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[bookmark: _9bqw5nnmu3zg]1. Introduction 
The contemporary international business landscape is marked by rapid globalisation, technological disruptions and evolving market dynamics (Asniwati Asniwati, 2024). This compels organisations to demonstrate strategic agility for sustainable growth. In this volatile environment, the global films must utilize analytical frameworks to identify and capitalize on expansion opportunities in ever growing markets (Gemelgo, et al., 2025).
This report analyses an organisational expansion for Mercedes Benz, a leading German automobile company, known for producing luxury cars, renowned for innovation, engineering excellence and premium branding. It has maintained a strong presence in India since 1964 with local assembly operations in Pune and a spreading network of over 125 touchpoints across 50 cities. In 2024, the company achieved a record sale of 19,565 units (ETAuto Desk and ET Auto, 2025) which reflects 12.4% year growth among the flourishing  Indian automobile market driven by rising upper middle class households, urbanisation and rise in demand for top end models and electric vehicles (Bureau, 2025).
Targeting further expansion in India, a prime emerging market for luxury segment growth, this plan critically applies certain strategic frameworks such as PESTLE, Porter’s frameworks, VRIO, Ansoff’s Matrix to deduce opportunities and risks. Focusing more on electrification and network expansion into tier II/III cities and with customer centric strategies, this report concludes on theoretical foundations while providing evidence-based recommendations to enhance the company’s growth and market position, exploiting India’s economic potential.
[bookmark: _v975zibdtdfh]2. Selection of Organisation and Target Market
[bookmark: _4udv17i2fyc9]2.1 Overview of Organisation
Mercedes Benz, headquartered in Sluttgart, Germany, is one of the world’s leading manufacturers of premium and luxury passenger cars and other automobiles (global data, 2024). The organisation was founded by pioneering inventions of Karl Benz and Gottlieb Daimler, as the brand traces back its origin to 1885 with the creation of the world’s 1st automobile, the Benz Patent-Motorwagen (Mercedes-Benz Group, 2025). The modern-day Mercedes Benz marque in 1926, following the merger of Daimler-Motoren-Gesellschaft and Benz & Cie, forming Daimler-Benz AG (Tyler, 2023). This union of the brands combined engineering excellence with innovative design established a legacy of luxury, performance and technological automobiles which boosted the leadership that continues today.
As of 2025, Mercedes-Benz Group AG operates through its brand name, focusing more on high end passenger vehicles under the name of Mercedes Benz, Mercedes AMG, Mercedes Maybach and EQ electric subbrands (global data, 2024), along with premium vans. The organisation employs approximately over 175,000 people worldwide and reported tracking of twelve month revenue over 150 billion euros as of mid of 2025 (Daimler Truck AG, 2019).  Globally, it provides around 2 million passenger cards annually, including joint ventures and nearly 400,000 vans, maintaining a strong presence in key markets such as Europe, North America, China and growing regions like Asia and Oceania.
The organisation's portfolio focuses on luxury and innovation, segmented into core C-Class, E-Class, GLC, and top end like S-Class, GLS, Maybach models and performance oriented models of AMG variants. In 2025, the company is executing its target product offensive in history, launching over 40 new or refurbished models by 2027, which includes all new new electric CLA as the entry point to new EV (Electric Vehicle) Family, upgraded S-Class, electric GLC and C-Class and high performance AMG electrified vehicles. This aligns with a flexible electrification strategy while accelerating while paving path towards battery electric (BEV) and aiming for over 30% electric sales by 2027, Mercedes Benz maintain simultaneous development of Plug-in hybrids and efficient internal combustion engines to adapt to market dynamics and secure profits.
