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[bookmark: _Toc224791105]1.0 Introduction
Mercedes-Benz Group AG is one of the most prominent premium car manufacturers in the world and one of the most important icons in German technology and luxury. Germany is the mother country of the firm and can be discussed as a mature and highly regulated European premium car market, whereas China is now the largest single car market in terms of volume and is considered where the future of the strategic global plan is acting (Mercedes-Benz Group, 2022; Market.us, 2025). The report focuses on the entry mode and marketing mix of Mercedes-Benz in Germany and China in the international market on the basis of the existing international models of marketing and the latest available information. It analyses the comparison of the macro-environmental conditions through PESTEL on one hand, the segmentation, targeting and positioning (STP) and 7Ps (extended 7Ps) on the other, analyses the direction of development strategy of the firm in China and analyses ethical concerns relating to marketing mix with recommendations to the international marketing of Mercedes-Benz. A reflective description, based on Gibbs' reflective cycle (Gibbs 1988), to assess the process of conducting research and preparing the report.



[bookmark: _Toc224791106]2.0 International Market Entry Strategy of Mercedes-Benz in Germany and China
[bookmark: _Toc224791107]2.1 Conceptual Background
The international market entry strategy is related to how companies structure cross-border operations by export, contractual and investments, often in curve-shaped forms that combine relational, digital and asset-heavy aspects (Dinu, 2018; Watson et al., 2018). Foreign direct investment (FDI), licensing, franchising and strategic alliances usually accompany the traditional export-based growth, and the exact structure is determined by the institutional distance, market potential, as well as the resource base of the firm (Czinkota, 2011; Keegan and Green, 2013). 
[bookmark: _Toc224791108]2.2 Germany and China: Comparative Entry Logic
Mercedes-Benz is not entering a foreign market in Germany but its home-market base. With the EU integration, the company enjoys the advantage of complete ownership and control of production, R&D and supply chains, and Germany also serves as an export hub to Europe and other markets wor;ldwide (Keegan and Green, 2013; Hummels, 2007).
In comparison, China is a strategically important foreign market which has needed to be localised further. The local R&D and closer reference to regulations have contributed to the development of Mercedes-Benz presence that was built on imported sales to joint-venture production. This is indicative of the increased resource allocation required in major emerging markets where legitimacy, competitiveness and suitability to local demand require cooperation with local partners (Baack, 2018; De Búrca et al., 2004; Watson et al., 2018). The table below reflects the comparative significance of Germany and China on the sales portfolio of Mercedes-Benz in the rest of the world and assists in comprehending what each market contributes to the international strategy of the brand (Zou and Cavusgil, 2002).
[bookmark: _Toc223207198] Table 1: Approximate distribution of Mercedes-Benz Cars unit sales by key market (2024) (Mercedes-Benz Group (2024); Market.us (2025)
	Market
	Approximate share of global car unit sales
	Role in global strategy

	China
	About one third
	Largest single market; high-growth but increasingly volatile, NEV-led (Mercedes-Benz Group, 2024).

	Germany
	Just over one tenth
	Home market; mature premium segment, hub for European exports.

	United States
	Around one-sixth
	Key profit driver in the mature premium segment.

	Other Europe
	Around one-fifth
	Integrated regional base under the EU single market (Market.us, 2025).

	Rest of the world
	Remaining share
	Growth opportunities in Asia-Pacific, the Middle East and Latin America.



The conceptualisation of Figure below places Mercedes-Benz entry pattern on a continuum. Germany is a centre of the domestic and regional markets through the EU integration whereas China is a high-commitment, high localization market that depends on joint ventures, local R&D and high levels of their adapted marketing.
[image: ]
[bookmark: _Toc223207196] Figure 1: International entry continuum for Mercedes-Benz from Germany to China (Self-Designed based on Dinu, 2018; Watson et al., 2018; Mercedes-Benz Group, 2022)
On one side, Germany is a home market and regional export base that has full ownership and control. Shifting down the spectrum, China appears to be the high-investment, high-localization extreme with joint venture, local plants, digital integration and regulatory co-ordination (Dinu, 2018; Mercedes-Benz Group, 2022).


