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Environmental Analysis of Automobile Industry

The purpose of this study is to evaluate Mercedes-marketing Benz's strategy in light of the company's current and future objectives. The research considers both the external market and the firm's internal strengths and limitations. Additionally, it evaluates the company's potential and risks in the current market environment, particularly those offered by competitors and the external business environment. Additionally, the report analyses Mercedes-marketing Benz's strategy and marketing mix.
Mercedes-Benz is a well-known German automobile manufacturer. It was founded in 1926 through the merger of Daimler-Motoren-Gesellschaft (DMG) and Benz & Cie. This marked the birth of a new vehicle brand devoted to preserving the legacy of the world's two oldest automobile manufacturers while also assuring its continuous profitability. Stuttgart, Germany is the firm's headquarters. The firm produces luxury automobiles, commercial vehicles, passenger vehicles, and buses.
Pestle Analysis was used to assess the macroenvironment in which the firm works. This research will examine the trajectory and dynamics of the brand. 
In terms of political power, the nation's laws, particularly those governing business, such as contract law, exert tremendous sway since they define what Benz is and is not permitted to do. Taxation is a critical political issue that affects the imported automotive industry. This presents a problem for the imported automotive sector since imported automobiles will be more expensive than vehicles manufactured domestically.
A financial component would have a direct effect on the selling of the goods. The Eurozone crisis, which began in late 2009, has resulted in the stalling of the economy of several countries. This downturn throughout the whole European Union harmed the continent's most significant automobile sector. Households have been seeking to cut down on spending, making it more difficult for the automotive sector to thrive in both the local and worldwide markets.
Additionally, currency exchange rates across nations may affect automotive pricing and the financial purchasing power of buyers. Automobile manufacturers are finding it increasingly difficult to sell automobiles, creating a threat. Additionally, inflation will affect people's spending patterns. It results in consumers having less money to spend as the cost of goods rises, which has a big impact on automotive manufacturers' sales.
The socio-cultural characteristics of the population influence the company's market operations. These characteristics include the population's age, gender, and income level. Mercedes-Benz is a luxury automotive manufacturer and so caters to the upper-middle class. 
As a result, the corporation's domestic market is expanding, as the middle class can now afford high-priced Benz's autos. As a result, the firm caters to the country's high-income groups as well.
As the car business experiences substantial upheaval, traditional vehicle manufacturers are being forced to adapt to altering customer desires. Indeed, even Mercedes Benz, a brand identified with elegance and excellence, must do more to stay ahead of the competition. Germany is world-famous for its automotive industry and engineering skill. The country's world-class R&D infrastructure, industry-wide integration, and highly qualified workforce combine to produce an unrivalled worldwide automotive environment. This enables vehicle makers to develop technology that satisfies both current and future mobility requirements.
Mercedes-Benz is without a doubt the industry leader in terms of implementation of innovation, structure, security, and environmental stewardship. The group has developed a norm for innovation in development, which has benefited it in reaching its current level of success.
In terms of legal influences, the organization's international existence necessitates compliance with international legal standards. There are many government tariffs and other laws that impact the automobile industry. 
For the Mercedes-Benz company, protecting nature is a vital corporate aim. Road traffic is a significant cause of pollution on a global scale. As a producer of automobiles, the firm is compelled to adhere to a range of environmental regulations in each of its multiple manufacturing and sales locations.
The following SWOT analysis will go into specific elements and events that have shaped the company's current state, focusing on four critical criteria. Any things that contribute to the company's profitability and well-being are considered its strengths. As a result, any circumstances or occurrences that contributed to Mercedes's unfavourable results will be labelled as to its vulnerabilities. The factors that Mercedes may use to its benefit in the future will be considered opportunities, while any aspects that are now threatening the brand's welfare will be considered dangers.
Mercedes-Benz has a great brand value and is the global leader in luxury vehicles; as a financially sound corporation, it invests heavily in production and brand development. The automobiles are produced and assembled in over 20 locations worldwide, and the company owns patents on the bulk of the safety measures included for the customers' protection. The corporation is a pioneer in innovation, developing internal combustion engines, airbags, and investing in electric and hybrid vehicles to create environmentally friendly luxury vehicles.
High production costs and severe competition are two of Mercedes' limitations, resulting in restricted market share growth.
As opportunities, the firm is expanding into emerging countries and growing a worldwide brand, allowing it to focus on developing hybrid and fuel-efficient vehicles for the future. The company's strong presence may be used to expand its client base in the rapidly rising luxury automotive sector.
The presence of competing automakers, instability in global fuel costs, the high cost of a single vehicle and the low purchasing power of the average person, as well as new government rules, all pose challenges to Mercedes-Benz future.
Mercedes Benz's internal and external analysis enables the brand to think and act profitably. To be lucrative, a brand must have a sound, market-oriented strategy. One of the enterprise's primary goals is to provide extra value to its consumers. Mercedes-Benz strives to achieve the highest levels of customer satisfaction across all parameters by utilising innovative methods of client engagement to better understand their wants and preferences and hence build new products based on consumer input and ideas.
