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[bookmark: _Toc186560848]Executive Summary
This report outlines the necessary changes and implementations required for Mercedes-Benz AG to adapt its operations for electric vehicle (EV) production, aligning with evolving regulations and customer preferences. As a subsidiary of Daimler AG, Mercedes-Benz has a rich history in automotive innovation, but the current market dynamics necessitate a strategic pivot towards electrification and sustainability.
The global electric vehicle market is experiencing rapid growth, with over 40 million EVs projected on the road by 2023. This surge, coupled with increasing regulatory pressures and shifting consumer demographics, compels Mercedes-Benz to reassess its business strategy. The company has acknowledged its slow response to innovations in the EV sector and is committed to integrating new technologies to enhance customer offerings.
A SWOT analysis reveals that while Mercedes-Benz enjoys strengths such as brand recognition and technological leadership, it faces challenges from regulatory complexities, competition, and quality concerns. Opportunities lie in expanding its EQ sub-brand and capitalizing on the growing demand for sustainable vehicles, particularly in emerging markets. However, threats from new entrants, supply chain dependencies, and changing consumer preferences necessitate a robust change management strategy.
The report employs various analytical frameworks, including PESTEL and Porter’s Five Forces, to assess external factors influencing the automotive industry. It highlights the importance of political, economic, social, technological, environmental, and legal considerations in shaping Mercedes-Benz's strategic direction.
To facilitate change, the report proposes a structured change management approach utilizing Kotter's eight-step model, Lewin's three-step model, and Pettigrew’s model. Key strategies include establishing a sense of urgency, forming a guiding coalition, and fostering a culture of innovation and sustainability. Stakeholder engagement is emphasized to ensure the successful implementation of changes.
In conclusion, Mercedes-Benz must embrace a transformative approach to remain competitive in the luxury automotive market, focusing on electrification, sustainability, and technological advancement to meet the demands of a rapidly evolving landscape.



[bookmark: _Toc186560849]Introduction and Background of Company
The main objectives of this report are to describe what needs to be changed and implemented in the current system of Mercedes Benz to support the production of electric vehicles in line with current and future regulations and customer demands.
In addition, the report will provide information on change management theories and business analytical tools and models and will be analysed through applications.
Mercedes-Benz AG is a unit of the Daimler AG Group, a German automotive manufacturer. The development of a four-stroke internal combustion engine was the subject of experimentation by prominent pioneers such as Carl Benz and Gottlieb Daimler in the 1800s and early 1900s. This is the date of its origin. This type is considered a pioneering internal combustion engine for self-propelled vehicles; the firm has refined this engine and established a business centred on it. Currently, Mercedes Benz AG serves as a parent company, with two other subsidiaries: Daimler Truck AG and Daimler Mobility AG. (Daimler Truck, n.d.).
Mercedes Benz AG specialised in the manufacture of premium automobiles, including sedans, trucks, hatchbacks, and trailers. The firm operates 40 manufacturing plants across four continents and employs over 270,000 persons worldwide (Mercedes-Benz Group, 2022).
Mercedes Benz's business strategy is founded on six principles: "focus," "think," "expand," "embrace," "lead," and "lower." The "think" element of the strategy relates to a philosophical approach in product development, emphasising the production of high-quality products (Mercedes-Benz Group, 2024). 
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Over 14 million brand-new electric automobiles internationally in 2023 increase their total figure on the road to 40 million closely following the sales prediction from the 2023 edition of the Global EV Outlook (GEVO-2023). Assuming a 35% yearly year-on-year increase, 3.5 million more electric cars sold in 2023 than in 2022 (International Energy Agency, 2024).