[bookmark: _Toc224791109]3.0 Comparative Macro-Environment: Germany vs China (PESTEL)
PESTEL analysis is a methodical window where international marketing practises can be considered in relation to the political, economic, social, technological, environmental and legal forces (Buye, 2021; Christodoulou and Cullinane, 2019).
[bookmark: _Toc224791110]3.1 Political Factors
Political Factors of Germany
Germany is a stable liberal democracy in the context of the European Union, where policy making is predictable and institutions strong. In the case of Mercedes-Benz, the EU-based laws on the phenomenon of emission, safety and competition hold particular significance, as they affect the process of product and cost structure development locally (Czinkota, 2011; Keegan and Green, 2013). European Green Deal objectives and national climate policy that promote manufacturers to electrification and renewable energy utilisation have a substantial influence on the German operations of the company. The case of Mercedes-Benz building one of the largest onshore wind farms in Germany to supply power to its operations can be seen as an instance of a political and regulatory pressure turned into strategic investments that affect both operation and brand positioning (OnestopESG, 2025; Mercedes-Benz Group, 2026).
Political Factors of China
China is a one-party, centralized state where even in the automotive industry, industrial policies are dictated by long-term national strategies and special treatment. A powerful policy in favour of New Energy Vehicles by the government in the form of subsidies, licence plate privileges and infrastructure investments has been adopted to help the country reduce pollution, as well as to help domestic champions (Zipser, 2019). In the case of Mercedes-Benz, this environment has opportunities in the high-end NEV business but requires a strong-tie attitude towards regulatory goals and collaborating with domestic allies (Xinhua, 2024; China Daily, 2024).

[bookmark: _Toc224791111]3.2 Economic Factors
Economic Factors of Germany
Germany is a mature high-income automobile market whose history of producing high-end automobiles is tremendous. German premium brands such as Mercedes-Benz, BMW and Audi compete heavily, but the demand remains relatively steady and heavily quality- and long-term value-oriented (Baack, 2018; PwC, 2019). The per-capita income is high and the firm already has a high number of corporate fleet clients and affluent families, but the rates of growth are minimal compared to the last few decades (Market.us, 2025).
Economic Factors of China
China has been the biggest automotive market in the world in terms of market volumes and the single biggest market of Mercedes-Benz in terms of car sales (Mercedes-Benz Group, 2022; Market.us, 2025). The latest economic deceleration, stress within the property industry, and evolving consumption habits have depressed growth and exerted strain on high-end imported and joint venture brands, nevertheless. The fact that consumers have been more cautious has impacted high-end car sales, and it has hit European luxury manufacturers particularly hard (Associated Press, 2025). 
[bookmark: _Toc224791112]3.3 Social and Cultural Factors
Social and Cultural Factors of Germany
The main aspects of explaining the premium car are social and cultural. According to Hofstede (2011), Germany is a moderate power distance, relatively high uncertainty avoidance country. According to Abubakari et al. (2018), such cultural dimensions are significant to cross-cultural strategy. Top buyers in Germany lay more emphasis on functional performance, safety, reliability and engineering quality, and are somewhat suspicious of flaunting wealth. 
Social and Cultural Factors of China
According to Hofstede (2011), the Chinese culture is more collectivist, has higher power distance and is characterized by high long-term orientation. Abubakari et al. (2018) emphasize that these cultural patterns impact the cross-cultural strategy because it creates an attitude towards status, authority, and long-term planning. The age of Mercedes-Benz customers in China is significantly younger than in Germany and, in most cases, in the mid-thirties, particularly in Tier-1 cities (Zipser, 2019; Yao, 2022). The social signalling value of luxury car ownership is strongly associated with professional achievement and family status, although uncouth conspicuous consumption is growing more politically sensitive. Chinese consumers are hyper-digital too and, therefore, are very dependent on utilizing super-apps and social media in their decisions (Dash and Sharma, 2019).
[bookmark: _Toc224791113]3.4 Technological Factors
Technological Factors of Germany
Germany is one of the biggest automotive R&D hubs in the world. Mercedes-Benz has been leading on safety inventions, powertrain growth and, lately, software-defined vehicles and autonomous driving systems (Mercedes-Benz Group, 2022). The local technological scene is friendly to luxury engineering skills and developed supply chains. Meanwhile, the mobility and marketing are quickly being digitized, which entails the fact that the company will have to expand the opportunities of artificial intelligence, predictive analytics and digital customer experience to remain competitive (Milovanović and Novaković, 2025).
Technological Factors of China
China has also become a high-tech ecosystem, a mobile payment, and a platform-based service pioneer. Automotive customers are insisting on a smooth connection between cars and digital lives (Zipser, 2019), such as car access to in-car entertainment, navigation, and social media. There is standardized software-based vehicle design and over-the-air updates at domestic NEV manufacturers. Mercedes-Benz has acted on this by establishing localized R&D facilities and has made China-specific digital features and linked services, including long wheelbase sedans, to fit chauffeur use and enhanced infotainment (Yao, 2022). In this respect, AI and predictive analytics gain more and more relevance in the marketing and customer engagement process.
[bookmark: _Toc224791114]3.5 Environmental Factors
Environmental Factors of Germany
Germany is very strict in environmental expectations and regulatory requirements. Decarbonization is a national commitment, and the strict CO2 fleet limits in the EU compel manufacturers to increase the pace of their shift to electrified powertrains and decrease their carbon output (PwC, 2019). The environmental strategy of Mercedes-Benz entails sourcing green electricity, investing in renewable energy sources, including the onshore wind project, and the targeted carbon-neutral new car fleet by 2039 (Mercedes-Benz Group, 2022; OnestopESG, 2025). 
Environmental Factors of China
The environmental situation in China is conditioned by the issues of air contamination and motivated actions of the government with regard to the decrease in emissions. The necessity of promoting air quality in big cities is one of the reasons behind the promotion of NEVs, which is evidenced by high policy incentives and promotion of the desire to switch to electric among consumers (Zipser, 2019). In the case of Mercedes-Benz, this causes pressure but also opportunities: pressure due to domestic NEV players who offer competitive products at lower prices; opportunities due to the potential to find high-quality and environmentally responsible products in trusted international brands (Athwal et al., 2019; Yao, 2022).
[bookmark: _Toc224791115]3.6 Legal Factors
Legal Factors of Germany
Mercedes-Benz will have to comply with the German and the EU standards regarding emissions, automotive safety, competition, consumer protection, and data privacy. EU data protection provisions, such as the General Data Protection Regulation (GDPR), are highly restrictive on the use of customer data with direct implications on AI-based personalization in marketing and related vehicle services (Milovanović and Novaković, 2025). The climate of the post-diesel emissions scandals has led to greater regulatory and social attention to environmental emissions and testing of products (Athwal et al., 2019).
Legal Factors of China
The Chinese regulatory landscape on automotive safety, emissions, data governance and foreign investment is rapidly changing. The localization of data and the regulations of cybersecurity ensure that the data produced by vehicles and customers in China must be stored locally and that this data should be the focus of local control, which complicates the problem of integrating data across countries (Milovanović and Novaković, 2025). The foreign manufacturers must confront complex approval procedures and local content requirements. Mercedes-Benz should design its products and digital services with local data governance in mind and a good fit with the joint venture partners and regulators (Zipser, 2019).



