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1. Process and stages of marketing including the role of the marketing mix.
Definition of marketing 
Marketing refers to the set of institutions, activities, and processes for communicating, creating, exchanging, and delivering offerings that add value to clients, customers, society, and partners. Marketers either direct their product their services to the consumers (B2C marketing) or other businesses (B2B marketing). Marketing is primarily concerned with attracting customers and therefore, it is referred to as the business process of anticipating, identifying, and satisfying the needs of the customers (Gong et al. 2017). The promotional contents in marketing generally include advertising, corporate anniversary, branding, direct marketing, mobile marketing loyalty marketing, and so on. 
Definition of the marketing process
The marketing process refers to certain steps that enable an organization to analyze opportunities in the market, identify issues related to the customers, create marketing content to appeal to the target audience, etc. The marketing process incorporates four different stages and these are strategic marketing, marketing implementation, marketing mix, and marketing control (Kriva and Malama, 2017). 
[image: Here's How the Marketing Process Works | Smartsheet]
Fig 1: Marketing process
(Source: Athaide et al. 2018) 
Main stages in the marketing process
There are multiple stages in the marketing process and these are discussed below:
· Mission statement: The mission of Mercedes-Benz is to "become the most renowned center for customer service in the automotive sector". To achieve the organizational goals, Mercedes-Benz is focused on building the best environment for the skilled workforce from all across the world (Athaide et al. 2018). They want to satisfy and delight the partners and the customers. 
· Situational analysis: Customer satisfaction in Mercedes-Benz is believed to be their strength. Moreover, they have delivered excellent performance in the new market. Product innovation is believed to be the key to their success. The distribution network is reliable and strong as well. They have been able to achieve a skilled workforce through effective training and development programs.  
· Objectives: Some of the organizational objectives of Mercedes-Benz are listed below:
· To be the number one vehicle company in the core business.
· To become the leading automobile business in the fields of connectivity, autonomous driving, mobility services, and electric mobility. 
· Adapting the corporate culture (Zhelev, 2020).
· Strengthening the divisional structure of the company
· Strategy: Some of the important strategies of Mercedes-Benz are listed below:
· The company is mainly concerned with profitable growth. 
· The company acts and thinks like a luxury vehicle brand.
· They are focused on expanding the target customer base by expanding the sub-brands. 
· They are concerned with embracing customers and increasing recurrent revenues. 
· Implementation and control: One of the primary strategies of Mercedes-Benz is to ensure sustainability as well as protect the climate and the environment. Therefore, they look forward to setting sustainable mobility standards in the coming years. Personal mobility is considered a fundamental need by the company and therefore, it is expected that the sustainable luxury market will expand rapidly in the automotive sector. The transportation of goods and people is believed to be a cornerstone of Mercedes’ economy (Singh, 2020). They expect that the demand for their luxury vehicle continues to grow all across the world. Mercedes-Benz has additional opportunities for profit and growth in the fields of fleet management, financial services, networked mobility solution, and digital solution. 
PESTLE analysis
The PESTLE analysis framework is widely used by Mercedes-Benz to evaluate the key external factors that influence their business activities. Therefore, the systematic and strategic evaluation of the opportunities, risks, and business prospects of Mercedes-Benz are discussed below in detail:
· Political impact: The taxation system of the UK has a major impact on the automobile industry. The import duty for vehicles is charged based on the engine category. Moreover, tax is calculated based on car cost, freight, and insurance. This is believed to be highly unfavorable for the imported automotive industry. The government policies in the UK are believed to be favorable for the luxury automotive industry like Mercedes-Benz (swotandpestle.com, 2020). It is since foreign firms can manufacture luxury vehicles locally. 
· Economic impact: The economic factors of the UK have a major impact on the sale of Mercedes-Benz. The currency rate fluctuation in the UK affects the production services and as a consequence, the price of luxury cars increases. This is believed to be a major threat to the automotive industry as the UK currency exchange rate with other nations makes the prices of luxury and imported vehicles much higher than that of the locally manufactured vehicles. The economic slowdown in the UK would lead to resist job opportunities. The purchasing power of the customers would reduce due to the low income and increased unemployment. Overall, the economic factors of the UK are believed to be unfavorable for Mercedes-Benz. 