Recent market changes, driven by rapid technical breakthroughs, have necessitated that Mercedes Benz reevaluate its business strategy to sustain competitiveness in the rapidly evolving car sector. Technological progress, shifting client demographics and preferences, together with issues such as global warming, highlight the need for transformation. (United Nations, 2024)
Mercedes' careless response to innovations, particularly in the electric car sector, which is poised to revolutionise transportation, has been a portion of the challenge. Mercedes-Benz Group has pledged to implement modifications that are consistent with the present market conditions (Mercedes-Benz Group, 2024).
The company's change management plan mostly focusses on the integration of new technologies to improve its offerings for customers. Furthermore, the company's change management strategy is mostly centred on flexibility as the industry's volatility is growing.
(Mercedes-Benz Group, 2021)
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Strengths: Mercedes-Benz is an internationally known brand that is recognised for its quality, elegance, and performance. The company provides a extensive selection of vehicles, such as, coupes, sedans, pickups, SUVs, vans, and buses, to accommodate a variety of market segments. Mercedes-Benz is a lead in the field of automotive technology, with a significant investment in research and development (Gurel, 2017). This includes the development of safety features, electric mobility, and driverless driving. 
The company's global presence enables it to capitalise on the expanding market and serve consumers worldwide. Mercedes-Benz Financial Services simplifies purchases and improves client loyalty by offering finance, leasing, and insurance services to dealers and clients. (The strategy story, 2023)
Weaknesses: As a global automobile manufacturer, Mercedes-Benz encounters a range of international legislative and regulatory obligations. The identified limitations may incur significant costs, require considerable time, and present complexities, thereby hindering the company's operational efficiency and market growth. (The strategy story, 2023)
Despite entering the market subsequent to Tesla, BMW, and Audi, Mercedes-Benz launched its EQ sub-brand and revealed intentions for new electric vehicle models at a later date.
Luxury manufacturers such as BMW, Audi, Lexus, and Tesla compete strongly for market share. Mercedes-Benz must expand and differentiate itself in this competitive environment to maintain its lead and draw in new customers. (Gurel, 2017)

Opportunities: Mercedes-Benz benefits from the electric vehicle industry's growth. The business may develop its EQ sub-brand and offer more electric cars to meet clients’ environmental concerns and harsher pollution restrictions. Benz said 60 billion will be spent between 2022 and 2026 to electrify it (Mercedes-Benz Group, 2021b).
Mercedes-Benz's technology and creativity may assist the auto industry develop self-driving car systems. This would attract new clients and distinguish the company.
Mercedes-Benz may benefit from premium car sales in China, India, and Brazil. Focussing on many areas may boost sales and alter income sources.
Mercedes-Benz can fulfil standards and attract eco-conscious customers by highlighting sustainability. This involves decreasing industrial pollution, promoting renewable energy, and making eco-friendly goods. Mercedes-Benz will stand out and establish customer loyalty by providing greater customisation. This may include customer-specific design, performance, or features. (Gurel, 2017)
Threats: Modern technologies including autonomous driving, networked cars, and electric vehicles might challenge the established automotive company paradigm. Mercedes-Benz has to keep its competitive advantage via continuous research and development investments.
Related other companies, Mercedes-Benz depends on a sophisticated worldwide supply chain for parts and basic components. Mercedes-Benz must invest in cybersecurity to protect its customers, cars, and brand. (Gurel, 2017)
Rising ride-sharing and public transit popularity and customer choices may lower demand for personal cars, notably Mercedes-Benzes. Product recalls quality issues, and corporate scandals might be painful Mercedes-Benz sales. (The strategy story, 2023)
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Political: Operations and market access of Mercedes-Benz depend critically on political commitment, government policies, foreign trade agreements, tariffs and sanctions. 
Stricher rules are resulting from growing focus on lowering carbon emissions and supporting sustainable transportation. Government rules on fuel economy and emissions are driving hybrid and electric car technologies' increasing investment (StrategyPunk, 2024).
Governments might pass laws controlling vehicle safety or change existing ones. Mercedes Benz, known for its dedication to safety, has to always follow these rules; occasionally, design, features, or technology will change depending on the regulations (The Strategy Story, 2023).
