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1. [bookmark: _Toc134346379]Introduction
[bookmark: _Hlk134017019]This report shows Mercedes-Benz has created innovative marketing strategies to build and sustain its brand recognition and manage the consumer journey across multiple communication channels. Using social media platforms like Instagram and Facebook to reach a larger audience and engage customers is one strategy. These strategies integrate with the concept of customer journey mapping and touchpoint management, which reinforce the importance of delivering a seamless customer experience.  
1.1. [bookmark: _Toc134346380]Background of the company
Daimler GM (Bartlett, 2018) acquired Mercedes-Benz 1998. In 1886 the history of Mercedes-Benz was born, Karl Benz an engineer created the first motor car. This innovative invention pioneered the way forward for the modern cars of today. Mercedes-Benz is a well-known luxury car company that has been building high-calibre cars for more than a century. The German corporation, which was established in 1926 and has its headquarters in Stuttgart, is renowned for its cutting-edge engineering and elegant designs. Mercedes-Benz caters to the demands of diverse market sectors with a broad selection of vehicles, including sedans, coupes, SUVs, and sports cars. The brand has developed a reputation for quality through time and has grown to be associated with elegance and refinement. We shall examine the background, founding principles, and products of Mercedes-Benz in this article. (Mercedes-Benz Corporate history., 2022)
2. [bookmark: _Toc134346381]Communication
This is fundamental to human interaction, allowing us to communicate, collaborate, and exchange information. (LISBDNETWORK and LISBDNETWORK, 2023). It involves the transmission and reception of verbal and nonverbal messages. Communication is a two-way exchange of information in the form of thoughts, opinions, and ideas between two or more individuals for the purpose of encouraging understanding. (M, 2016) It involves encoding and decoding information using language, symbols, gestures, and other forms of expression, it is crucial to our daily lives.
I. Direct communication
Direct communication is critical in business for several reasons, it is essential for conveying brief and clear information, particularly when time is of the importance. Effective communication, for instance in sales or customer service, is beneficial and can help address difficulties quickly and efficiently, leading to enhanced client satisfaction and loyalty (Khan and Ghouri, 2018).



II. Indirect communication
In marketing, indirect communication is the use of non-verbal signals, symbols, and gestures to convey a message or meaning to the intended audience and is essential for developing and sustaining clients.  Subtle communication aims to influence the audience's perceptions and attitudes towards a brand or product without expressing the message explicitly. It can be use in advertising, branding, and promotional campaigns to make a lasting impression on the target audience., which can lead to improved brand recognition and client loyalty.
2.1. [bookmark: _Toc134346382][image: A picture containing text, screenshot, circle, diagram

Description automatically generated]Shannon weaver model
Shannon and Weaver Communication Model
(Source Created by CA Hall)

Claude Shannon and Warren Weaver created the Shannon-Weaver model in 1948. Claude Shannon, recognised as the "Father of Information Theory," (Chow, 2021) was an American mathematician and electrical engineer. Warren Weaver was a mathematician and scientific administrator at the Rockefeller Foundation in the United States. The concept was first presented as a technique to better understand and enhance communication systems in engineering and telecommunications, in all areas of business and marketing.
The Shannon-Weaver model is a linear communication model that depicts the communication process as a sequence of steps, beginning with the source or sender of the message and progressing via a channel to the destination or receiver. According to the concept, communication is a linear process in which the sender encodes a message, which is subsequently sent across a channel and decoded by the receiver. However, the model does not take into consideration aspects like as noise, context, and feedback, which can all have an impact on communication effectiveness. (Admin, 2014b) (Dickinson, 2022)
I. Sender (Information Source): Using various media, the sender must construct a message that is comprehensible to the recipient. The purpose of the message may be to inform, persuade, entertain, or educate. It is essential to comprehend the audience's background, interests, and expertise, as well as language, geographical, and technological barriers to communication. (Drew, 2023).

II. Encoder (Transmitter):  The encoder converts the message into a transmission-ready signal. It can convert text to a digital format or a spoken language to an audio signal. The job of the encoder is essential for ensuring the successful delivery of the message, preserving its meaning, and overcoming communication obstacles.

III. Channel:  The channel is the medium for conveying messages from the originator to the receiver. The effectiveness of the channel is reliant upon its precision and lack of distortion. Message intent, sender/receiver characteristics, and communication context impact channel selection. (Shannon, 1948).

IV. Noise: The model of Shannon and Weaver defines noise as interference during message transmission, resulting in communication failure. It consists of physical (external/internal sounds), semantic (language/symbol variations), and psychological (distractions/prejudices) elements. Noise reduction is essential for preventing message misinterpretation. (Shannon, 1948).