Sustainability remains the primary point with Ambition 2039 targeting net zero carbon neutral vehicles by 2039. Investments peak in 2025 for new platforms like Mercedes Modular Architecture (MMA) and MB.OS software, enhancing digital connectivity and autonomous features. Cost efficiencies through the “Next Level Performance” programme aim to restore double digit margins among the challenges like tariffs and competition.
Mercedes Benz’s global strategy prefers desirable products, customer experiences and resilience, which help them to position it as a pioneer in safe, sustainable mobility while upholding its iconic status in the luxury faction.
[bookmark: _4xfbhsqp11n9]2.2 Target Market and its Analysis
India represents a highly attractive target market for Mercedes Benz’s international expansion, characterised by a robust economic growth, a flourishingly affluent class and evolving consumer preferences towards premium and sustainable mobility. As the world’s fifth largest economy in 2025, India’s GDP is projected to maintain steady expansion which is driven by urbanisation, rise in disposable incomes and young demographic profile with an average age of 28 years. The number of affluent households earning over INR 20 lakh annually is estimated to reach 26 million by 2025, fuelling younger professionals, entrepreneurs and double income families (Giiresearch.com, 2025).
The Indian Luxury car market is valued at approximately USD 1.32 billion in 2025 and is predicted to grow at a CAGR (compound annual growth rate) of 6.6-7.4% through 2030 with total sales expected to exceed 50,000 units annually (Mordorintelligence.com, 2019). SUVs dominate the segment, reflecting preferences for versatility and commanding presence, while top end vehicles (TEV) priced above INR 1.5 Crore show the strongest growth, up 34% in recent periods (Shally Mohile, 2025). The company has fortified its leadership, achieving record sales of 18,928 units in FY2024-25 and maintaining momentum into 2025 with best ever quarterly performances, driven by models like the E-Class LWB, GLC/GLE SUVs and flagship Maybach/AMG variants.
Electrification is a primary growth strategy with luxury BEV sales with Mercedes Benz reporting a 51% growth in FY2024-25 and BEVs contributing 7-8% of sales (Dubey, 2025). Government policies which include reduced import duties on EVs and incentives, alongside expanding  charging infrastructure (over 29,000 public stations), support this change. The recent GST 2.0 reform lowers the taxes on luxury vehicles and has further stimulated demand and has been evidently recorded in monthly sales in late 2025.
However, challenges persists including the intense competition from BMW, Audi and JLR. Other challenges shall be macro-economic uncertainties affecting entry level segments and infrastructural gaps in Tier II/III cities. Opportunities lie in network expansion as to open new outlets in smaller cities and localisation, and tailored financing schemes penetrating  most of the deliveries.
Critically, India’s market dynamics align with Mercedes Benz’s premium positioning, offering substantial potential for deeper penetration though innovative electrification and customer-centric strategies in this emerging powerhouse.
[bookmark: _n2l0rvckuhj2]3. Comprehensive Strategic Analysis
[bookmark: _f4fipxy1fs3c]3.1 PESTLE Analysis
The PESTLE framework provides a comprehensive evaluation of the macro-environmental factors influencing Mercedes Benz’s expansion strategy in India. As of December 2025, India’s luxurious automobile faction benefits from supportive policies and economic growth but also faces challenges from infrastructural gaps and vast competition.