Economic: Demand for luxury cars is much influenced by GDP growth, high inflation rates and consumers' buying power. Economic crises could result in reduced sales since people are wary about their expenditure. Changing exchange rates affect profitability because of operations across several countries (The Strategy Story, 2023).
A strong euro could make vehicles more expensive in foreign markets, leading to lower demand. (StrategyPunk, 2024)
Governmental Economic Policies These cover in the automotive industry subsidies, incentives, or penalties. For example, penalties for diesel vehicles may lower the sales of Mercedes Benz's electric range, while incentives for electric cars can increase those of its models.  (The Strategy Story, 2023)
Social: Changing customer tastes and demographic developments call for adjustments in marketing and product offers. The spread of car-sharing programs could cause young customers to acquire less cars. Mobility service investments help one to change with customer behaviour and environmental consciousness (The Strategy Story, 2023).
Mercedes-Benz should focus on appealing to tech-savvy, environmentally conscious and sensitive Millennials and Generation Z (StrategyPunk, 2024).


Technological: Innovations in the sector are being sparked by developments in electric powertrains, self-driving and linked vehicle technology. Strong competitive edge requires constant research and development expenditure (The Strategy Story, 2023).
While the alliance with NVIDIA improves artificial intelligence and autonomous car technology, the EQ sub-brand specialises on electric cars. To keep on the same level with rivals like Tesla and BMW, Audi, Volvo, Jaguar, major resources are committed (StrategyPunk, 2024)
Furthermore, improving the experience consumers enjoy while purchasing a car are augmented reality (AR) and virtual reality (VR). Thus, these technologies can improve the purchasing experience of consumers. Thanks to the virtual showroom, for instance, consumers may test a car model without physically visiting a showroom. (The Strategy Story, 2023)
Environmental: Sustainable development objectives and climate change are changing the sector. Dedicated to launch electric versions of all vehicles by 2022 and to be totally carbon neutral by 2039. Fresh expenditures in the transformation economy and the manufacturing of electric cars (StrategyPunk, 2024) Actually, the emphasis is on bettering battery recycling techniques and employing recycled components. 
Apart from electrical energy, several alternative fuels under research include hydrogen fuel cells. Mercedes Benz may broaden its product line by continuously observing these technologies and include their possibilities (The Strategy Story, 2023). 
Ignoring ecological rules might lead to severe penalties and destruction of reputation. Mercedes Benz, being a worldwide brand, has to be aware of and follow environmental rules in many different countries.
Legal: Mercedes-Benz especially depends on adherence to consumer protection rules, exhaust pollution limits, and safety restrictions. Ignoring these legal criteria could result in fines severe enough to cause items to be taken off the market and damage credibility (The Strategy Story, 2023)
The Diesel Gate affair underscored the need of following environmental rules since some automakers used false devices to fool emissions tests. Mercedes-Benz came under more scrutiny and had to make investments in cleaner diesel technology to keep customer confidence even though the firm was not directly engaged in the scandal (StrategyPunk, 2024).
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Threat of New Entrants (Low to Moderate)
Barriers to Entry
Particularly the luxury market, the automobile sector needs large resources for R&D, manufacturing facilities, and strict regulatory standard compliance.
Over decades, Mercedes-Benz, a division of Daimler AG, has heavily invested in branding and quality assurance, so strengthening their market position and making it challenging for new competitors to replicate. Manufacturing and distribution economies of scale also help to further protect established players from smaller competitors (adamkasi, 2017)
Market Dynamics for Electric Vehicles
Particularly for startups using new technology and business models—e.g., direct-to--consumer sales—the switch to electric vehicles (EVs) has reduced certain hurdles.
Entrants must, however, compete with well-known companies with varied offers that highlight luxury and sustainability, including Mercedes's EQ line of EVs (Gratton, 2024).