· Social impact: The social aspects of the UK are defined by the income of the people. The high income of people influences them to buy luxury vehicles. It is believed to be a symbol of prestige and wealth. This is highly favorable for Mercedes-Benz and they have the opportunity to target the high-income category of the UK. Moreover, the British natives with a driving license generally own luxury vehicles. The high demand for luxury vehicles in the UK is, therefore, a major opportunity for Mercedes-Benz (swotandpestle.com, 2020). The people in the UK prefer to buy vehicles with modern techniques and advanced technologies and Mercedes-Benz can fit their needs. The safety and advancement of luxury cars matter more than the price.  
· Technological impact: Mercedes-Benz has been able to identify the technological needs of the people in the UK. The company has adopted new and advanced technology to reduce its impact on the environment. It is expected that the increased use of driverless and hybrid cars in the future would enable Mercedes-Benz to address environmental issues and drop the number of road accidents. Moreover, advanced technology has also been used by car companies to incorporate safety, which is the primary demand of the people in the UK. Overall, the technological factors in the UK are favorable to the business of Mercedes-Benz. 
· Legal impact: To improve business activities in the UK, Mercedes-Benz needs to comply with the regulations and laws of the state, the law governing bodies, and the government. The business laws in the UK have been effectively assessed by Mercedes-Benz. Moreover, the company has been successful in consistently meeting the safety demand of the people. They have also ensured environmental protection by responding to environmental laws, rules, and regulations in the UK (swotandpestle.com, 2020). Therefore, it can be said that the legal factors of the UK are favorable to the business operation of Mercedes-Benz. 
· Environmental impact: All the environmental standards of the UK have been met by Mercedes-Benz. The company has also formed a partnership with 'climate enforcement law agencies' to address some of the critical issues related to the environment.  Climate change in the UK is believed to be a major concern for luxury car companies and therefore, Mercedes-Benz must implement strategies to gain a competitive advantage in the automotive sector. The supply chain of the company along with its business model is immensely faultless for the business environment in which the company operates. 
Porter’s Five Forces: This framework is used by Mercedes-Benz to assess the business competition. The five forces, which are discussed below determine the competitiveness of the company: 
‘Competitive rivalry’ (High): The premium and luxury automotive industry in the UK is subjected to intense competition. Some of the significant competitors of Mercedes-Benz include Audi, BMW, Lexus, Jaguar, Volvo, and Porsche. The luxury vehicle produced by these popular brands is different in terms of design, luxury, functions, and technology. Mercedes along with its potential competitors charge a premium price for their products (Liu et al. 2017). Customers in the UK, therefore, have a range of luxury car companies to choose from making the competition more intense. 
‘Threat of new entrants’ (Low): While entering the market, car companies are likely to come across a range of entry barriers. One of the most significant entry barriers includes brand equity which has already been developed by popular car companies like Mercedes-Benz. As observed from research, several Asian vehicle companies attempted to enter the market but failed due to them the intense completion from the existing players. As a result of this, the new firms were unable to achieve a significant market share (Kumar et al. 2020). Customers are unlikely to switch to new brands due to the popularity and reputation of car companies like Mercedes-Benz. 
‘Bargaining power of suppliers’ (Low): The automotive industry has a large number of suppliers and therefore, their bargaining power is significantly low. The suppliers in the luxury automotive sectors are unable to influence prices. The manufacturers like Mercedes-Benz have set a high standard regarding their quality and specification and therefore, they only choose those suppliers who can meet these requirements (Kumar et al. 2020). Mercedes-Benz suppliers include wood designers, leather product makers, and electronic device and car interior providers. It is therefore an honor for the suppliers to supply products to a brand like Mercedes-Benz. 
‘Bargaining power of buyers’ (High): Luxury and premium car companies are available in large numbers and therefore, customers can choose from a large number of brands. The purchasing decision of the customers is generally influenced by the comparison of pricing, features, safety standards, technology, and so on. Moreover, there are car companies like Rolls Royce which allow customers to customize the products (Liu et al. 2017). Due to the low switching cost, customers can shift to other brands from Mercedes-Benz. 