	Factors
	Issues
	Impact

	Political
	Positive:
· Stale Government policies promoting ‘Make In India’ (Pib.gov.in, 2022)
· PLI schemes for EVs
· Reduced import duties on EVs (PTI, 2025)
Negative:
· Geo-political tensions (Afonso, Alves and Monteiro, 2024)
· Potential trade tariffs affecting supply chain (Prieto, 2025)
	· High positive impact from incentives boosting local manufacturing and EV adoption
· Moderate risk from global disruptions potentially increasing cost for imported components

	Economical
	Positive:
· High GDP growth (Mittal, Russell and Dhawan 2025)
· Rising in disposable income among affluent class (Shukla, 2023)
· GST reform reducing luxury vehicle tax (Motozite, 2025)
Negative:
· Currency Euro-INR fluctuations (Joshi, and Baral, 2023)
· Economic uncertainties in entry segments (Reddy, Sasidharan. and Thangavelu, 2025)
	· There is a strong positive driver for luxury demands, with top end vehicles contributing significantly to the sales
· But challenges looms around in cost management, as it may require price adjustments
· But overall market is predicted to exceed around 50,000 units sales in 2025

	Social
	Positive:
· Growing affluent younger demographic who views luxury cars as status symbols (Gaur and Verma, 2025)
· Increase in urbanisations (Punyamurthy and Bheenaveni, 2023)
· People preferring SUVs and top end vehicles (ET Auto, 2024)
Negative:
· Limited penetration in Tier II/III cities (Desk, 2025)
· There is a lot of infrastructural gap
	· There are significant opportunities for brand aspiration and network expansion
· There are shifts towards sustainable mobility simultaneously aligning with younger buyers favouring EVs

	Technological
	Positive:
· There are rapid advancements in EV battery tech (Haghani, et al., 2023)
· Reported charging infrastructure expansion about 29,000 stations (Gupta, 2025)
· Digital features like ADAS/connected vehicles has been installed (Kiran Nagendra and ET Auto, 2025)
Negative:
· There are fragmented charging ecosystem (Bhattacharyya and Thakre, 2022)
· Extreme dependency on imported tech and parts. (Singh, Sandhu and Ranga, 2022)
	· This enables Mercedes Benz’s electrification push which will help the new EQ models’ growth
· Planned unified charging ecosystem addresses reliability issues
· There will be enhancement of customer experiences and EV sales growth in luxury segments

	Legal
	Positive:
· The Indian Government induced low 5% GST on EVs (ET Online, 2025)
· Government initiated FAME/PME-DRIVE incentives and regulatory push for emissions compliance (Suma, 2025)
Negative:
· There has been strict CAFE (Corporate Average Fuel (Efficiency) norms (Das, 2025)
· And there has been evolving scrappage policies (James, et al., 2023)
	· A major boost for EV portfolio has been analysed for competitiveness
· Compliance ensures long term viability but requires ongoing R&D investments

	Environmental
	Positive:
· India is focused on net-zero ambitions by 2070 (Das, et al., 2025)
· The Indian population is shifting towards sustainable options (Francis and Sarangi, 2022)
Negative:
· There are Infrastructural strain (Bhat and Mir, 2023)
· There is a pressure to reduce emissions among rising vehicle numbers (Martikainen, at al., 2023)
	· The conditions aligns with Mercedes Benz’s ambition 2039 for carbon neutral fleet
· There are opportunities in green mobility leadership
· But necessities are required in accelerated localisation and recycling initiatives