Bargaining Power of Suppliers (Moderate)
Supplier Dependency
Limited options provide suppliers of specialised components such semiconductors, luxury interiors, and sophisticated safety technology great leverage.
For instance, semiconductor shortages in recent years brought attention to how dependent on these important suppliers automakers are.
Long-Term Bonds Mercedes-Benz uses vertical integration and strategic alliances to reduce supplier power, as shown by internal battery manufacture for its electric vehicles.
Raw Resource Difficulties Directly affecting production costs are changing prices of basic commodities as steel, aluminium, and lithium (for electric batteries). This may offer suppliers negotiating power. (Grant, 2018, pp.73-79)
Mercedes-Benz's size lowers supplier power, although reliance on specialist materials and components maintains this force moderate.

Bargaining Power of Buyers (Moderate to High)
Buyer Influence
Well-informed luxury car buyers expect cutting-edge technology, excellent service, and sustainability. Choosing from several luxury brands boosts their bargaining power 
costs of switching since BMW, Audi, and Tesla buyers can easily switch, switching costs are low. Additionally, online platforms and EV-focused direct-sales models increase transparency (adamkasi, 2017)
Customer Expectations Mercedes-Benz customers expect quality and innovation due to their high prices. A perceived shortfall could cost customers to competitors offering similar luxury experiences (Gratton, 2024).
Threat of Substitutes (Moderate)
Alternative Transport
Different Transportation Particularly among younger consumers, the emergence of ride-sharing services (such as Uber, Lyft) and micro-mobility options (like e-scooters) in metropolitan regions offers substitutes to owning luxury cars. 
Public transit lowers the demand for car ownership especially in areas with strong infrastructure like Europe and Asia (Levy, 2023)
Trends in Sustainable Development Environmental issues are driving consumers towards sustainable options such hydrogen-powered cars, electric vehicles, or even total avoidance of car ownership. Mercedes-Benz has responded with programs like "Ambition 2039," seeking a fleet free of carbon emissions. 
Luxurious Alternatives During a recession, people may substitute other luxury goods or experiences for a high-end car (Gratton, 2024).

Industry Rivalry (High)
Rival companies Mercedes-Benz competes fiercely in a market with major rivals including BMW, Audi, Tesla, and newly developing EV companies like Lucid motors. In EVs and autonomous driving technologies especially, competition is intense. 
The rather crowded luxury market raises market share rivalry. 
Race towards Innovation The speed at which EVs, connectivity, and autonomous driving are developing fuels competition. Early dominance of Tesla in the EV market has pushed established manufacturers like Mercedes to commit significantly in innovation. 
Marketing and brand positioning To set themselves apart, companies keep making investments in improvements of customer experience and advertising. Mercedes-Benz uses its design excellence and legacy, yet it has challenges from agile rivals (adamkasi, 2017)
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Currently, Mercedes Benz's approach is based on avoiding non-core operations in order to concentrate only on sectors it believes to be significant and pertinent for the market and its consumers Mercedes-Benz Group (2021b). For instance, the division on electric cars is a fresh focus for the business as this product category will progressively shape the direction of the automotive industry. Mercedes has also recognised at the same time the requirement of differentiating itself in the market by means of bettering its own automobile software as a fundamental commercial activity. In accordance with this concentration, the business has promised itself to work to reduce its structural expenses thus enabling financial competitiveness. (International Energy Agency, 2024)
Our objective is to achieve technological supremacy in the luxury car sector and the premium van market, while steadfastly adhering to our ambitious margin objectives. Mercedes-Benz possesses the necessary elements: a definite plan, a highly skilled and motivated workforce, together with robust backing from the whole supervisory board. We aim to achieve profitable growth and provide sustainable value for our customers, workers, shareholders, and partners via our most attractive vehicles Mercedes-Benz Group (2021b).