[bookmark: _Toc224791116]4.0 Comparative Analysis of STP and the International Marketing Mix (7Ps)
[bookmark: _Toc224791117]4.1 Segmentation, Targeting and Positioning (STP)
Segmentation, targeting and positioning play a pivotal role in international marketing since they influence the manner in which the firms distribute resources, the priority customer groups and the ability to maintain competitive advantage across markets (Zou and Cavusgil, 2002; Kotler et al., 2023). Mercedes-Benz is present on all three Top-End Luxury, Core Luxury, and Entry Luxury market segments globally, whereas its most recent corporate strategy has focused more on the value over volume and the increased focus on the more lucrative vehicles instead of sheer volume increase (Mercedes-Benz Group, 2024; Global Banking and Finance Review, 2025). 
[bookmark: _Toc223207199] Table 2: Comparative STP of Mercedes-Benz in Germany and China (Mercedes-Benz Group, 2022, 2024); Li (2025); Wen (2022); Yao (2022)
	Element
	Germany
	China

	Segmentation
	Affluent professionals, corporate fleets, performance enthusiasts, and eco-oriented premium buyers in a mature market (Yao, 2022)
	Young urban elites; aspiring middle class; high-net-worth individuals; NEV adopters in a high-growth but volatile market (Li, 2025).