V. Decoder: The decoder interprets the encoder's message using their knowledge and language skills. For effective communication, they provide feedback to the sender indicating how they comprehended the message. (Shannon, 1948b).

VI. Receiver: It is the responsibility of the recipient to decode and comprehend the message sent by the creator. Knowledge, culture, and environment can all impact their comprehension. Encoding messages is Important for effective communication, so that they can be readily understood by the intended recipient. (Shannon, 1948).

VII. Feedback:  Effective feedback is essential for successful interactions, as it ensures that the intended message is received and precisely interpreted (RECENT CONTRIBUTIONS TO THE MATHEMATICAL THEORY - ProQuest, no date).

3. [bookmark: _Toc134346383]Integrated Marketing Communication IMC
Is a strategic approach to marketing communications that entails coordinating and integrating various promotional elements such as advertising, sales promotion, public relations, direct marketing, and personal selling to create a seamless and consistent brand message. Mercedes-Benz uses IMC to advertise their brand, products, and services to their target audience, which includes luxury vehicle enthusiasts and purchasers they attempt to interact with target audiences in a coherent and coordinated manner, using a variety of media platforms and touchpoints. Mercedes ‘objective is to develop a complete and consistent brand image while also increasing the impact and efficacy of marketing operations “the world’s most valuable luxury car brand” (Mercedes-Benz Group, no date b). IMC requires a strategic approach and meticulous preparation to ensure that all promotional aspects function in concert to convey a consistent and appealing message to target consumers. (MastersinCommunications.com, 2022).
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(Source Created by CA Hall)
4. [bookmark: _Toc134346384]New Promotional strategies for Mercedes
Mercedes can target their customers and stakeholders more effectively using new promotional strategies like influencer marketing and experiential marketing. Mercedes can improve their brand image and brand equity by sustaining its brand image and identity that connects with their target market.  To attract consumers, the company engages in corporate social responsibility (CSR) (Mercedes Benz - Corporate Social Responsibility, no date) initiatives, such as charitable work with the Laureus 'Sport For Good' foundation, social outreach programmes, and environmental sustainability initiatives. This diverse strategy appeals to a broad range of socioeconomic groups and assists in establishing an emotional connection with clients, thereby boosting sales and brand appeal. Mercedes offers personalised products and services, such as customised car configurations and specialised financing options, that enhance customer satisfaction and the overall consumer experience to cultivate brand loyalty.
Mercedes can successfully reach its target demographic via a variety of online and offline techniques:
4.1. [bookmark: _Toc134346385]Online promotions
In 2023 one of the most popular and efficient methods for Mercedes to communicate with their consumers online is via social media. Employees can be encouraged to share content on social media platforms, such as tiktok. (Mercedes-Benz integrates TikTok in its latest E-Class model | Mobile Marketing Magazine, no date) as part of internal promotions and external promotions can include the use of influencer marketing, social media advertising, email marketing, as well as digital media streaming (Arica, 2023) their target market are for the younger audiences.
I. Collaborations with influencers
Mercedes can increase brand visibility and reach new audiences by working with influential individuals. Internal partnerships can involve current or former Mercedes brand ambassadors, such as Lewis Hamilton or Michael Jordan. External collaborations might include partnerships with social media influencers or personalities with a large following and brand values who align with Mercedes. Product placements, social media campaigns, and sponsored content are examples of possible collaborations. Mercedes can increase brand recognition and trust among their target audience by using the influence of these individuals.

II. User-generated content (UGC)
Allows brands like Mercedes-Benz to communicate effectively with their customers and admirers by using their own content and experiences. Internal and external UGC can be produced via social media platforms, online reviews, and other channels.
4.2. [bookmark: _Toc134346386]Offline promotion 
Mercedes target market for 2023 is aimed and a younger audience. The offline promotions could include experiential marketing events, collaborations with prestige brands or exclusive organisations, and targeted print advertising in premium publications. These strategies could create enthusiasm as well as curiosity in the brand among internal as well as external consumers.
I. Collaboration & experiential marketing
These techniques include collaborating with high-end lifestyle companies, sponsoring big sporting and cultural events, and employing experiential marketing, (Oetomo and Budiyanto, 2017) making it a relaxed, entertaining, and creative way to connect, with the client and shareholder to provide them with one-of-a-kind experience.

II. Product demonstrations
These can be used both internally to train employees and externally to explain the features and benefits of a product to customers. By partnering with student organisations, hosting events on college campuses, and establishing alliances with campus events, organisations, and sports teams, Mercedes can target the college-aged demographic. This can include interactive displays and test vehicles to increase brand awareness.

