necessary technology is useless.
Moreover, the campaigns realized by Mercedes were successful among them including the Mercedes-Benz GLK and Project4 campaign in which the revival of Romanian historical sites like Sarmisegetuza was attempted, and access to the most difficult cities and forests was provided by a Mercedes GLK that coped brilliantly with all the circles.
Another successful campaign was the one in which Mercedes-Benz decided to contact 1000 decision-makers in the field of refrigerated transport and to announce the ATEGO truck for frozen products by summer.
Mercedes-Benz was thinking the summer to melt the worries of distributors of frozen products and freeze ...."frozen". The Mercedes-Benz Atego truck is this summer the perfect solution, which melts any care about refrigerated transport in optimal conditions. Because the Atego truck is a reliable partner of commercial transport on hot summer days!
The target audience with which it was communicated directly (e-mailing direct mailing) was made up of 1000 directors of commercial transport companies of frozen products. Initially they were surprised by a teaser that caught their attention. Two or three days later they received an envelope containing a suggestive flyer (picture of an overturned ice cream cup on the asphalt) and a personalized letter. Then, two days later, they received an electronic reminder, which briefly presented the commercial offer. The cherry on the cake was represented by the telemarketing phase, through which it was possible to analyse the level of interest of each prospectus.
The irresistible summer offer from Mercedes-Benz is to change the old vehicle with a brand-new Atego truck. Feedback from the target audience in this campaign confirmed Mercedes-Benz's expectations. More than 20% of distributors operating in the refrigeration transport have shown interest in the car exchange they can make, the low fuel consumption of the truck, the 3-year warranty for the powertrain, the large overhaul interval or the rapid delivery.
Leaving aside the promotion part that has been carried out in detail and professionally to focus a little on the price and products that Mercedes – Benz offers to buyers.
Once ranked as High Class, Premium or Business with prices to measure more than £30,000 and better depending on facilities and preferences; but let's not forget, however, that we are talking about a Bavarian company with a longevity of decades and millions of kilometres, SUVs that have made history in research expeditions for 22 years in Africa, tens of thousands of cases transported by ambulances from the Danish service using the Mercedes brand, multiple records at the auto championships, 116 presidential armoured limousines, serious collisions but no collateral damage, reasons that reflect the reputation gained.
Continuously developing new and new systems of safety, stability and effectiveness. But these are not the only reasons why this logo is respected in the car market. So here are reasons that alongside with maximum safety (e.g., 12 airbag curtains) or ESP, HBA, HSA systems, cause you to worship and bow your head when an S-600 – 4.4 CDI or a C – 220 Blue Efficiency passes.
As part of the communication strategy Daimler – Benz[footnoteRef:2] has been very fond of the direct relationship with the buyer through sales agents, which is why Mercedes dealerships are full of nice, kind people who are willing to present even the smallest details, even to call you to tell you happy birthday, which is very important for the development and preservation of the customer portfolio. Also not lacking are the accompanying documents, some technical, commercial documents, which accompany, and which provide information on the product, how to use, operate and maintain or as evidence of the place, date of purchase, payment of the negotiated amount. Many of these documents are provided for by legal regulations, the seller being obliged to draw them up and transmit them to the customer with the product. And as we know buyers prefer products accompanied by a complete set of such services that are included in the price but do not lead to an increase in it. [2:  https://media.daimler.com/marsMediaSite/en/instance/ko/Brand-communication.xhtml?oid=9267598 ] 
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Farquhar (Farquhar, 1989) presented the first model who was trying to explain and of think the diverse forms to construct and to measure brand equity. He departs from brand's definition equity as “The value added with which the mark provides to the product”. From this definition he analyzes three factors that can receive benefits of the above-mentioned added value, to know: the company, the channel of commercialization and the consumer.
