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Section 1: Strategic Analysis of Mercedes-Benz
[bookmark: _Toc226480983]1. Organisational Context and Overview
1.1 Historical Background of Mercedes-Benz
Mercedes-Benz is a well-established automotive producer in the world that can be traced back to the late 19th century when a gasoline-powered automobile was invented by Karl Benz. The company has over the years become a leading company in the world with regard to high quality vehicles in terms of engineering, innovation and luxury positioning. Its history is characterized by a stable emphasis on technological progress and brand status, which has remained one of its strategic priorities. Over the last few years, Mercedes-Benz has experienced a strategic shift, which has seen it embark on electric mobility and digital ecosystems and sustainable innovations to keep up with the fast-evolving global automotive environment.
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Figure 1: Global Production Network of Mercedes-Benz Group (Rees and French, 2023)

1.2 Mission, Vision and Business Model
The strategic intent of Mercedes-Benz focuses on providing high-quality, innovative and sustainable mobility solutions. The vision of the company becomes more and more concentrated on the leadership in the shift towards the electric and digital mobility with the assistance of the powerful leadership and organisational alignment. The strategic leadership is essential in facilitating this shift because strong leadership systems determine the future orientation and the organisational flexibility (Northouse, 2021). The company has a high-end business model, creating value with differentiation that aims at advanced engineering, brand name, and customer experience. The digital transformation of this model is in the process of reconfiguring it and redefining value creation processes and business operations (Rêgo et al., 2022). The combination of human resource strengths and leadership also facilitates the strategic implementation and alignment of the organisational goals and performance results.
1.3 Industry Context, Key Competitors and Market Position
Mercedes-Benz is involved in the international automotive market which is becoming more and more influenced by the rapid technological change, demands of sustainability, and the changing demands of consumers (Samimi et al., 2022). The industry is very competitive, especially in the high-end market, where Mercedes-Benz competes directly with the long-established brands like BMW and Audi, as well as competitors specializing in electric vehicles, such as Tesla. With these pressures, Mercedes-Benz has a good market position in that it has a global brand name, engineering excellence, and ability to innovate. Its high image enables the company to maintain their loyalty and a higher margin than most of their competitors. Nonetheless, the increasing electrification and digital mobility are increasing the pressure on competition, making it necessary to constantly change the strategy. Here, strategic leadership is also critical in ensuring competitiveness and sustained competitive edge.

[bookmark: _Toc226480984]2. External and Internal Environment Analysis
[bookmark: _Toc226480985]2.1 PESTEL Analysis
Mercedes-Benz has several macro-level forces that are directly affecting its external environment, which impacts the strategic direction of the company and its competitiveness in the long run. The strategic management theory emphasises that companies should match internal strengths with external factors to remain in performance (Fuertes et al., 2020). This is especially true in the automotive industry where regulatory forces, technological shocks, and environmental issues are changing the competitive environment very fast.
Politically, the adoption of electric mobility is becoming fast through regulation in areas like the European Union and China with more stringent emission targets and policy incentives. Although such regulations cost in terms of compliance, there are innovation opportunities. Inflation and international uncertainty can decrease the buying power economically, but Mercedes-Benz is in the high-end market, and the demand in this market is comparatively more steady. There is also a changing social expectation where consumers are more looking at a sustainable social expectation as well as ethical production with the traditional luxury values.
One of the most important drivers of change are technological ones, specifically artificial intelligence, electrification, autonomous driving. The core of strategic repositioning is thus digital transformation, which involves firms reconsidering how they create value and engage with customers (Chaffey and Ellis-Chadwick, 2022). Legal considerations, such as safety and data protection laws, add complexity to operations, whereas environmental demands, especially the need to become carbon neutral, demand sustainability to be a part and parcel of core strategy.