The firm has had a great year, with increasing unit sales and revenue, as well as a significant improvement in profitability. Additionally, the firm has established greater requirements for the safety and environmental compatibility of its autos than its competitors. Now, the company's current future objectives are to enhance its core business, grow into new sectors, maintain a leadership position in green technology and safety, and advance mobility and connection concepts (Daimler AG, 2014).
Mercedes-Benz is pursuing these objectives through making strategic decisions that benefit its consumer base, such as releasing new products, expanding into new areas, and investing heavily in innovation.
Additionally, if the organisation wants to increase its market competitiveness and sustainability model, it must adhere to two important growth strategies, namely Porter's generic strategic model and Ansoff's growth strategic matrix.
Porter's generic strategic model presents a variety of strategic solutions that aid firms in achieving their desired competitive advantages in a particular market. The company must adhere to the generic model's differentiation approach (Kotler, 2008).
This strategy helps businesses to focus their efforts on differentiating their products, services, and offerings to give customers a unique perceived value. This strategy can assist a business in retaining a competitive edge in a highly competitive market packed with large, medium, and small businesses. Mercedes-Benz can infuse existing products with innovative and distinctive characteristics while focusing on the development of new and diversified product lines. This technique helps management to differentiate their products from those of their competitors. Additionally, this strategy enables them to profit by charging a premium for value.
Mercedes-Benz must also develop new product lines with distinct and flexible pricing strategies for different segments of the global consumer market. The company has already created charter way, a service that heavy-weight transporters may employ. Additionally, they may split their product line into solar-powered automobiles, fuel-efficient vehicles, and other environmentally friendly vehicles in high-growth markets. This strategy helps marketers to keep a competitive advantage while simultaneously increasing their market. Additionally, this technique will aid them in strengthening the sustainability of their firm by growing their consumer database and increasing their popularity in new and existing market segments.
The Ansoff’s matrix's growth strategies, such as market penetration, market expansion, product development, and diversification, may aid a variety of firms in meeting their unique market competitiveness and growth potential requirements (Lamb et al., 2011).
The product development plan enables the firm to innovate and introduce new items into its established market. This method will enable management to avert market saturation. Additionally, this method enables businesses to improve consumer attractiveness and loyalty by giving them an appealing product selection (Lamb et al., 2011).
Despite the difficult overall environment, Mercedes-Benz cars sold a record 2,382,800 vehicles in 2018. Mercedes-Benz has retained its position as the leading premium brand in the automotive market for the third consecutive year by maintaining a great sales record throughout the entire vehicle category. The corporation hopes to grow its sales outside of Europe, which is why it is focusing on China, the world's largest market. Since 2018, the company has been conducting business in China effectively. By increasing car sales, the firm has created a significant presence in China's automotive market. Approximately two-thirds of Mercedes-Benz automobiles are currently manufactured in China.
The product development plan enables the firm to innovate and introduce new items into its established market. This method will enable management to avert market saturation. Additionally, this method enables businesses to improve consumer attractiveness and loyalty by giving them an appealing product selection (Lamb et al., 2011). 
As a result, Mercedes-expenditure Benz's in research and development, as well as market research, must expand. They will be able to gather information about competitor initiatives and consumer preferences through the market research procedure. Mercedes-management Benz's team is continually trying to enhance the firm's first-class goods and services, cost structure, flexible processes, and consumer-based trading company. Mercedes-latest Benz's goods and services have established new milestones in the projected future fields of connection, freedom of movement, tensile usage, and electric motor systems.
Therefore, Mercedes-management Benz's needs to develop fresh market entrance tactics for current items in the new market. Additionally, they must establish joint ventures and acquisitions in new and growing market sectors to use local knowledge and tailor their goods to local demands. This technique will minimise the firms' costs while increasing their market competitiveness.
Mercedes-marketing Benz's strategy enables the brand to compete in the market and accomplish its business goals and objectives.
The brand has a wide variety of car models, appealing to all tastes and desires, such as Sedans, SUVs, sports cars, cabriolets, roadsters and even a luxury class. Such a wide variety of styles makes the brand expand its customers base, as you can find any type of car.
The price category in which the company is seated in the luxury one, being targeted to people with higher incomes; Mercedes-Benz is a symbol of class and wealth. As an international brand, it is available almost everywhere around the world, having dealerships and manufacturing plants on all continents.
The promotion strategy that the company follows is mostly based on social media and online marketing, using classic methods like TV or billboards in regions where sales are not high enough.
Mercedes-Benz is a high-end, luxury brand that has remained at the top because it employs sound marketing methods, is concerned with its customer’s desires and the environment, is innovative in terms of safety and technology, and serves as a symbol of desired prosperity.
In conclusion, the company Mercedes-Benz will not be demolished from the top any time soon by keeping a careful eye on its competition and maintaining the same high standards of quality and customer service.
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