Farquhar thinks that brand equity generates competitive advantages for the company. Example of it is that it increases his aptitude to negotiate with the channel of commercialization, it improves his position opposite to an internal or external crisis – and before changes in the pleasures of the consumers.
The term brand equity also enjoys a social component that defines it as the value and ability of a brand to generate more sales thanks to its notoriety in the market. Brand equity could be understood as the additional value that people perceive from a brand based on what it means to them. This is why we can say that the value of a brand is a concept that depends on perception and influences the opinion and way of acting towards the brand. Consumers are the ones who give value to a brand.
We should also mention Keller's vision (Keller, 1993) which defines brand equity as "The differential effect that a brand's knowledge has on the consumer's response to brand marketing", which model we will analyse in the next section. That means, Keller refers to the recognition, preference and perception of the consumer of a brand. This definition of Keller brand equity develops its brand concept which he defines as "The set of mental states that a consumer has that are added to the perceived value of a product or service". Keller states that a brand what it actually does is create a reputation, awareness and prominence from the point of view of consumer and brand equity from the point of view of the company, so that it differs in the market from other brands.
In this way, brand equity can be expressed as a function of consumer choice in the market and could therefore be adopted as a long-term sales indicator.
Factors that mainly affect brand equity from a social perspective are (Aaker, 1996):
· Brand loyalty, understood as a measure of union or connection that the customer has with a particular brand. It tries to reflect the likelihood that a customer will leave the mark especially when the brand makes a change, either a change that affects the price or a change affecting the characteristics of the product.
· Brand awareness, that is, the ability of a brand to be recognized by its potential consumers, as well as the correct association with its products.
· Trademark associations understood as images or symbols that consumers associate with a brand and that are a benefit to the mark in question. They are not strictly reasons for purchase, but they provide differentiation from other consumers. Differentiation that becomes a barrier that is hardly imitable.
· Perceived quality, which means to consumers' perception of general brand quality. That is, the performance assessment of certain brand components that are key to consumers and are not found in other competitors. 
As we can see, brand equity has become an essential concept for all companies that must enhance it through marketing strategies as well as through correct and effective brand management in a way that allows to generate monetary and social value.
In a simple way brand equity is the sum of all the distinctive qualities of a brand that results in a continuous demand of the brand and a commitment to it. It is a set of attributes and elements connected to the brand that adds or decreases the value assigned by consumers and businesses. Brand equity is what makes a consumer prefer a certain brand over another, it is a value attached to the knowledge and perception of a brand that has consumers over other brands.
Talking about Mercedes-Benz, building on transparency, flexibility and professionalism Mercedes has a clear vision to communicate transparently and efficiently with associations and maintain relations with the public, maintaining the company's image in the place they have managed to bring over 100 years. 
The objectives pursued over time were to raise and maintain the image of companies on the highest level of global car competition, to represent one of the most important social and economic factors of Germany, to achieve a record in the company's sales but also to create a clear and positive image in the eyes of the collaborators but especially of the market.
With a real team of professionals behind it, Mercedes had a real promotion mix that consisted of advertising posters, banners, TV commercials, radio commercials, and a site that reflects the luxury vehicle manufacturer's interest in style and design, in the context of the company's sponsorship of Fashion Week in New York, Los Angeles and Miami; site that include photo galleries, interviews with designers, fashion collections for the first time and a tribute to the new models. So through sites like this is promoted on the online horizon.
In this sense customers touchpoints are most important steps in building a strong brand image. Below will be presented the touchpoints before, during and after purchase. 