[bookmark: _Toc226480986]2.2 Industry Analysis (Porter’s Five Forces)
The competitive landscape of the automotive industry poses serious strategic issues to Mercedes-Benz, especially with the industry shifting to the traditional manufacturing mode to electric and digital mobility. The framework offered by Porter is still applicable to the context of how the industry forces impact the strategic positioning and long-term profitability (Ferrell and Hartline, 2020). Competition in the industry is fierce, and it is not only conducted by established premium players like BMW and Audi, but also by disruptive ones like Tesla and upcoming Chinese electric vehicles producers.
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Figure 2: Porter’s Five Forces (Becker and Huselid, 2019)
The risk of new entrants, albeit being moderated by capital requirements and brand barriers, has risen due to an emerging number of EV-oriented companies that are backed by technological advances and governmental support. The supplier power has increased as well, particularly with semiconductors, batteries and the raw materials that are very crucial. This makes the supply chain vulnerable and increases the strategic significance of procurement resilience. The buyer power is not very low as there are a number of high-quality alternatives, which can be compared by the premium customers, but Mercedes-Benz compensates it by its high brand loyalty and product differentiation (Garengo et al., 2022). The level of threat of substitutes is also dynamic because shifts in mobility, ride-sharing services, and alternatives to transportation in the city make it less reliant on personal ownership. On the whole, the industry is shifting towards product-based competition more and more to wider mobility networks, and Mercedes-Benz must strategically shift.
[bookmark: _Toc226480987]2.3 Critical Success Factors
In this context, innovation, brand strength, operational efficiency, and organisational agility together are a way of success. Electric mobility and digital integration, as well as sustainable manufacturing have become a significant source of competitive advantage. The high brand equity of Mercedes-Benz is also a key success factor that allows it to maintain high prices and to strengthen customer loyalty. Simultaneously, supply chain resilience has turned into a necessity after the interruptions with semiconductors and logistic networks. The organisational capability is also critical, especially with regard to leadership alignment, workforce preparedness and the capacity to have transformation successfully. Strategic human resource practices are also significant to facilitate long-term flexibility and innovation (Ahammad et al., 2020).
In spite of these strengths, there are also a number of strategic challenges facing Mercedes-Benz. Switching to electric cars will demand large amounts of investment and strain the profitability. Simultaneously, the organisation will have to deal with digital and cultural change without compromising the operational performance. Change management consequently takes the centre stage of implementation because the company has to synchronise leadership, workforce competency and internal operations with the new strategic priorities (Errida and Lotfi, 2021). The other challenge is performance measurement. Conventional financial metrics cannot reflect the developments in sustainability, innovation, and digital transformation, and it will have to be more balanced to measure strategic results.



[bookmark: _Toc226480988]2.4 Resources and Capabilities
Mercedes-Benz has a good combination of tangible and intangible resources that sustain its competitiveness. Physical resources comprise modern manufacturing plants, a worldwide supply network, and a substantial financial base, which makes it possible to invest in a mass production of innovations and electrification. Nevertheless, the intangible resources probably play a key role in maintaining long-term benefit. These are reputation of the brand, engineering skills, technological skills and organisational learning. Brand equity, especially, allows the firm to sustain superior positions in the market and customer trust under very competitive circumstances (Kotler and Keller, 2022).
Another capability is human capital. The capacity of Mercedes-Benz attract, develop and retain talent in such fields like digital engineering, artificial intelligence, and green production is strategically important as the industry is becoming more software-based, sustainability-oriented. Talent management can raise the level of innovation and flexibility, which means that the inner strength is not only in the physical resources but also in the ability of the company to combine and build the specialist skills (Noe et al., 2020).

[bookmark: _Toc226480989]2.5 Core Competencies
Mercedes-Benz strategic identity and customer value proposition all revolve around its core competencies. The concept of engineering excellence is also one of the most unique aspects of this company, which is used in terms of the quality of performance and brand prestige. Another significant competency is innovation capability, especially on electric cars, autonomous systems, and digital integration. The capacity to incorporate innovation into the larger business strategy is gaining relevance in dynamic markets (López and Oliver, 2023). Moreover, the brand management and high-quality customer experience remain the features that distinguish Mercedes-Benz among its rivals. Customer loyalty and profitability are consolidated through constant delivery of value in product design, technology, and post-sale experience. Strategic alignment and talent development are the organisational capabilities that support these competencies. 