In 2021, the CEO of Mercedes Benz stated that they will invest for the future and develop their vehicle portfolio, motivating their employees with clear strategies and motivating their shareholders and partners to create a good future. Within these statements and future plans, the strategy for change has been approved and planned. (Swallow, 2023)
Another important element of Mercedes Benz's strategic plan announced in mid-2021 is the eight battery and battery cell factories planned to be built around the world. One of these will be located in the United States, four in the European region, and the remaining three plants will be realised with new collaborators. Mercedes-Benz Group (2021b)
The primary objective of this plan is to transform Mercedes Benz into an all-electric firm in the future. This emphasis corresponds with international objectives to diminish pollution and emissions by shifting from the production of internal combustion engines fuelled by fossil fuels to those powered by electricity (International Energy Agency, 2024).
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In 2023, Mercedes-Benz advanced its transition by creating innovative electric and digital technologies, expanding its electric car offerings, and achieving robust financial performance. The team successfully implemented our approach throughout difficult circumstances, resulting in the delivery of the eSprinter and the new E-Class. Simultaneously, we laid the foundation for next-generation products and platforms such as VAN.EA and MB.OS to maintain Mercedes-Benz's leadership in the industry Mercedes-Benz Group (2024a)
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The progress of the implementation of the proposed changes at Mercedes Benz can be complemented by managing the three models linked to change management, the first being Kotter's eight-step change management model and the second being Lewin's three-step change model. Kotter includes eight elements of change management. The third one will be analysed and applied as Pettigrew's Model. (Kotter, 2012, pp.22-28)
Establishing Sense of Urgency 
As a result of the increasing demand for electric vehicles and the competition starting Tesla, BMW and Audi, among others, Mercedes-Benz must stand out. Without innovation, Mercedes-Benz risks losing market share. Useable data on climate change, regulatory pressures and changing consumer preferences to stimulate urgency. (European Commission, 2023)
Creating the guiding coalition 
A team should be formed with experts and leaders from different fields such as engineering, design, sales, sustainability and management. External consultants and external stakeholders should also be utilised to ensure a holistic approach. This coalition should represent a commitment to company goals, such as being a leader in sustainable mobility. In addition, cross-functional teams focussing on Production, Research, Marketing and Communications, customer service should be established. Organise regular coalition meetings to coordinate efforts and secure accountability. Encourage team members to make decisions on critical issues and act as change agents throughout the organisation (Kotter, 2012, pp.22-28).
Developing a vision and strategy 
Mercedes has set itself a clear vision of becoming the global leader in luxury sustainable mobility by 2030. The Mercedes-Benz brand has already developed a strategy for focusing on electric vehicles, expanding with new digital services, sustainability and innovation (Henderson, Gulati and Tushman, 2015, pp.28-32).
On the other hand, there are plans to organise seminars to improve this vision with the opinions of employees and shareholders.
The start of the process of dividing the strategy into executable phases is targeted, for example, in 2024-2027 for electric vehicle R&D and in 2028-2030 for production scaling (IEA, 2024).



Communicating the change vision 
Examples of internal channels include newsletters, town hall meetings, educational institutions, as well as digital sessions to support the digital age. Effective vision can be defined as a whole with effective vision.
It can be communicated in sustainable meetings between teams to support teamwork and vision. In addition to this the life story of the departments and engineers working to improve and increase the sustainability of electric vehicle technology can be utilized (Kotter, 2012, pp.22-28).
Empowering broad-based action 
Remove barriers to change, such as outdated principles or insufficient resources. Support and organize training for employees to develop skills in EV production and digital platforms. Encourage and strengthen collaboration between units to promote innovation. Also, any employee or any unit, any team or department who demonstrates courage and takes courageous actions should be supported (Kotter, 2012, pp.22-28).
Generations short-terms wins
In this context, Mercedes Benz management could launch and promote new models that could follow the name EQ, which it has already created to be present in the electric vehicle market. 