	Targeting
	Emphasis on fleet and company car segments; established households; early EV adopters
	Emphasis on younger, first-time luxury buyers; status-conscious professionals; digital-centric NEV buyers

	Positioning
	Heritage, engineering quality, safety and emerging sustainability (Li, 2025).
	Global prestige “made for China”, status and technology with localized features


 
In Germany, Mercedes-Benz competes in a fully developed high-end market with the segmentation that is more or less stable, and customers already possess high awareness of the brand and heritage (Mercedes-Benz Group, 2022). It is less first-time luxury aspiration that drives demand and more functional and symbolic values like engineering quality, safety, reliability and long-term ownership value that prevail among affluent professionals and fleet buyers (Yao, 2022; Li, 2025). 
The STP logic has more dynamic nature in China as the premium automotive market is socially ambitious and digitally mediated (Yao, 2022; Wen, 2022). The younger urban elites, high-net-worth consumers, and upwardly mobile buyers are included in the segmentation as they tend to use luxury vehicles not merely as a transport product but as a symbol of success, modernity of lifestyle and technology (Yao, 2022; Li, 2025). 
[bookmark: _Toc224791118]4.2 International Marketing Mix (7Ps)
The 7Ps, also known as the extended marketing mix, is an effective model to demonstrate how companies use segmentation, targeting and positioning to make concrete marketing decisions in the global markets (Išoraitė, 2021; Jain et al., 2022). The 7Ps framework is especially applicable to service intensive and high-contact industries like high-end vehicles where value is created not just in the main product, but also in the pricing rationale, distribution channels, brand message, service staff, buying activities and the physical space in which the brand is consumed (Doole and Lowe, 2012; Išoraitė, 2021). 
[bookmark: _Toc223207200] Table 3: Comparative 7Ps marketing mix in Germany and China (Doole and Lowe (2012); Dash and Sharma (2019); Wen (2022); Yao (2022); Mercedes-Benz Group (2022, 2024)
	P
	Germany
	China

	Product
	Full premium portfolio, relatively conservative adaptation; EVs expanding
	China-specific long-wheelbase sedans and SUVs; locally tailored NEVs and digital features

	Price
	Premium positioning with structured fleet and leasing schemes (Doole and Lowe, 2012).
	Premium list prices, but strong discounting and promotional finance

	Place
	Dense dealer network; emerging agency model; online configurators
	Extensive dealer and showroom network, including malls; integrated online-to-offline journeys

	Promotion
	Mix of traditional and digital media; emphasis on safety, quality, sustainability
	Heavy use of local social media, live-streaming and influencers; emphasis on status and digital innovation

	People
	Technically knowledgeable dealer staff and structured after-sales (Mercedes-Benz Group, 2024).
	High-touch hospitality with staff skilled in digital tools and luxury service

	Process
	Increasingly omni-channel but still dealer-centred
	More fully digital, with search, purchase and after-sales integrated via platforms

	Physical evidence
	Modern but relatively restrained dealerships with heritage cues
	Flagship experience centres with dramatic design and digital displays (Mercedes-Benz Group, 2024).


 
As it can be seen in Table 3, Mercedes-Benz does not use the 7ps in Germany and China in the same way. Rather, the company uses a selective adaptation strategy in which certain features are globalised to preserve the global brand image, whereas other are adapted to the local market environment (Eze et al., 2024; Rashkova et al., 2024). The marketing mix in Germany is rather stable due to the fact that Mercedes-Benz conducts business in the home market and brand heritage, engineering quality and developed dealer systems are already providing great competitive advantage to the company (Mercedes-Benz Group, 2022; Mercedes-Benz Group, 2024).
In China, there is more to adjust since the consumer expectations, digital behaviour and competitive pressure are not similar to those in Germany (Wen, 2022; Yao, 2022). This is best represented in the product, promotion, process and physical evidence areas where Mercedes-Benz focuses on the localised features of vehicles, increased digital interaction and more experience-based retail formats to attract younger and more tech-savvy consumers (Dash and Sharma, 2019; Yao, 2022). In general, the table indicates that Mercedes-Benz standardises its core luxury identity but makes more significant adjustments to market-oriented aspects in China (Li and Wang, 2021; Eze et al., 2024).
According to Eze et al. (2024), the selective adaptation of products and promotion in the highly culturally and competitively different market is associated with better performance with core brand essence and certain systems retained in the standardized position. The same argument is made by Rashkova et al. (2024), indicating that an online integrated marketing communication has the advantage of a standardized core brand story with localized media and content. 
[image: ]
[bookmark: _Toc223207197] Figure 2: Standardization–adaptation profile of the Mercedes-Benz 7Ps between Germany and China (Self-Designed based on Dinu, 2018; Watson et al., 2018; Mercedes-Benz Group, 2022)
The extent of core brand identity and platform technology is relatively standardised and yet product specifications, promotion, place, process and physical evidence display a clustering of greater adaptation in China (Li and Wang, 2021). In Germany, the moderate adaptation is mostly in the form of price and distribution models, which is more representative of the difference in institutions but less of a cultural distance (Eze et al., 2024; Mercedes-Benz Group, 2024).