[bookmark: _Toc226480990]2.6 VRIO Framework Analysis
The VRIO framework offers a systematic methodology of assessing the ability of organisational resources and capabilities to produce sustainable competitive advantage. This model evaluates the resources in terms of value, rarity, inimitability, and support of the organisation. According to the literature in the field of performance management, it is essential to have structured evaluation frameworks, which will be needed to connect internal capabilities with organisational outcomes (Garengo et al., 2022). The analysis of the VRIO framework applied to Mercedes-Benz reveals the strategic importance of the strategic resources.
	Resource/Capability
	Valuable
	Rare
	Inimitable
	Organised
	Strategic Implication

	Brand Reputation
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage

	Engineering Expertise
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage

	Innovation Capability (EV & Digital)
	Yes
	Moderate
	Moderate
	Yes
	Temporary to sustained advantage

	Global Supply Chain
	Yes
	No
	No
	Yes
	Competitive parity

	Human Capital & Talent Development
	Yes
	Moderate
	Moderate
	Yes
	Potential competitive advantage



The discussion shows that the greatest sources of strength at Mercedes-Benz are the brand reputation and engineering skills, which are not easily imitable. Other capabilities like innovation and human capital are however valuable and need constant improvement to ensure that they remain strategic. The research on talent management has demonstrated that the approach to workforce inclusivity and adaptation is a key to organisational competitiveness in the rapidly changing environment (Kaliannan et al., 2023). This implies that the company has to persistently invest in its human resource and processes to achieve long term strategic alignment.
[bookmark: _Toc226480991]2.7 Internal Strengths and Competitive Advantage
Differentiation has always been one of the competitive advantages of Mercedes-Benz, which is founded on quality, technological innovation, and brand prestige. Nonetheless, according to strategic management theory, competitive advantage is not rigid and should be developed in accordance with the alterations in the external environment (Fuertes et al., 2020). The internal strengths of the company are also important in the present context, yet their long-term value will be determined by the ability to adapt to pressures in the area of sustainability and digitalisation.
This implies that competitive advantage no longer comes as a result of market reputation or excellent product. It is becoming more and more reliant on the alignment of strategy, sustainability, and people management of Mercedes-Benz. Corporate governance and sustainability views hold that the interests of the environment and society should be incorporated in strategic decision-making in case firms are to be competitive in the long run (Kavadis and Thomsen, 2023). Likewise, sustainable human resource management is becoming increasingly important in supporting organisational transformation and long-term performance. Thus, the future competitiveness of Mercedes-Benz will not only be based on the idea of maintaining the historic advantages, but a constant renewal of them according to the transformation of the industry.