The threat of substitute (Medium): Premium or luxury vehicles do not always meet the transportation requirement of the people. They are rather a symbol of prestige, wealth, and status. Car companies like Mercedes-Benz act as a self-perception for achievements and success. Some of the most potential substitutes of luxury brands are low-budget vehicles (Liu et al. 2017). Moreover, there are other modes of transport like trains, cabs, and busses which act as a substitute as well. 
SWOT analysis
The factors which enable Mercedes-Benz to make business decisions are discussed below
	Strength
	Weakness

	· High Top-Of-Mind-Awareness (TOMA): Mercedes-Benz is among the 'German Big 3' premium and luxury automakers (the other two being BMW and Audi). The primary focus of Mercedes is sponsorship and therefore, they spend mainly on events to attract a wealthy crowd.  
· Constant product innovation: Mercedes is focused on technological advancement. In the year 1886, internal combustion technology was introduced by the company. In 2013, 'pre-safe' technology was introduced by them (marketing91.com, 2020). The safety-features are constantly improved by the brand. 
· Financial stability: The financial position of Mercedes is strong. The shared resources of the renowned brands owned, Daimler, reduced the operational cost of Mercedes. 
	· Expensive maintenance and after-sale services: Servicing cost is believed to be a significant deciding factor that influences the buying plan of the customers. The servicing cost of Mercedes is higher than that of the other luxury car companies. 
· Conflicting goals: Dialmer being a large group is subjected to conflicting objectives and this affects the individual decisions of Mercedes-Benz (marketing91.com, 2020). 
· Stunted distribution: Even though Mercedes-Benz can expand strongly; the growth of the company is stunted due to the exclusive vehicle distribution.  


	Opportunities
	Threats

	· Increased demand for luxury cars: Premium vehicles are observed as a symbol of prestige and wealth and therefore, their demand is increasing rapidly. 
· Technological advancement: The futuristic technologies related to fuel efficiency and hybrid cars might allow Mercedes to emerge as a global market leader (marketing91.com, 2020). 
· Expansion in the Asian market: Mercedes has recently shifted its focus to the developing Asian markets like India and China due to the increase in disposable income, stable economic conditions, and changing lifestyle. 
	· Intense completion: Mercedes is subjected to intense market competition due to the presence of other luxury brands, BMW, Audi, and Volvo. 
· Fuel price fluctuation: The volatility in the price of the fuel is a concern for Mercedes. Moreover, the government regulations concerning an alternative fuel such as shell gas and CNG is affecting its inventory.
· Sluggish economy: The uncertainty in macro-economy, unemployment, the recession might daunt the luxury automotive sector for a significant period (marketing91.com, 2020). 



        Advantages and disadvantages of SWOT analysis for Mercedes-Benz:
Advantages:
· SWOT analysis is a necessary tool for managers of Mercedes-Benz to make a situational analysis of the company.
·  Is a very helpful technique for its business environment.
· With SWOT analysis Mercedes-Benz can dominate the position in the market by critically considering and reviewing.
·  For this company, SWOT analysis maintains good and efficient coordination between diverse departments like finance, marketing, management.

Disadvantages:
· SWOT analysis is not an effective tool to reveal a competitive advantage.
·  The Mercedes-Benz SWOT analysis is represented only as a starting point to propose strategies but is not based on an implementation plan, details on the competitivity of the company.
·  Some factors of a company can be both strengths and weaknesses together.

Segmentation, targeting, and positioning: The market segmentation of Mercedes-Benz:
· Geographical segmentation: metro cities.
· Psychographic segmentation: High-class people showing off their status and wealth.
· Demographic segmentation: High income and middle-aged people.
· Behavioral segmentation: Service and quality, special occasion (Vishnoi et al. 2018). 
The targeting of Mercedes-Benz:
· Niche market: This includes the high-class and rich customer base because Mercedes is primarily concerned with profitable growth. 