III. Traditional marketing
Mercedes-Benz has generated a feeling of exclusivity and elegance around their brand. Using methods of promoting their brand or product through print ads, TV commercials, billboards, and direct mail, aimed at reaching a wide audience both internally and externally. This not only helps to attract new consumers, but it also strengthens their customers' brand loyalty. 

Mercedes has shifted its marketing strategy to a more lifestyle-oriented approach that targets a younger demographic using both digital and traditional offline marketing techniques. This transition is illustrated by the EQC electric SUV advertisement featuring The Weeknd (Arica, 2023b). Social media is used to create personalised experiences and increase lifestyle brand awareness.

5. [bookmark: _Toc134346387]Branding and Brand Equity 
5.1. [bookmark: _Toc134346388]Definition Branding
Mercedes-Benz uses branding to build a distinct and unmistakable identity in the minds of consumers for its products and services. They use various elements, including branding, taglines, and design elements, to convey their brand's identity and values to their target audience. This contributes to establishing a strong personal connection with consumers, which leads to stronger brand loyalty and brand equity.
5.2. [bookmark: _Toc134346389] Brand Equity
The term "brand equity" refers to the importance and value of a brand, this is based on the Brand recognition, customer loyalty and satisfaction by its customers and stakeholders.
6. [bookmark: _Toc134346390][image: ]Keller's Brand Equity Model
(Source Created by CA Hall)

Keller's Brand Equity Model (also known as the Customer-Based Brand Equity (CBBE) Model) was created by marketing professor Kevin Lane Keller (MindTools | Home, no date)
Mercedes-Benz can utilise Keller's Brand Equity Model to develop a strong brand image, establish emotional connections with customers, and increase sales and recommendations. The model consists of five key elements: brand salience, brand performance, brand imagery, brand evaluations/emotions and Resonance.
I. Brand salience Mercedes' success depends on establishing a strong brand identity (Riserbato, 2023) with a premium and luxurious image, supported by 80 years of history, a recognisable logo, and a front grille.
II. Brand performance: Mercedes focuses on producing high-quality, powerful cars (Papirfly, 2019) that provide a thrilling driving experience, which led to its reputation for exceptional performance. Customers continue to be impressed by its AMG performance, formidable engines, high safety standards, and emphasis on innovation and technology.
III. Brand imagery: Mercedes' distinctive and consistent brand imagery (Batheories, 2022) of luxury vehicles with superior design, engineering, and attention to detail enhances its brand equity and appeals to consumers who value premium quality and elegance.
IV. Feelings: Creating emotional connections with customers through positive experiences and perceptions reinforces the luxury standing of Mercedes. Strong emotional connections and loyal customers are the results of status, pride, and the lengthy history of the brand.
V. Resonance: The renowned reputation of Mercedes creates a psychological bond with consumers, representing a community and rich way of life. Its emotional connection to shared values, such as reverence for quality engineering and enthusiasm for luxury cars, contributes to customer loyalty.

6.1. [bookmark: _Toc134346391]Advantages of Keller’s Brand Equity Model
Keller's Brand Equity Model provides several advantages for Mercedes-Benz. First, it helps the business in understanding the various aspects of creating a strong brand, such as its image, identity, emotions, performance, and resonance. The unique front grille and iconic logo are key factors contributing to the brand's salience (Regisdalmeida, 2014). The model can show the importance of creating emotional connections with consumers, which can result in increased customer loyalty and support (Hawker, 2021), The model also helps the company in evaluating its brand equity and identifying development opportunities. Mercedes-Benz can also monitor changes in its brand equity over time and customise its marketing strategies accordingly by using this model. Overall, Keller's Brand Equity Model provides a framework for understanding and managing brand equity, which will help Mercedes-Benz maintain its position as a premium luxury brand in the market.
6.2. [bookmark: _Toc134346392]Disadvantages of Keller’s Brand Equity Model
Keller's Brand Equity Model has a few potential disadvantages, for Mercedes-Benz the framework needs to be adjusted for the prestige car industry as this may not capture all aspects of brand equity (Garg, 2023), the model focuses on creating strong brand associations, which can occasionally come at the expense of other crucial marketing strategies, such as product development or customer service. Another disadvantage of the model does not consider the external factors of the competition.
7. [bookmark: _Toc134346393]Customer Journey
The customer journey is the order for a consumer has with a company, from initial awareness to post-purchase. It allows customers to move through stages, such as awareness, consideration, decision/purchase, and post-purchase stages, with the aim of creating a lasting and solid relationship. Understanding the customer journey allows brands to improve their products and services while creating effective marketing strategies to attract and keep customers.