[bookmark: _Toc226480992]3. CSR and Sustainability Objectives
[bookmark: _Toc226480993]3.1 CSR Strategy Overview
Mercedes-Benz has also incorporated corporate social responsibility as part of its broader strategic plan, especially with its pledges to be carbon-neutral, ethically sourced, and sustainable mobility. CSR is no longer regarded as a marginal operation in the modern automotive industry but as a fundamental part of value creation in the long term and organisational credibility. Responsible innovation models imply that the concept of sustainability should be integrated into governance and decision-making strategies instead of being a distinct reputational project (Scherer and Voegtlin, 2020). This can be seen through the emphasis of electrification, responsible supply chains, and conscientious production systems by Mercedes-Benz. The company aims at aligning its CSR agenda with the strategic transformation by placing sustainability next to innovation.
[bookmark: _Toc226480994]3.2 Alignment of CSR with Business Objectives
The correspondence of CSR with business objectives is critical in enhancing both competitive positioning as well as organisational credibility. The perspectives of strategic leadership underscore the importance of leaders to integrate sustainability in the corporate vision, culture, and operational priorities (Samimi et al., 2022). Mercedes-Benz exhibits this correspondence by incorporating sustainability objectives into the product development, production, supply chain, and corporate governance. This shows that CSR is not only an ethical obligation, but a strategic tool in dealing with regulatory pressure, shifting consumer expectations, and market long-term changes.
[bookmark: _Toc226480995]3.3 Critical Evaluation of Sustainability Objectives
In spite of such a powerful strategic intent, the success of CSR is contingent upon the quality of implementation and the extent of organisational integration. Critical HRM approaches assume that companies tend to experience contradictions between profitability and social responsibility, and these contradictions may undermine the feasibility of sustainability goals (Storey, 2019). Thus, despite the fact that Mercedes-Benz has a well-structured CSR strategy, the success of this strategy in the long term will rely on the regular implementation, quantifiable results, and the transparent evaluation of the performance.



[bookmark: _Toc226480996]4. Comprehensive and Holistic View of the Organisation (600)
[bookmark: _Toc226480997]4.1 Balanced Scorecard Overview
The Balanced Scorecard is a framework of organisational performance evaluation that is developed by Kaplan and Norton (1992) and includes both financial and non-financial measures of organisational performance (Mariappanadar, 2023). The Balanced Scorecard has a broader view as compared to conventional performance systems, which are only concerned with the financial returns, thus, organisations are able to synchronise their strategic goals with their operations. It is designed with four major dimensions financial performance, customer perspective, internal business processes, and learning and growth.
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Figure 3: Perspectives of Balanced Scorecard (Jobber and Ellis-Chadwick, 2020)
The Balanced Scorecard seems to be especially applicable to the case of Mercedes-Benz, as the company is currently undergoing a transition to electric mobility and digital innovation. This framework enables the organisation to evaluate financial returns in addition to customer satisfaction, process efficiency, and workforce development, which is important to the long-term competitiveness. The Balanced Scorecard facilitates good decision making by connecting the strategic objectives with performance indicators that are measurable and by making sure that strategy implementation is aligned with organisational performance.

[bookmark: _Toc226480998]4.2 Financial Perspective
The financial performance of Mercedes-Benz is a very important sign of its overall strategic performance, especially as the company is still investing heavily in electric cars and digital transformation. Literature on performance management focuses on the importance of not only evaluating financial results but also strategic initiatives to be sustainable in the long term and create value (Williams Jr et al., 2020). Mercedes-benz has continued to be very profitable in the high-end automobile market with its brand positioning and pricing strength. But with the shift to electrification, there is the short-term financial pressure as the research and development as well as the infrastructure costs are high. This poses a strategic dilemma on how to balance short-term profitability and long-term growth and innovation.

[bookmark: _Toc226480999]4.3 Customer Perspective
The perception of the customer has been the key to the value proposition of Mercedes-Benz particularly in the luxury automotive sector where brand experience plays a major role in purchase decision-making. According to the theories of leadership and organisational behaviour, customer satisfaction is strongly connected with the organisational culture and quality of services (Yukl, 2020). Mercedes-Benz still distinguishes itself by the luxury design, technological elements, and high brand name. Nevertheless, growing rivalry in the electric vehicle market is heightening customer expectations, especially regarding sustainability, digital capabilities and general value. This means that to retain customer loyalty there must be constant innovation and regular provision of quality experiences.