The positioning of Mercedes-Benz:
· Mercedes has built a strong connection and effective relationship with customers and this has enabled them to enhance brand engagement. Due to this, they have been able to achieve a competitive advantage over BMW, Volvo, and Audi (Pongpeng and Piyaphanyamongkol, 2020). 
· The premium pricing influences the purchase decision of Mercedes-Benz. 
Marketing Mix 
The 4Ps marketing strategies of Mercedes-Benz are discussed below:
Product: Mercedes-Benz offers a wide range of products that includes passenger cars, heavy equipment, and light commercial vehicles. The luxury car segment of Mercedes-Benz includes SUVs, sedans, and sports cars. The new generation segment of the company includes A-Class CLA and B-Class (Valand and Gaur, 2020). The company has various roadsters and cabriolet products as well. The Bluetec and 4matic are some of its best technologies. 
Price: Mercedes-Benz offers premium-priced cars and luxury vehicles. Due to its existence in the luxury car segment, it mainly targets the niche market segment that is more concerned with quality rather than price. Mercedes has a wide range of products which are generally priced between $30,000 to more than $100,000 (Vangelov, 2017). 
Place: Mercedes-Benz exists almost everywhere in the world. The service stations and dealership of Mercedes-Benz is also present in various nations. Some of the most important markets of Mercedes-Benz include China, Europe, Asia-Pacific, Germany, Europe, and North America, and so on. (Vangelov, 2017) The plants and factories of Mercedes-Benz are also present in every part of the world. 
Promotion: Mercedes-Benz is known for its aggressive promotional activities. The company uses various media channels like TV, billboards, online, and print for advertising and promotion. However, the company does not widely use traditional modes of promotion and advertising. They are currently more focused on customer interaction through social media, online marketing, and print media, and so on (Valand and Gaur, 2020). They sponsor sports events like Golf tournaments where the Mercedes Trophy is presented. 
Conclusion and recommendation
Mercedes-Benz has a global appeal due to its effective marketing strategies. The premium pricing strategy has enabled the company to target a high-class and rich customer base. The high demand for a luxury car is believed to be a major opportunity for its growth and advancement. The constant technological evolution allowed the company to improve and upgrade its safety features and quality is the primary concern of its business. 
The recommendations are listed below:
· It is recommended that Mercedes-Benz should allow its customers to customize some of the products and this would enable them to gain a competitive advantage. 
· It is recommended that Mercedes-Benz should provide more benefits to customers while they purchase the second product from the same dealer. This would allow them to strengthen customer relationships (Balasudarsun et al. 2018). 
2. Stakeholder engagement and their impact on the marketing activities of Mercedes-Benz 
Definition of stakeholder
Stakeholder refers to the group or members who have an interest in the business. They are not only influenced by the business but also influence the business through their activities. An organization can't exist without the support of the stakeholders. There are generally two different types of stakeholders and these are primary stakeholders and secondary stakeholders (Röwekämper, 2016). While the primary stakeholders are the internal stakeholders, the secondary stakeholders are the external stakeholders.  
Definition of internal and external stakeholder with examples
The two different types of stakeholders are defined below:
Internal stakeholders: The primary stakeholders of a business refer to the individuals who are directly engaged in the financial transaction with the organization. The business decision of Mercedes-Benz is influenced by primary stakeholders. Therefore, some of the most prominent examples of the internal stakeholders of Mercedes-Benz are customers, employees, creditors, suppliers, and shareholders. 
External stakeholders: These are the secondary stakeholders and do not engage in any form of financial exchange with the firm. While they affect some of the business activities of an organization, the business activities, to some extent, affect the external stakeholders as well (Röwekämper, 2016). The business decisions of Mercedes-Benz are influenced by the external stakeholders as well and some of the most prominent examples of external stakeholders in Mercedes-Benz include government, civil groups like NGOs, professional associations, analysts, trade unions, scientists, the media, politicians, residents, municipalities, and neighbors within the community where the company operates.
Some of the primary concerns of the external and the internal stakeholders are listed below:
Government: Some of the most important concerns of the government include taxation, legislation, VAT, employment, legalities, truthful reporting, and externalities, and so on. 