Mercedes-Benz Customer Touchpoints
Source: own elaboration
One of the main touchpoints at all the levels is the Mercedes me ID – which provides offers and services online (by smartphone, in the car or internet) or offline (in the stores), overall is the admission ticket to the complex world of M-B Cars. As standard at the top of Storyclash’s German Brand Ranking[footnoteRef:3], Mercedes-Benz continues to be by far the most successful German brand in the social networks and can even extend its lead over Netflix and Audi. Mercedes-Benz was able to expand its interactions on Facebook, Twitter and YouTube by more than million interactions in 2019.  [3:  https://blog.storyclash.com/social-media-awards-2019-top-brands-in-germany/ ] 

In the same time the classical customer journey begins with contact on the internet and end with the physical product experience. Also in the last years, Mercedes it`s looking to implement different customers strategies personalized on their needs like My Usage, My Way and My Life.



	
	AWARENESS
	DISCOVER
	PURCHASE
	USE
	BOND

	Mercedes me ID
	Upgrades and new offers and services
	Virtual trial
	New features and services
	
	Future or existing customers

	Website
	
	Appointing for test drives
	
	
	

	Social media
	Even not a costumer you can be part of Mercedes
	
	
	
	Positive reviews

	Showroom
	
	Test-drives, prices
	Purchase the car and other features
	Checks
	

	Pop-up stores
	
	New products
	
	Adding new features
	Creating an experience

	Mobile app
	Upgrades, offers
	Virtual museum tour
	
	
	

	Email
	Feedbacks and reviews
	
	
	
	



Customer Journey Mapping
Source: own elaboration
Also appreciated is the official website of the company a very complex one that captures you on a trip in the 1900s at the height of the Benz era, a place where you can be with the pioneers engineers who were the basis of the project Mercedes Karl Benz , Bertha Benz, Bertha Ringer, Gottlieb Daimler, Wilhelm Maybach; or you can admire Sir Stirling Mos's record aboard a Benz, along with the immortal stories that endorse the reputation of such a financial and community colossus at once.
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Analysing the good image of Mercedes-Benz thru Keller’s Brand Equity Model we identified the factors that influence the strength of the brand with more than 100 year, like it was mentioned in this report above.
The Brand Equity Model is based on a 4 step pyramid representing four fundamental questions asked by customers.
· Salience: who are you, Mercedes-Benz? Mercedes-Benz is a premium luxury car manufacturer established since 1902. Its three-pointed star is recognizable anywhere. Is part of “German Big 3” along with Audi and BMW, the bestselling car manufacturers in the world.
· Performance/Imagery: what are you, Mercedes-Benz? Mercedes-Benz cars are renowned for their safety. Indeed, the German automaker innovated with crumple zone and was one of the first to introduce the airbag and ABS systems. Able to create the most powerful engines thanks to its high-performance division AMG (cf. CLA 45 AMG model). Cars are renowned for their comfortable and refined leather trims (cf. M-Class, C-Class, etc.)
Imagery: Mercedes-Benz is known as a “masculine brand”, notably through the design of its cars (horizontal lines) and don’t hesitate to communicate about it. [footnoteRef:4]Elegance and excellence are also cultivated. [4:  http://www.mercedes-benz.com/en/mercedes-benz/design/styling-a-masculine-edge/ ] 

· Judgments/Feelings: what do the customer think or feel about Mercedes-Benz? Thinking their features and history, Mercedes-Benz cars are judged prestigious and high quality. Imagery and all steps below arouse feelings such as sense of achievement, confidence, or success.
· Brand resonance: what about Mercedes-Benz and the customer? Even if they are not purchasing a car, many people are attached to Mercedes-Benz through social media, clubs and websites.
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In conclusion, with a history of over 100 years, Mercedes is the most innovative car brand in the world today and is considered the most successful car brand in the world. Technical perfection, quality standards, the power of innovation and the many automotive legends released, such as 300 SL Gullwing, are unmatched. The three-cornered Mercedes star has become the most famous car symbol and one of the world's best-known trademarks.
In a retrospective on the history of the car, caught my attention from marketing point of view the legend of the famous model "COBRA" from Mercedes, which was to bankrupt the company due to its longevity (Monga, A. B., & John, D. R. , 2008); besides once you get behind the wheel of a Mercedes you cannot fail to notice the carefully studied comfort, reliability and engine power is still felt from the smallest engine used. 
Even if it competes with other big names like BMW, Jaguar or Lexus, Mercedes remains the queen of the car market, any Mercedes car being noticed either by luxury to the smallest detail, either by force and brutality, safety, or it embraces all three with the latest technology.
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BEFORE


online: Mercedes me ID, advertisment, strong social media, IMC, digital content, apperence in movies, etc


offline: retail stores, M-B museum, events, etc


DURING


online: Mercedes me ID, mobile consulting tools, bying products, making test drive appioments, website, reviews, social media, etc


offline: Mercedes me ID (personalized experience), modern retail stores (physical experience: showrooms and pop-up stores), catalogues, etc


AFTER


online: Mercedes me ID, mobile consulting tools, emails, feedback surveys, social media interaction, etc 


offline: dealears, showrooms, personal thank you in the showroom, etc.
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