[bookmark: _Toc226481000]4.4 Internal Business Process Perspective
The competitiveness of an industry that is highly dynamic requires operational efficiency. Digital transformation models emphasise the need to redesign internal operations in order to increase efficiency, flexibility, and responsiveness (Strohmeier, 2020). Mercedes-Benz has heavily invested in digital manufacturing processes and supply chain optimisation to enhance the performance of its operations. These developments notwithstanding, the world has been hit by a number of disruptions, especially in supply chains, which have continued to pose a challenge to the stability and efficiency of production. It means that strategic goals require continuous innovation of the processes and their resilience.
[bookmark: _Toc226481001]4.5 Learning and Growth Perspective
The learning and growth dimension deals with the ability of the organisation to be innovative and to develop its workforce. The literature on human resource management highlights that employee development and organisational learning are the keys to maintaining the competitive edge (Torrington et al., 2020). In order to facilitate the strategic transformation, Mercedes-Benz has focused on workforce upskilling, especially in digital technologies and engineering capabilities. This human capital investment increases the organisational competency to respond to technological change and long term competitiveness.

	Perspective
	Objective
	KPI
	Strategic Insight

	Financial
	Sustain profitability during EV transition
	Profit margin, ROI
	High investment must translate into long-term returns

	Customer
	Strengthen premium brand loyalty
	Customer satisfaction, retention
	Brand differentiation remains critical

	Internal Processes
	Improve operational efficiency
	Production cost, delivery time
	Digitalisation enhances process effectiveness

	Learning & Growth
	Develop workforce capabilities
	Training, innovation output
	Talent development supports strategic transformation





[bookmark: _Toc226481002]5. Strategic Choices and Implementation (600)
[bookmark: _Toc226481003]5.1 Business-Level Strategy
On the business level, Mercedes-Benz employs explicit differentiation strategy, targeting the high-quality, technological advancement, and high brand prestige. This strategy will help the company to develop differentiated value amongst customers that can be differentiated among the offerings of the company compared to its rivals in the luxury automotive segment. According to strategic marketing theory, differentiation enables companies to attain a sustainable competitive advantage because it provides them with superior value, which is hard to imitate (Kotler and Keller, 2022). Mercedes-Benz does so by prioritising its focus on sophisticated engineering, powerful cars, and innovative digital aspects, as well as its design and customer experience. Such a positioning does not only create brand loyalty, but enables the firm to continue charging premium prices, even when the markets are highly competitive.
[bookmark: _Toc226481004]5.2 Corporate-Level Strategy
On the company level, the transformation strategy that the Mercedes-Benz company follows is being centred on electrification, digitalisation, and sustainability. This is an indication of an overall change in the automotive industry to the future mobility solutions. Digital transformation studies emphasise the fact that organisations are forced to fundamentally redesign their business models in order to stay competitive in technology-driven business environments (Zhang and Chen, 2024). The purposeful focus of Mercedes-Benz on electric vehicles, battery technology, and digital platforms shows that the company is willing to renew its strategy over a longer period. The company is also shifting its interest to software based services and connected mobility ecosystems other than the traditional manufacturing, which implies a shift towards a more integrated and innovation-driven business model.
[bookmark: _Toc226481005]5.3 Recommended Strategic Choices
To reinforce its competitiveness, Mercedes-Benz must focus on the additional work on the digital ecosystem and strategic alliances. Extending partnerships with technology companies would increase its data analytics, artificial intelligence, and customer experience capabilities, which would help it shift to a service mobility. Moreover, the company is recommended to be more agile in terms of talent management to promote innovation, especially investing in digital skills and leadership development. Diversification and possible vertical integration to enhance the resilience of supply chains is also essential especially to deal with continuous semiconductor and battery supply interruptions. These tactical decisions would help Mercedes-Benz to strike a balance between innovation and operation and long-term development.
[bookmark: _Toc226481006]5.4 Change Management and Strategic Implementation
These strategic decisions require good leadership and organisational alignment in order to be effectively implemented. According to the theory of leadership, transformational leadership is needed to direct organisations to undergo complex change processes in dynamic environments (Western, 2019). In the case of Mercedes-Benz, the shift to electrification and digitalisation demands not just technological triumph but also a tremendous cultural-structural change.
Though the strategic direction of the company fits the current industry trends, its success is subject to performance and flexibility. The strategic leadership models emphasise the necessity of regularly reviewing and modifying strategies based on changes in the environment (Samimi et al., 2022). Among the most important issues is the ability to strike a balance between long-term innovation and short-term profitability, particularly in the context that the development of electric vehicles is rather expensive. Besides, to implement it effectively, there must be a high level of alignment between strategy, human resources, and organisational processes. According to research in leadership, the performance of an organisation is boosted when these factors are combined into a well-coordinated and cohesive system (Yukl, 2020). Thus, the quality of change management at Mercedes-Benz will play a decisive role in maintaining its competitive advantage and retaining the essence of its brand.