Employees: The staff and employees are generally concerned with pay rates, compensation, job security, respect, appreciation, truthful communication, recognition, and acknowledgment, etc. 
Customers: The primary concerns of the customers are value, customer care, product quality, and ethical products (Bajalski and Šević, 2020). 
Suppliers: Some of the most significant concern of the suppliers includes product and service providers, equitable business opportunities, etc. 
Creditors: They are concerned with credit score, liquidity, and new contracts. 
Community: Some of the primary concerns of the community include job, environment protection, involvement, truthful communication, and share. 
Trade unions: These individuals are concerned with jobs, worker protections, and quality. 
Owners: They are generally concerned with profitability, market share, longevity, market standing, raising capital, succession planning, growth, capital, and social goals (Bajalski and Šević, 2020).
Investors: Income, Return on Investment (ROI).  
[bookmark: _Hlk60272718]How the company communicates with the stakeholder and the impact of stakeholders on marketing activities 
In an attempt to maintain effective stakeholder relationships, Mercedes-Benz has defined multiple areas of responsibilities, dialogue formats, and communication channels which are believed to be valid across all the Daimler Group. The department of Corporate Responsibility Management is responsible for creating a proactive and institutionalized dialogue with the potential stakeholders. The Corporate Sustainability Office and Corporate Sustainability Board are responsible for coordinating this dialogue. The ‘Daimler Sustainability Dialogue’ is believed to be the central format for the Mercedes-Benz stakeholder format. Since 2008, the ‘Daimler Sustainability Dialogue’ is held every year in Stuttgart and this is an opportunity for Mercedes to bring together the various stakeholders, Board of Management, representative, and executive management (Daimler.com, 2020). The event allows the stakeholders of Mercedes-Benz to exchange ideas. The Daimler representatives expect the external participants to provide feedback. The stakeholders along with the representatives attempt to achieve the target objectives of the organization. These activities are reported in the following stakeholder events. 
In an attempt to promote the adoption of a sustainability standard and discuss the local challenges all across the world, Daimler Sustainability Dialogue events are organized. The stakeholders are other experts are involved in the event and the representatives address some of the most critical issues including environmental protection, human resource, legal affairs, and integrity. 
The Advisory Board of Mercedes for Corporate Responsibility and Integrity act as a significant source for Daimler's input ever since the year 2012. The independent members of the boards come from various fields of business and science, civic organizations and they offer constructive and critical support for the corporate responsibility and integrity process at Daimler.
Daimler is known for utilizing print media and online media, expert discussions, workshops, regional and local dialogue events as well as stakeholder surveys to communicate effectively with the stakeholders. An extensive online stakeholder survey was conducted in the year 2017 to validate the Sustainable Strategy 2030 of Mercedes-Benz (daimler.com, 2020). This survey was conducted to confirm the focus topics prioritization which was performed within the strategy process framework. Interdisciplinary conferences have also been staged by Mercedes-Benz to carry out an active dialogue session with the potential stakeholders. The stakeholders addressed the legal and ethical situation regarding autonomous driving. 
The stakeholders have a major impact on the business activities of Mercedes-Benz. They provide the company with several inquiries concerned with the multiple sustainable related topics. The stakeholders within the area of operation are also involved in the dialogue. The concerns are addressed by the people before starting the operations. The residents around the area of operation can obtain information regarding project status (daimler.com, 2020). In special projects and connection, Mercedes-Benz address concerns, questions, criticisms as well as suggestions proposed by the stakeholders at the area of operation and this is an opportunity to carry out an open-ended dialogue with the stakeholders.
Conclusion and recommendation
The involvement of stakeholders is one of the priorities of Mercedes-Benz. They believe that to ensure success, stakeholder communication is essential. The stakeholders have legal, ethical, financial, and ecological expectations from Mercedes and it is a part of their corporate responsibility to meet the needs of the stakeholders. 
The recommendations are provided below:
· Mercedes-Benz needs to interact with those stakeholders that are specifically resistant to any change in the organization. 
· It is recommended that a data management system is used by the company to summarize some of the key information related to stakeholders (Gong et al. 2017).  
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