[bookmark: _Toc224791119]5.0 Directional Development Strategy in China
[bookmark: _Toc224791120]5.1 Ansoff Matrix Perspective
The directional development of Mercedes-Benz in China could be viewed based on the Ansoff product-market matrix that distinguishes between market penetration, market development, product development and diversification (Kotler et al., 2023; Baack, 2018). As Yao (2022) notes, simultaneously, it is intensively penetrating the existing premium segments and also introducing new China-specific products. Table 4 positions the chosen initiatives in the Ansoff model (Quach et al., 2024).
[bookmark: _Toc223207201] Table 4: Mercedes-Benz directional strategies in China (Ansoff matrix perspective) (Yao (2022); Mercedes-Benz Group (2024); Global Banking and Finance Review (2025); Xinhua (2024)
	Strategic focus
	Example initiatives in China
	Directional classification

	Deeper penetration
	Strengthening dealer coverage beyond Tier-1 cities; customer-experience enhancements; selective discounting
	Market penetration

	Product localisation
	Long-wheelbase and China-specific sedans and SUVs; connected-service packages tailored to local users EY, 2026).
	Product development

	NEV expansion
	Launch of new premium EVs for Chinese market; localisation of battery and software (Masih et al., 2025).
	Product development and market development

	Portfolio premiumisation
	Emphasis on Maybach and top-end luxury; “value over volume” pricing discipline
	Market penetration with premium focus


 
As demonstrated in Table 4, Mercedes-Benz development strategy in China is focused primarily on the market penetration-based and product development-based, in comparison to diversification (Kotler et al., 2023; Quach et al., 2024). It is indicative of the company trying to consolidate its presence in the premium segment through a better penetration of dealers, better customer experience and additional China-specific products, particularly in the EV and connected-car segments (Mercedes-Benz Group, 2024; Yao, 2022). The table also implies that Mercedes-Benz is not trying to grow everywhere but with a selective approach which is aligned with its wider value-over-volume orientation (Mercedes-Benz Group, 2024; Global Banking and Finance Review, 2025). 



[bookmark: _Toc224791121]6.0 Ethical Issues in the Marketing Mix
[bookmark: _Toc224791122]6.1 Sustainability and Green Positioning
Ethical concerns associated with the marketing mix of Mercedes-Benz in Germany and China. The question of sustainability is salient regarding the marketing mix. Athwal et al. (2019) claim that to create sustainable luxury marketing, combined environmental and social promises should be evident in products, operations and communication. The wind farm project of Mercedes-Benz in Germany and its desire to offset its carbon footprint in the world is a step in the right direction but the fact that a lot of its high-performance internal combustion engine models and high-end luxury vehicle models still make up the company product offering raise a question of how fast and fully it has transitioned and there is a great urgency in dealing with climate change (Mercedes-Benz Group, 2022; OnestopESG, 2025). The idea of sustainable-luxury writing means that when sustainable activities are considered as being real, but not a green washing, the messages must be closely linked with quantifiable improvements (Athwal et al., 2019).
[bookmark: _Toc224791123]6.2 Conspicuous Consumption and Social Equity
The relationship between luxury marketing and social inequality is also a problem in relation to the ethical issues in China. As the economic growth rate decreases, and the discourse of examination of policy turns more toward common prosperity, ultra-luxury vehicles might be considered insensitive or socially divisive to promote highly conspicuously (Associated Press, 2025; Athwal et al., 2019). As demonstrated by Quach et al. (2024), multicultural and ethically-concerned marketing teams can facilitate the concept of framing sustainable luxury in a manner that does not swing to either direction toward either aspiration and inclusivity. In the case of Mercedes-Benz, it translates to the necessity of low-key and conscientious storytelling with consideration to the social context, whereby the themes of sustainability, innovation and long-term value are interwoven in opposition to the pure status display.
[bookmark: _Toc224791124]6.3 AI, Data and Privacy
Another ethical concern is the use of AI and predictive analytics in marketing and related vehicle services. Milovanović and Novaković (2025) stress that, along with having the potential to introduce advanced personalisation and efficiency, AI also presents the risk of intrusion into privacy, lack of transparency in decision-making and possible bias. In Germany, GDPR has drastic restrictions on the use of data, whereas in China, the legislation of data localization and cybersecurity creates another set of requirements (Keegan and Green, 2013). Mercedes-Benz is struggling to come up with an ethical data strategy in European and other markets that transcends the minimum standard of legal compliance and trust and does not result in reputational damage. Ethical standards in marketing based on AI must be secured by having clear consent mechanisms, clear explanations about the use of data and protection against discriminatory results.