Then in this way, the successes achieved in the new electric vehicles segment in a short period of time can be shared and new short-term goals can be set with new updated models. To give a few examples of such targets, the achievement of the carbon notoriety certificate, which also supports the new world order, or the carbon footprint per vehicle should be supported to reach and meet the targets within the worldwide regulations (Kotter, 2012, pp.22-28).



Consolidating gains and producing more change 
Building on the success of the initial launch of electric vehicles, efforts should be made to expand the product range. Implement feedback mechanisms to develop strategies and address challenges. Continue to invest in research and development in improved battery technologies and self-managing driving technologies, including artificial intelligence adaptations to driver analytics and data analytics to improve efficiency, innovation and customer satisfaction (Kotter, 2012, pp.22-28).
Anchoring new approaches in the culture 
Sustainability and digital innovations, which are necessary to protect the environment and the world, should be integrated into the core values and culture of the organization as they have been in the past. 
Strengthening this vision should be supported by linking performance measurements and support elements to permanent goals. Share stories about how the changes are aligned with the organization's history of excellence and innovation. Innovation departments can be created and continuously developed to support innovation and collaboration to support a culture of change (Kotter, 2012, pp.22-28).


Lewin’s Change Management Model
Unfreeze
Determine the necessity for change by considering market forces: Emphasise how consumer tastes and legal requirements such as EU's 2035 ban on ICE vehicles have driven the automotive sector towards electric vehicles.  Stress how innovation is helping rivals like Tesla and BMW to acquire market share.  Reiter Mercedes- Benz's will to reach carbon neutrality by 2039.Involve the stakeholders Mercedes-Benz Group (2024a). Organise town halls and seminars to clarify the reasons behind required transformation. Share information on consumer EV demand, market trends, and the dangers of inactivity. 
Address employee worries about job security by pledging to run reskilling and up-skill programs (Cameron and Green, 2019, pp. 95-97) Share benefits for stakeholders including fresh employee opportunities, environmentally friendly customer options, and more shareholder competitiveness.  Clearly stated deadlines phase out internal combustion engines by 2035 will create urgency. Ask powerful leaders and staff members to promote the transformation. Start tearing apart obsolete R&D programs targeted on ICE vehicles that no longer support the objectives of the company Mercedes-Benz Group (2021b).
Change
Implement new practices starting with EQ series flagship models, shift the product line to centre electric vehicles. Renovate factories to fit EV manufacture and incorporate environmental technologies. Attach digital platforms and connectivity tools to update cars and fit consumer expectations.  Support Workers Through Change: Give staff members courses covering new technologies including software integration and battery systems. 
Promote innovation by encouraging cooperation between departments that between design and engineering teams, for example (Cameron and Green, 2019, pp. 95-97).  
Pilot and iterate accordingly. Start small-scale initiatives such as testing new artificial intelligence-based customer service systems or manufacturing a limited run of EVs. To prepare plans, get comments from stakeholders, staff, and consumers Mercedes-Benz Group (2021b). 
Invest in alliances for EV technology (such as those involving battery suppliers or software companies). Create marketing initiatives stressing the fresh vision, say "The Future is Electric."  Track advancement constantly and remove obstacles to acceptance Mercedes-Benz Group (2024a)


Refreeze 
Incorporate changes into the society. Change the company's mission statement to capture its dedication to creativity and environmental sustainability. Celebrate benchmarks (such as reaching carbon neutrality in a manufacturing plant or introducing viable electric vehicle model). Strengthen new procedures: Match incentives and performance criteria with the new vision (e.g., praising groups depending on EV innovation or environmental goals). Establish digital platforms and uniform new manufacturing techniques. Maintaining the Change:  Promote invention and feedback to foster a culture of ongoing improvement. Create systems to guarantee long-term alignment, such frequent assessments of environmental projects or consumer satisfaction polls for newly introduced products.  Publicly highlight success stories—such as client endorsements of new electric vehicles or accolades for environmental performance.  Using leadership development, employee onboarding, and corporate-wide events, institutionalise the fresh approach. Establish fresh long-term objectives to keep momentum, such global expansion of EV adoption or new market entry (Cameron and Green, 2019, pp. 95-97).