[bookmark: _qj7wm6b8xrxl]3.2 Porter’s Five Forces
Porter’s Five Forces framework, developed by Michael Porter in 1979, assesses industry attractiveness by examining competitive intensities. Applied to India’s luxury car market in December 2025, it reveals a moderately attractive market sector with high growth potential, projected double to 2030 (TNN, 2024), exceeding 50,000 annual unit sales but intense competition and structural barriers.
Threat of New Entrants: Low
High barriers discourage new players (Islami, 2019). Establishing a luxury brand requires massive capital for R&D, manufacturing, distribution networks and post sale services (Couto and Barbosa, 2020). Additionally complexities get added with regulatory hurdles, import duties (reduced for EVs) and the need for local assembly, e.g., Mercedes Benz in Pune. While emerging EV brands like Tesla or VinFast are entering, the segment remains dominated by established German brands of Mercedes, BMW and Audi with British tech of JLR marques. Past failures of entrants like Ford highlights India as a challenging market, keeping this force in lower scale.
Bargaining Power of Suppliers: Moderate
Suppliers of specialised components such as batteries, electronics and other premium materials, hold some leverage, especially for EVs among global shortages. However, luxury OEMs mitigate this through long term contracts, vertical integration and increasing localisation as Mercedes Benz has 60% of localisation. Global supply chains expose risks to disruptions but multiple sourcing options and India’s growing auto component ecosystem balance power moderately (Saxena, 2025).
Bargaining Power of Buyers: Moderate to High
Rising in High Net Worth Individuals and young professionals makes a rise in affluent buyers and they have significant power due to low switching costs among the comparable brands and abundant choices. The Indian population is price sensitive and it persists in spite of aspirational buying (Chithranka and Rani, 2023), amplified due to financial schemes and certified pre-owned programs. Recent GST 2.0 reforms (uniform 40% tax and EV incentives) and price cut ups to INR 30 lakh enhance buyer leverage (Singh, 2025). Brand loyalty and experimental factors such as customisation and service temper this, but informed consumer demand value making the force range around moderate to high.
Threat of Substitutes: Low
There are no direct substitutes for personal luxury vehicles as status symbols and mobility solutions. Public transport, ride sharing, online cabs, and mass-premium vehicles lack status and prestige (Joshi, at al., 2023). Within luxury segments, shifts to EVs or used/certified pre-owned cars pose minor internal threats,but overall demand for new luxury vehicles remains constant.
Competitive Rivalry: High
Competition is intense among the rival brands. Mercedes Benz leads with approximately 19,000 units sales in FY2024-25 (ETAuto Desk and ET Auto, 2025) which is closely followed by BMW, an excellent EV leadership , JLR with rapid growth via SUVs and Audi, with lagging but recovering performance (KOCHUVEEDAN, 2024). Rivalry drives innovations, network expansion and marketing wars (Galvin, at al., 2020). SUV dominance, race of electrification and product offensives heighten the competition, affecting the margins but spurring growth.
[bookmark: _j0hxsr8evmhi]3.3 Porter’s Diamond Model
Porter’s Diamond Model (1990) explains why certain industries in specific nations achieve international competitiveness through four interrelated determinants: Factor Conditions, Demand Conditions, Related and Supporting Industries and Firm Strategy, Structure and Rivalry (Vlados, 2019). Two external variables, i.e., government and chance also influence the system. Applied to India’s Luxury Automobile Industry in December 2025, the model highlights moderate competitiveness with strengths in demand and supporting industries but limitations in advanced factors, making it attractive for foreign brands like Mercedes Benz rather than culturing domestic luxury brands (Dey, 2025).
Factor Conditions:
India benefits from basic factors such as abundant low cost skilled labours, a young workforce and improving infrastructures like expanding highways and charging networks (Sardana, 2025). However, advanced factors like specialised R&D, cutting edge engineering talent and high tech infrastructure are underdeveloped in the luxury factions (George, 2024). Unlike Germany’s precision engineering ecosystem, India relies heavily on imported goods for premium vehicles and EVs. Local assembly and government PLI schemes for EVs are enhancing factors but gaps in battery technology and semiconductor supply persist which constrains indigenous luxury innovation.
Demand Conditions:
In India, sophisticated and rapidly growing home demand drives competitiveness. India’s affluent class (HNIs projected to Surge) demands high end SUVs and top end vehicles and electric models with luxury sales exceeding 50,000 sales units annually and EV penetration rising in the country (Contractor, 2025). Younger, urban buyers prioritise status, sustainability and digital features which pressure firms to innovate locally, e.g., long wheel base model customised for India. This discerning demand mirrors Porter’s emphasis on early, sophisticated buyers cultivating global excellence.
Related and Supporting Industries:
India boasts a robust auto component ecosystem which is one of the world's largest with steel, tyres, electronics and batteries, supporting cost efficiency and localisation. There are clusters in Pune-Chennai that enable quick adaptation, while advancement in EV (with the help of PME-DRIVE incentives) strengthen and support the cluster. This vibrant network delivers competitive inputs. However, premium materials often remain imported which limits full luxury self-sufficiency.
Firm Strategy, Structure and Rivalry:
There is intense domestic rivalry among global markets such as Mercedes Benz, BMW, Audi and JLR which ignites innovation, network expansion into Tier II/III cities and implement aggressive electrification and product launches (ET Auto, 2024a). Their strategies focus on premium positioning, customer experience and direct retail models. However, there exist a few domestic luxury firms. The rivalry is also import driven with structures focused on assembly rather than full R&D.
The government's intervention in reduced GST on EVs and FAME incentives and chance events like post-COVID affluence surge, positively amplifies the diamond in strengthening, offering Mercedes Benz various opportunities to leverage local demand and support while importing advanced factors for differentiation.
[bookmark: _cvu0edxoicmp]3.4 VRIO Analysis
The VRIO framework evaluates internal resources and capabilities to determine sources of sustained competitive advantage. Resources are assessed on four criteria: Valuable which exploits opportunities and reduces threats, Rare which explains the rarity among competitors, Inimitable, if it's costly to imitate and Organised, if it has the structure to build value. Applied to Mercedes Benz in the Indian luxury automobile settings, as of December 2025, key resources underpin its leadership position among growing demand for premium and electrified vehicles.