[bookmark: _Toc224791125]7.0 Recommendations for Future International Marketing Strategies
[bookmark: _Toc224791126]7.1 Consolidate Sustainability-Centred Positioning
In Germany and China, Mercedes-Benz should make its brand sustainability-centred strategy more coherent. This involves product portfolio alignment, operations and marketing communication in alignment with the statements of carbon neutrality and environmental responsibility being supported by visible action, including faster electrification, clear reporting of emissions and collaborating towards green infrastructure (Athwal et al., 2019; OnestopESG, 2025).
[bookmark: _Toc224791127]7.2 Refine Standardisation and Adaptation Balance
The company ought to improve further the balance between standardisation and customisation in digital and integrated marketing communications. According to Eze et al. (2024) and Rashkova et al. (2024), Mercedes-Benz ought to possess a globally uniform luxury and innovation storey that ought to be more regionally suitable in terms of content, tone, and choice of channel.
[bookmark: _Toc224791128]7.3 Recalibrate Chinese Market Strategy
Mercedes-Benz in China needs to re-tune its directional approach of premiumization and market penetration focus in the parts of the market that it can build a sustainable competitive advantage. It is high-end and upper-middle segments where heritage, quality, and digital experiences will attract premium pricing and the assistance of AI-driven marketing that will improve customers lifetime value (Milovanović and Novaković, 2025; Global Banking and Finance Review, 2025).
[bookmark: _Toc224791129]7.4 Develop a Global Ethical Data Framework
In every market, the firm must pronounce itself and establish a transparent ethical structure of AI and data use in marketing. Providing transparency concerning data collection and use, meaningful customer control, and prevent discriminatory or manipulative practises, such a framework must provide transparency concerning data collection and use, and meaningful customer control and prevent discriminatory or manipulative practises.
[bookmark: _Toc224791130]7.5 Enhance Strategic Flexibility and Resilience
Lastly, Mercedes-Benz must be flexible in its global presence to keep the risk of over-reliance in any market. PwC (2019) and EY (2026) insist on resilience in the era of technological change and uncertainty in the arena of geopolitics. In the case of Mercedes-Benz, that implies making sure that when changes are introduced in China, such as does not affect its ability to invest in innovation and retain employment and capabilities in Germany, and exporting valuable digital and NEV experiences in China to other markets.