Pettigrew’s Model
Pettigrew's model emphasizes the interplay between context, process and content in change management. 
This approach is particularly useful for examining the complexity of Mercedes-Benz's transformation: 
Context: Mercedes-Benz is critically dependent on external factors such as customer expectations, competition and ecological environmental regulations. At the same time, the company, which excels in engineering, must also align with internal sustainability goals. 
Process: Mercedes-Benz has to consciously implement changes, such as retraining its staff to deploy modular electric vehicle platforms and developing partnerships with battery suppliers. 
Content: The company's main focus is on the development of electrification and autonomous driving technologies, driven by the advancement of technology and customer demand, digitalization and feedback from customer experiences.  
Mercedes-Benz Strengths 
The contextual study helps to show that the company's plans are adaptable to both internal and external factors. 
It emphasizes the dynamic and non-linear character of the transformation, meeting Mercedes-Benz's requirements to be agile, and highlights the need to incorporate historical as well as cultural elements, such as Mercedes-Benz's reputation for luxury and quality (Whipp and Pettigrew, 1992).
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Involving stakeholders in the corporate plan helps to sustain the changes implemented in the company since it is crucial to safeguard the benefits resulting from applying the change management process. Within Mercedes Benz's operations, investors, customers, and staff will be the primary players engaged in the change management strategy. The map below shows the possible interactions among these several stakeholder groups. 
Maintaining good communication skills will help to increase involvement among the several stakeholder groups mentioned above. 
Management will engage with consumers online using the company's social media platforms. This platform is selected for its cost-effectiveness, speed, and accessibility to a broad audience within a brief timeframe. 
Furthermore, due to the increasing amount of social media users on the platform, social media communication is becoming one of the most effective methods for businesses to engage with their clients. Its ability to provide prompt feedback enables managers to anticipate market reactions to new items, therefore informing their development prospects.
Comparatively, internal company memos will be used in communication between employees and investors. This strategy is chosen for use since it preserves the anonymity of data meant for transmission between the two sides. Mercedes Benz will thus be able to keep its trade secrets and offer departments that ought to act on them tailored communications. Zoom and Skype will be used for the internal communication strategy connecting staff members with investors (Forsyth, 2012, pp. 29-32).
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In conclusion, Mercedes-Benz is at a pivotal moment in its history, necessitating significant changes to adapt to the rapidly evolving automotive landscape dominated by electric vehicles (EVs). The company's commitment to sustainability, innovation, and technological leadership is commendable, yet it faces challenges from competitors and shifting consumer preferences. The SWOT analysis highlights the brand's strengths, such as its global recognition and technological prowess, while also pointing out weaknesses like delayed entry into the EV market and quality concerns. Opportunities abound in the growing EV sector, particularly in emerging markets, but threats from competitors and changing consumer behaviours must be addressed.
To effectively navigate this transformation, Mercedes-Benz should implement a robust change management strategy utilizing models such as Kotter's eight-step process, Lewin's three-step model, and Pettigrew's framework. Establishing a sense of urgency, creating a guiding coalition, and developing a clear vision are crucial steps in this process. Furthermore, engaging stakeholders through transparent communication and fostering a culture of innovation will be essential for sustaining momentum.
Recommendations for Mercedes-Benz include investing heavily in R&D for EV technologies, enhancing employee training programs, and leveraging digital platforms for customer engagement. The company should also prioritize sustainability in its operations and product offerings to align with global environmental goals. By embracing these strategies, Mercedes-Benz can solidify its position as a leader in the luxury automotive market while meeting the demands of a more environmentally conscious consumer base.
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