	Resource
	Valuable?
	Rare?
	Inimitable?
	Organised?
	Competitive Implication

	Iconic Brands and Reputation
	Yes
	Yes
	Yes
	Yes
	Sustained Competitive Advantage

	Engineering excellence and innovation
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage

	Extensive Dealer Network and Customer Experience
	Yes
	Yes
	Partially
	Yes
	Temporary Competitive Advantage

	Local Manufacturing and Localisation
	Yes
	Partially
	No
	Yes
	Competitive Parity

	Electrification Portfolio and Strategy
	Yes
	Partially
	Partially
	Yes
	Temporary Competitive Advantage



Brand and Reputation:
Mercedes Benz is a century old heritage and a symbol of luxury, safety and performance, is highly valuable in India’s aspirational market, driving premium pricing and loyalty among the affluent buyers. It is rare among rivals like BMW and Audi who compete closely Mercedes Benz leads in perception and inimitable due to historical legacy and marketing investments. The organisation fully exploits this through customised campaigns and exclusive experiences, getting a return of sustained advantage and consistent market leadership.
Engineering Excellence:
Superior German engineering, evident in models like the long wheelbase E-Class which is India’s top selling luxury car, and advanced features like ADAS and MBUX, adds significant values by meeting the demands for performance and technology. Rare in the segment, with the patent of innovations, replications are very difficult to execute in a fast precedented way. Mercedes Benz organises this through R&D investments and product offensives, fortifying sustained advantages.
Dealer Network:
With over 125 touchpoints in 50 cities (records at the densest in Indian Luxury) and plans for 20+ new outlets in Tier II/III cities, this resource enhances accessibility and services. Valuable for ‘Go to Customer’ strategy which is rarer than competitors. Imitation requires heavy investments but the rivals are expanding similarly. Well organised through franchise upgrades and these certainties provided temporary advantages.
Local Manufacturing:
Pune Plant which has a 60% localisation and produces 10 models including EVS like EQS SUV, reduces costs and duties, making vehicles competitive. Very Valuable among GST reforms and import sensitivities and dependencies. But not rare as rival brands also assemble locally. Easily imitable which leads to parity.
Electrification Portfolio:
The brand as a growing EQ lineup aligns with policy incentives and sustainability trends for BEVs. Valuable for 8% penetration (Dubey, 2025), and partially rare in luxury EVs. But the imitability rises with competitors’ advances. Organised through the charging ecosystem launches the electric G-Class offering the whole factor for temporary advantage.
Overall, Mercedes Benz has sustained advantages from intangible assets like brand and innovation which enables differentiation in a high rivalry market. This phenomenon leverages and supports deeper penetration in India’s ever expanding luxury faction.
[bookmark: _e3biqg5ocvqw]4. Strategy Development and Formulation
[bookmark: _iaw6u5qqbt26]4.1. Strategic Direction: Market development: Ansoff Matrix
The Ansoff matrix refers to the strategic planning of evaluating the market penetration and development strategies of a company. This study focuses on the management strategies of Mercedes and its strategies to enter India after evaluating the global market (Ganguli, 2024). Therefore, the Ansoff matrix is used to assess all four strategies for market direction, as seen in the figure below. The four strategies of the Matrix are: Market Penetration, Market Development, Product Development, and Diversification. In India, Mercedes can use these strategies to secure its luxury leadership, adapt to electric mobility, and broaden its appeal without diluting its core brand, balancing tradition with future demands. 
[image: ]
Figure: Ansoff Matrix
(Source: Ganguli, 2024)
The first strategy of the Matrix is market penetration that refers to introducing existing products to existing markets. The strategy is to sell more of the luxury cars in the country that already exists in other countries. However, the Luxury car market in the country is competitive; thus, the company needs to expand its dealer network, even working with local dealers as well. This market penetration strategy for India has increased the unit sales in the country by 1%, similar to China (adamkhankasi, 2020). Therefore, by using the market penetration strategy, the owner of the company decided to use the name “Bharat Benz” in India to penetrate the Indian automotive market. The other strategy the company can use from the Ansoff Matrix is product development. That refers to introducing new products in an existing market. For product development, it needs to focus on R&D that can help with its allocation of capital resources. Mercedes has invested around $8.5 billion in 2022 for developing new and competitive automobiles for the industry (Shaw, 2024). Also, in the electric automotive industry, it has depicted a robust commitment to its portfolio for hybrid and electric cars by investing around $11 billion. 