[bookmark: _Toc226481007]6. Strategic Evaluation and Recommendations
[bookmark: _Toc226481008]6.1 Strategic Evaluation
By combining SWOT and growth-based frameworks, a systematic assessment of the strategic position of Mercedes-Benz can be drawn, which will make it easier to understand the internal capabilities and external opportunities. According to strategic assessment models, internal and external viewpoints can be more holistically combined to form a basis of decision-making (Fuertes et al., 2020). Mercedes-Benz has good strengths such as brand equity, engineering excellence and financial capability but the weaknesses are mostly due to high cost structure and reliance on traditional combustion engine revenue in transition.
Basing on the opportunity point of view, the market of electric vehicles and digital mobility services is growing rapidly, which offers a lot of potential of growth. According to the matrix of Ansoff, Mercedes-Benz is actively engaged in the product development and diversification strategy, especially via its EV range and online platforms. Nevertheless, the threat posed by new entrants like Tesla and other new Chinese manufacturers, as well as, growing regulatory pressure and vulnerabilities in the supply chain, are still significant.

[bookmark: _Toc226481009]6.2 Critical Analysis of Current Strategy
The present strategy of Mercedes-Benz is mainly based on differentiation which is achieved by innovation, sustainability and premium positioning. Based on the strategic management research, it is argued that companies will always need to change their strategies to be in line with the fluctuating market conditions and technological change (Rêgo et al., 2022). Though the choice in favor of electrification and digital transformation is a sensible strategy, the speed and the magnitude of the transition are posing serious threats to the operations of the company and causing great financial risks.
Balancing long-term innovation and short-term profitability is one of the major constraints of the current strategy. The large expenditure needed to develop EVs can strain the margins, especially when compared to their rivals who have more responsive cost bases. Moreover, the transition to digital ecosystems necessitates organisational change such as workforce capability and internal process changes. 

[bookmark: _Toc226481010]6.3 Recommendations
To begin with, Mercedes-Benz needs to reinforce its digital ecosystem integration by enlarging its partnerships with technology companies and investing in data-driven services. Digital marketing and customer engagement models highlight the fact that the incorporation of digital platforms improves the customer experience and value-creation in the long-run (Chaffey and Ellis-Chadwick, 2022). This would enable the firm to get out of competition, which is product-based, and get into service-oriented mobility solutions.
Secondly, the organisation will need a nimbler talent management approach to facilitate innovation and change. According to human resource management research, adaptive workforce strategies enhance organisational responsiveness and the ability to be innovative (Kaliannan et al., 2023). This includes providing employees with upskilling, digital talent acquisition, and aligning organisational culture with strategic objectives.
Thirdly, Mercedes-Benz ought to diversify its supply chain in order to limit its reliance on key components like semiconductors and batteries. Strategic flexibility could be strengthened by strengthening supplier networks and venturing into vertical integration.

[bookmark: _Toc226481011]6.4 Justification of Recommendations
These proposals are based on the necessity to synchronise the strategic direction with the organisational competence and external market forces. Strategic leadership models imply that successful implementation of strategies should be a constant process that involves alignment of resources, processes, and environmental conditions (Samimi et al., 2022). Mercades-Benz can also improve its capacity to maintain competitive advantage by improving its digital integration, workforce capacity, and supply chain resilience. Moreover, the incorporation of innovation and organisational capability are the keys to long-term success, especially in the industry that is changing rapidly (López and Oliver, 2023). 