[bookmark: _Toc224791131]8.0 Reflective Account on the Research and Analysis Process (Gibbs’ Cycle)
[bookmark: _Toc224791132]8.1 Description
The initial impression I got after reading the assessment brief was that this was not a mere descriptive report on a company but a theory-based, analytic piece of work that needed to be critically compared, evaluated and reflected. I have read the requirements thoroughly, so I knew that I was expected to use PESTEL, STP, the 7Ps, directional strategy and ethical analysis, instead of describing what Mercedes-Benz does. I selected Mercedes-Benz in Germany and China because the juxtaposition between a mature home market and a high-growth and volatile market that is fast-changing appeared strategically rich and analytically demanding.
The second thing that I did was to identify the theoretical backgrounds that would form the basis of the report. I used literature on international market entry, global marketing strategy and standardization versus adaptation, the 7Ps marketing mix extended and cultural dimensions. 
[bookmark: _Toc224791133]8.2 Feelings
Initially, I was overwhelmed. Mercedes-Benz is a complex firm that has many volumes of available information across the world, and I feared that I would end up only writing a description and not a critical Level 7 analysis. I also experienced a feeling of pressure to make sure the work was of high academic quality and that it combined theory and current evidence.
Nevertheless, I felt more confident after I started structuring the report based on clear frameworks. Breaking down the entire section of the brief into guiding questions, like how the macro-environmental differences answer the marketing mix adaptation, provided me with insight. The process of writing the PESTEL comparison between Germany and China became a turning point since I was able to clearly understand how politics, culture and economic differences influenced strategic choices. This helped in making the task intellectually stimulating and not daunting.
Sometimes there was frustration, particularly on reading various sources that provided me with the same information about the performance of Mercedes-Benz in China (Reuters, 2024; Associated Press, 2025). I also found out later that I had initially addressed ethical issues as a distinct part of the analysis as opposed to incorporating them all through the analysis, thus not being completely satisfied with my first draft.
[bookmark: _Toc224791134]8.3 Evaluation
In retrospect, I feel that one of the best elements of my strategy was beginning with theory. It is because I based my analysis on already validated frameworks, including the GMS model (Zou and Cavusgil, 2002) and the debate on standardization and adaptation (Eze et al., 2024), that I did not use corporate narratives only. The tables and figures also assisted me in the synthesis of the information that was too complicated to be logically simple.
The other strength was the incorporation of academic and practitioner sources. The conceptual depth was also given by academic literature, especially on sustainable luxury (Athwal et al., 2019; Quach et al., 2024) and AI in marketing (Milovanović and Novaković, 2025), but the more recent aspect was offered by company reports and news articles. This mix enabled me to critically judge the strategy of Mercedes-Benz instead of considering it as it is.
However, it had shortcomings. First, I wasted a lot of time on making data collection and then perfecting my argument. I also depended too much on company documents at times, and this posed a risk of lowering critical distance. In later drafts, ethical analysis, especially in regard to AI and data use, was more strongly incorporated than in earlier drafts. 
[bookmark: _Toc224791135]8.4 Analysis
Applying the reflective cycle by Gibbs (1988) allowed me to comprehend the way my learning evolved. The tangible experience consisted of gathering and systemizing the data on the operations of Mercedes-Benz in Germany and China. Reflective observation led me to observe trends, especially the fact that the adaptation in China was far more powerful than that in Germany in a number of aspects of the marketing mix. The process of abstract conceptualization was done when I connected these observations to theoretical models like standardization versus adaptation and cultural dimensions (Hofstede, 2011).
I also realized that the theory only made sense when used in the actual strategic dilemmas. As an example, the conflict between the value over volume in China and the necessity of global scale (Mercedes-Benz Group, 2024; Reuters, 2024) demonstrated how international marketing decision-making is limited by economic and institutional factors. Likewise, the idea of sustainable luxury (Athwal et al., 2019) helped me debunk my original belief that the ideas of luxury and sustainability are incompatible. I started to understand that plausible sustainability can build the brand positioning over the long term if it is genuinely incorporated.
[bookmark: _Toc224791136]8.5 Conclusion
Overall, this assignment has helped me to gain a lot of knowledge about international marketing strategy. I have learned that it is necessary to begin with clear theoretical frameworks to ensure that one maintains analytical focus and does not engage in superficial description. I also realized that it was of great significance to balance academic literature critically with practitioner and corporate sources. Most notably, I have gained a better understanding of the interplay between macro-environmental factors, cultural differences and ethical issues in influencing the global marketing decision-making.
[bookmark: _Toc224791137]8.6 Action Plan
In my future professional and personal life, I will use the skills I gained during this assessment not only in writing academic papers. Such frameworks, as PESTEL, STP and marketing mix, will help me to study a market in a more organised way in my future career, comparing customer needs in various countries and developing strategies that will be both standardised and local (Kotler et al., 2023; Zou and Cavusgil, 2002). This will come in handy especially when it comes to the marketing and business development or international strategy roles where decisions must be backed by both the theory and evidence (Keegan and Green, 2013; Doole and Lowe, 2012). The critical thinking acquired during this assignment will also be used in my life, particularly when it comes to judging global brands, digital communication and ethical factors like sustainability and privacy of data in consumer markets (Athwal et al., 2019; Milovanović and Novaković, 2025). 
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Continuum of Mercedes-Benz’s international entry strategy: from high-control domestic production in Germany to high-investment,
high-localisation operations in China (Dinu, 2018; Watson et al., 2018; Mercedes-Benz Group, 2022).
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