[image: ]
Figure: Sales of Mercedes in India from 2013 to 2023
(Source: Roy, 2023)
[bookmark: _x5hwfp4fd5ka]4.2. Entry Strategy
Mercedes is a robust automotive and luxury car company with its operations in almost the entire world. Therefore, Direct Investment is the most significant entry strategy for the company. With its own establishment near Pune, in India, it excels in assembling cars, such as the A-Class, C-Class, E-Class, and various SUVs using CKD, or Completely Knocked Down kits, reducing import duties and localizing production (Harini, 2024). With a strong focus on its luxury segment, it can strategically introduce entry-level models to attract younger buyers. Launching affordable luxury electric SUVs (EQA, EQB) is a key strategy to capture the growing EV market and new luxury consumers. Similar to other automakers, Mercedes needs to mix importing and CKD assembly to gain the trust of a significant section of the Indian automotive sector. 
In recent times, Mercedes has shifted towards a more customer-focused approach, which can allow for more customers to order cars from dealerships, regardless of the inventory across India. This can help the customers to not only focus on time management but also look out for cost management according to their own budget (Kuraś, 2023). Mercedes, in India, has a robust integrated strategy that balances its imported niche and vehicles with locally produced models and EVs. Therefore, Mercedes uses a blended entry mode with both local manufacturing and targeted importing for evolving its sales strategies continuously, and become a significant player in the luxury automotive industry in India. 
[bookmark: _lxmtgzekdbai]4.3. Sustainable Competitive Advantage
As stated before, Mercedes can significantly leverage its status in India by focusing on some simple strategies, such as having a focus on its sustainable competitive advantage. This leverage in status can help the company to use transparent D2C sales models to build trust and adapt its products to fit the Indian automotive market. The  3 primary competitive strategies used by the company are differentiation, cost leadership, and product development, along with innovation and EV leadership (Kumar, 2025). To bring out the sustainability of the compan its needs to have consistency in its price, provide transparency, enhance value to its customers, and differentiate itself from its dealers. 
[image: ]
Figure: Market Strategy of Mercedes
(Source: Umbrex, 2024)
The customers of the Indian automotive industry are changing rapidly, and the younger generation of the country has more focus on an eco-aware luxury insight into the operations of the company, securing long-term success. The company’s goal aligns with the “Ambition 2039” goals by using sustainable materials, reducing carbon footprints, and appealing to environmentally conscious buyers. Its sustainability primarily focuses on long-term success for both its customers and stakeholders. The company explains that it sees sustainability as a holistic approach that assesses economic, ecological, and social issues (Mercedes-Benz Group, 2025). The company focuses on six prominent and relevant factors for achieving sustainability: environment and climate, focusing on reducing greenhouse gas emissions, resources and circularity, while recycling with modern processes, human rights for new information, news and insights, traffic safety, for lesser injuries related to accidents, digital trust for providing opportunities regarding digitalisation, and its people who work in the company. The other focuses of the company include brand and heritage, customer experience, market expansion, infrastructure, and ecosystem development. The sustainability report of the Mercedes-Benz Group (2025) states that it involves its stakeholders in verifying the materials used for its operations, which in turn impacts the sustainability, risks, and opportunities of the company. 
[bookmark: _13524ohmz3sh]5. Performance Evaluation Framework
[bookmark: _lm83rlcnxdax]5.1.  Balanced Scorecard
The Balanced Scorecard is a strategic management framework used for translating vision and strategy into objectives and measures to provide holistic views. This framework aligns Mercedes-Benz India's local actions with its global strategy, ensuring balanced performance across all key areas for sustainable luxury leadership. 
	Perspectives
	Strategic Objectives
	Key Performance Indicators (KPIs)