	


[bookmark: _Toc226481012]Section 2: Reflective Account
[bookmark: _Toc226481013]Reflective Analysis Using Gibbs’ Model
Description
In this assignment, I was to perform a comprehensive strategic analysis of Mercedes-Benz, relying on the various established frameworks including PESTEL, Porters Five Forces, VRIO, and the Balanced Scorecard. I have tackled the task in a systematic manner, beginning with the knowledge of the external environment of the company and proceeding to internal strengths and the analysis of the strategy. I took time to choose the appropriate academic materials and fit them into every part of the report and this assisted me to construct a logical theme instead of approaching each section separately. I also paid attention to the connection of theory to real-life practice during the process, particularly the case of the transformation of Mercedes-Benz to electric vehicles and digital transformation. I tried to balance my descriptive information and critical-analytical work because I realised that the work at the postgraduate level should be deeper and more analytical rather than more superficial. The last phases comprised of polishing the structure, argument consistency, and congruency of the content with the assignment brief.
Feelings
I was fairly confident in the application of strategic frameworks at the start of this assignment because I had been exposed to them in other modules. Nevertheless, I had initially underappreciated the depth of the application of them to a real organisational setting in a critical way. I was asking myself whether I was analysing the company or just describing what it was doing. As I went further, I got more interested in the task, especially when I began to join various parts. As an illustration, my association of external forces like sustainability regulations with internal capabilities provided me with a better understanding of how strategy works in practice. Simultaneously, I was somewhat frustrated by the necessity to sustain a certain critical tone on the way to the final report as it demanded reflection and improvement on a regular basis. The assignment made me more confident and clearer about my approach by the conclusion of the assignment. I started to look at the importance of strategic analysis as means of comprehending complex business worlds and not as a task that has to be done as a course of an academic assignment.


Evaluation
One of the factors that achieved was my capability to organise the report in a logical way and adhere to the assignment brief. It was also important that every part was a continuation of the one before it, which contributed to the development of a coherent story during the analysis. I think that I also used the frameworks, including VRIO and the Balanced Scorecard, to provide some depth to the evaluation because they enabled me to evaluate Mercedes-Benz in different ways.
The other positive aspect was that I tried to use the real-life context in the analysis, especially with regard to digital transformation and sustainability. This rendered the report more practical and less theoretical. Nonetheless, the improvement could also be made in areas. I sometimes sensed that I could have been more critical in my analysis particularly when it was to talk about strategic challenges. I found myself sometimes inclined towards the explanatory, as opposed to the questioning of assumptions or digging into the constraints. Also, it was problematic to control the number of words and stay deep. There was a need to make choices concerning the priorities and this sometimes led to the fact that some ideas were not developed to the extent that I would have preferred.
Analysis
On a deeper reflection, I realised that good strategic analysis does not merely consist in using frameworks, but rather in it making sense. Initially, I took the frameworks as disjointed instruments, but in the process, I came to realise that they are interrelated. As an example, external analysis had a direct effect on my judgments of internal capabilities and strategic decisions. I also got to know that leadership and organisational factors contribute more to strategy than I had earlier on thought. Strategies are not about positioning in the market but also about the alignment of people, processes and culture to facilitate organisational objectives. This was especially clear when the change management and digital transformation in Mercedes-Benz were analysed. The other lesson learnt was the relevance of critical thinking in writing. I had to define the strengths and weaknesses, but I had to justify the reason why it is important and how it would impact the organisation. This demanded the change of my mindset, which was merely providing information but questioning and interpreting the information.