7.1. [bookmark: _Toc134346394]Stages in the customer Journey

I. Awareness: Customer awareness of luxury cars through various touchpoints, including online advertisements, social media, and television commercials.

II. Consideration: The consideration stage is the second phase in the customer journey (The Four Stages of the Customer Journey, 2023). The customer has researched and evaluated potential luxury car brands based on his requirements and preferences during this period.

III. Decision: The customer has already decided on two luxury car brands and models based on his preferences, lifestyle, and budget.

IV. Purchase: During the purchase stage the customers frequently compare models, do model comparison research, and test-drive potential vehicles. They might also make the purchase, complete the paperwork, and negotiate on the price and financing choices.

V. Post purchase/Support: The Customers might need access to repair services, training, and technical support. Additionally, they might post comments and reviews, which can have an impact on customer behaviour and a company's reputation.
[image: ]

(Source Created by CA Hall)
8. [bookmark: _Toc134346395]Customer touchpoint examples
Touchpoints are any interaction a consumer has with a brand through the process of buying a service or product. Touchpoints for Mercedes include initial brand awareness through advertising, a dealership visit, test driving a car, making a purchase, and receiving after-sales service. Adding value to the journey via new touchpoints such as social media interactions, website visits, and consumer reviews. Every client relationship is an opportunity for Mercedes to make a good impression and reinforce its relationship with the customer. However, if any touchpoint fails to satisfy the customer's expectations, it could result in a negative impression and influence the entire customer journey. Mercedes needs to make sure that each touchpoint is handled properly and consistently with the brand's values and messaging.
8.1. [bookmark: _Toc134346396]Pre purchase
Purchasing a Mercedes-AMG S Class, there are many variables to consider. These include exploring the brand's website, reading reviews from reliable sources (Goodwin, 2021), test-driving the vehicle at a dealership, and engaging with the brand on social media. For the customer to make an informed decision and ensure he makes a satisfactory purchase, it is essential to conduct research and acquire information from these touchpoints. (Mercedes-Benz Passenger Cars, no date)
· Online research: The customer can conduct research on the Mercedes-AMG S Class via the Mercedes website, independent review websites, or social media.
· Showroom visit: He can also visit a Mercedes dealership to view the vehicle in person, take a test drive, and communicate with a salesperson.
· Word of mouth: Can ask for recommendations from friends, relatives, or coworkers who have owned a Mercedes-AMG S Class or have knowledge about high-end cars.

8.2. [bookmark: _Toc134346397] Purchase
There are several pre-purchase touchpoints customers can use to make an informed decision and ensure a satisfactory purchase when buying a Mercedes-AMG S Class. These include browsing the brand's website (Mercedes-Benz Passenger Cars, no date b), reading reviews (Mercedes-Benz Passenger Cars, no date b) test-driving the car at a dealership (Mercedes-Benz Passenger Cars, no date b), and connecting with the brand on social media (Mercedes-Benz Passenger Cars, no date b) or through online chat. Before making a purchase decision, it is important for you to research and get the right information from these touchpoints to gain a better understanding of the car's features, pricing, and specifications.
8.3. [bookmark: _Toc134346399]Post Purchase
The post-purchase touchpoints for the consumer is customer support activities for his new Mercedes S AMG:s.
· Provide a detailed user manual that includes information on maintenance, servicing, and repairs.

· Providing a three-year warranty with claim submission instructions.

· Providing an inquiry hotline for customers.

· Emailing or texting maintenance reminders and service updates.

· The provision of roadside assistance.

· Offering online resources for self-resolution of problems.

· Planning regular service events for maintenance convenience.

· Offer a customer loyalty programme with special benefits.