Conclusion
Altogether, the given assignment has deepened my knowledge of strategic management and the complexity of the process of analysing the real organisations. I have become more open to relating theory to practice and to be more critical and systematic in the evaluation of business strategies. Although I still have some work to do, especially in ensuring that I maintain a certain critical depth, I believe that this experience has helped me become a better academic and analytical student.
Action Plan
In the future, I will work on my critical analysis skills by engaging in deeper analysis in further assignments. I will consciously strive to challenge assumptions, seek alternative views and be more explicit in proving my points. This will assist me in leaving the description phase of academic writing and reach a greater level of writing.
I will also work on my time management, which will mean devoting more time to planning and writing. It will enable me to make my ideas better and eliminate the pressure in the final stages of writing. Moreover, I will keep on advancing my knowledge on the connection of various strategic frameworks since it will enable me to come up with more integrated and coherent analyses. Lastly, I will be more proactive and receptive to feedback and apply it to my growth. Reflecting on the strengths and weaknesses, I am determined to constantly advance my performance and be at a better level in the future academic activities.
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[bookmark: _Toc226481016]Appendix A: PESTEL Analysis – Mercedes-Benz
	Factor
	Key Issue
	Strategic Impact
	Critical Evaluation

	Political
	EU emission regulations and global trade policies
	Push towards EV production and localisation strategies
	Regulatory pressure is accelerating innovation but increasing compliance costs

	Economic
	Inflation, interest rates, and global recession risks
	Reduced luxury demand in some markets, but stable in premium segments
	Mercedes shows resilience due to strong brand equity and high-margin products

	Social
	Shift towards sustainability and luxury experience
	Increased demand for eco-friendly premium vehicles
	Consumer expectations now combine status with environmental responsibility

	Technological
	EV innovation, AI, autonomous driving
	Competitive advantage through innovation
	High R&D costs create risk but are necessary for long-term survival

	Legal
	Emission standards, safety regulations
	Strict compliance required globally
	Legal pressure aligns with sustainability strategy but limits flexibility

	Environmental
	Climate change and carbon neutrality targets
	Strong push towards electric mobility and green production
	Sustainability is now a strategic necessity, not a choice





[bookmark: _Toc226481017]Appendix B: Porter’s Five Forces – Automotive Industry
	Force
	Level
	Explanation
	Strategic Implication

	Competitive Rivalry
	Very High
	Strong competitors (BMW, Audi, Tesla)
	Requires continuous innovation and differentiation

	Threat of New Entrants
	Medium
	High capital barriers but EV startups emerging
	Tesla and Chinese EV firms increase disruption

	Bargaining Power of Suppliers
	Medium
	Dependence on battery and semiconductor suppliers
	Supply chain risk impacts production stability

	Bargaining Power of Buyers
	High
	Customers have multiple premium alternatives
	Brand loyalty helps but expectations are rising

	Threat of Substitutes
	Medium
	Public transport, ride-sharing, mobility services
	Shift from ownership to mobility challenges traditional model


[bookmark: _Toc226481018]Appendix C: VRIO Analysis – Mercedes-Benz
	Resource/Capability
	Valuable
	Rare
	Inimitable
	Organised
	Competitive Implication

	Brand Reputation
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage

	R&D Capability (EV + Innovation)
	Yes
	Yes
	Moderate
	Yes
	Temporary to sustained advantage

	Global Distribution Network
	Yes
	Moderate
	Moderate
	Yes
	Competitive parity to advantage

	Financial Strength
	Yes
	No
	No
	Yes
	Competitive parity

	Engineering Excellence
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage



[bookmark: _Toc226481019]Appendix D: Balanced Scorecard – Mercedes-Benz
	Perspective
	Objective
	KPI
	Strategic Insight

	Financial
	Increase profitability in EV segment
	Profit margin, ROI
	EV transition must remain financially sustainable

	Customer
	Enhance premium customer experience
	Customer satisfaction, brand loyalty
	Luxury experience remains key differentiator

	Internal Processes
	Improve production efficiency
	Production cost, delivery time
	Lean operations critical during transformation

	Learning & Growth
	Develop digital and innovation capabilities
	Employee skills, R&D output
	Workforce transformation is essential for future strategy
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