9. [bookmark: _Toc134346400]Introduction Customer Journey Map 
Th A journey map is a visualization of the process that a person goes through to accomplish a goal. In its most basic form, journey mapping starts by compiling a series of user actions into a timeline. 
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(Source Created by CA Hall)
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10. [bookmark: _Toc134346401]Critical analysis of Mercedes customer journey map
The consumer's journey for a Mercedes-Benz luxury car begins with pre-purchase research and ends with ownership and post-purchase experiences. Mercedes-Benz uses several strategies to improve the customer journey, such as offering personalised content through their website and social media channels, developing an online configurator to customise vehicles, and using chatbots for customer support. Mercedes-Benz has also introduced touchpoints such as the "Mercedes me" app and concierge services to enhance the ownership experience. They have been able to differentiate themselves from competitors and provide a seamless and rewarding experience for their consumers by constantly innovating and adding new touchpoints.  
10.1. [bookmark: _Toc134346402]Strengths of Mercedes customer journey map
Mercedes-Benz carefully monitors (Joseph Michelli, 2021) the client experience and has multiple consumer touchpoints before, during, and after a transaction. These include visits to websites, reviews, test vehicles, and social media participation. Mercedes' careful attention in delivering an authentic experience at each touchpoint promotes consumer loyalty and confidence. Recognising their significance, they intend to introduce new touchpoints in 2023, such as digital cars research and sustainability initiatives. (Joseph Michelli, 2021).
10.2. [bookmark: _Toc134346403]Weakness of Mercedes customer journey map
The performance of Mercedes-Benz's customer journey mapping is limited by its lack of online communications support. Follow-up and relationship management after the sale may require refinement. Customers may also encounter difficulties with purchasing and website navigation. Interactive digital investigation capabilities could enhance the user experience. Without addressing these problem factors, customer loyalty may suffer. Mercedes-Benz has made progress in sustainability initiatives, but there is still place for improvement to satisfy the increasing demand for environmentally responsible products. (Michelli, 2021)
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(Facebook Mercedes May 2023)
11. [bookmark: _Toc134346404]Total engagement model (TEM)
The goal of the Total Engagement Model (TEM) is to engage consumers throughout their entire journey, which encourages loyal relationships. TEM can be used to recognise and improve the customer experience. Mercedes-Benz places a premium on lead capture during the planning phase and can benefit from TEM's framework for having a positive customer experience. 
They build a strong brand and customer loyalty by using touchpoints throughout the customer journey, which allows them to differentiate its offerings from its competitors and address content issues. (Mercedes-Benz Brand Experience, 2023). 
[image: ]Mercedes can improve the consumer experience by including pre-purchase touchpoints, such as social media advertising and experiential marketing events. To maintain a seamless and engaging consumer experience, TEM can be improved. 
(Source Created by CA Hall)
12. [bookmark: _Toc134346405]Recommendations/New touchpoints
It is important that Mercedes-Benz consider its new touchpoints and future recommendations critically as they continue to explore boundaries and adapt to changing consumer requirements. Mercedes must continually adapt to improve their consumer journey in the current digital age. By assessing their strengths, weaknesses, and potential areas for improvement, they can identify crucial opportunities to improve consumer satisfaction and brand loyalty. Mercedes-Benz should consider adding new touchpoints, starting with pre-purchasing: Augmented reality (AR) technology and Integration with smart home devices, purchasing offering online chat support and Virtual Showroom, and Post Purchasing: starting a post-purchase follow-up programme, to further improve customer loyalty (Joseph Michelli, 2021). Mercedes-Benz has an effective customer journey mapping strategy overall, but there are always possibilities for improvement.
13. [bookmark: _Toc134346406]Conclusions
In conclusion, Mercedes-Benz can create innovative marketing strategies that raise brand awareness by using the Shannon and Weaver model to create effective communication channels that convey concise brand messages to target audiences. Additionally, Keller's Brand Equity Model can be applied to increase the value of the brand and promote loyalty among customers. Managing and evaluating the customer journey via the customer map and Total Engagement Model (TEM) can assist in meeting stakeholder expectations. Mercedes-Benz can maximise customer satisfaction and keep up its standing in the status automobile market by implementing these strategies.
14. [bookmark: _Toc134346407]References
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Nikki Krause 3 doesn't recommend Mercedes-Benz of Bedford.
January 19 @

| bought 2 Mercedes in May.

A GLC suv for my Momma, off the lot and then put down a deposit and custom

ordered a 2022 AMG coupe!

| was contacted a week later by my salesman and told, Mercedes stopped taking
orders for 20225 and to come build a 2023. | did on June 2.

 was told | would have it by the end of the year. It's now January 19 and | still don't
have my car or an update.

What made me write this review is the email | just got from Mercedes of Bedford,
telling me that | can order a custom/pre-order Mercedes &

I will never buy another car at this dealership. and | get a new vehicle every 2 or 3
years,
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It's not often that | get to leave great reviews after visits to car dealerships, but that
certainly wasn't the case after my visit to Mercedes-Benz of Bedford. Upon my
arrival at the facility, the whole team greeted me and remained very friendly
throughout the entirety of my visit. | truly felt as if | belonged at the dealership.
Special shout-out to Max Kovacs for being a top-tier sales specialist and walking me
through a seamless purchasing process for my new Mercedes. | w... See more
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