	Financial
	The first objective is Growth profitability, and revenue. It can help the company to achieve. Profitable growth, most importantly in the luxury and electric segments. 
	Its KPIs include revenue growth with overall and EV-specific profit margin, return on investment, and cost efficiency. With its focus on premium pricing, the company can launch newer models, both EVs and SUVs. It also focuses on cost control among high import duties and competition in the luxury segment in India (Professional Academy, 2025).  

	Customer
	This objective focuses on enhancing its customer loyalty and satisfaction through various strategies and methods. 
	The KPIs of this objective are Net Promoter Score (NPS), customer satisfaction, and market share. In India, the Net Promoter Score is very high, increasing up to 80% for its brand advocacy. Therefore, the company needs to focus on providing personalised experiences to its customers, while also opting for digital sales, after-sales services, and other facilities for the discerning Indian Customers (Balanced Scorecard Institute, 2024). 

	Internal Process
	This objective focuses on improving operational excellence and efficiency, along with the quality of products and services. 
	The KPIs of these objectives include the manufacturing cycle, defects per unit, and inventory turnover. Through the process of streamlining CKD assembly, Mercedes can significantly reduce its defects and improve its supply chain for faster delivery and quality perception. 

	Learning and Growth
	This objective helps the company to foster innovative ideas and provide robust employee capability. 
	The KPIs of these objectives are training hours, employees, new products, feature launches, and employee engagement. Mercedes can acquire local talents for developing high-tech EVs or digital services. They can also promote innovation through various ideas to meet the evolving needs and demands of the Indian customers for luxury automotive. 


[image: ]
Figure: Balanced Scorecard
(Source: Professional Academy, 2025)
[bookmark: _we7zywuovjk2]5.2. Triple Bottom Line (TBL)
In India, the Triple Bottom Line for Mercedes primarily focuses on the three factors: economic success (Profit), social responsibility (People), and environmental stewardship (Planet). Profit focuses on the high-end sales and local assembly of the company, people focus on its customers and workforce development, and planet focuses on decarbonisation, circular economy, and improved pollution control, which aligns with the global “Ambition 2039” for sustainable luxury (E. S. G. News, 2024). 
[image: ]
Figure: Triple Bottom Line
(Source: UW Online Collaboratives, 2022)
Profit
The Profit of the company refers to the economic success of the company, while focusing on several factors. It significantly focuses on market leadership and aims to maintain top luxury brand status through product innovation and robust customer experience. This has significantly leveraged the revenue stream of the company, reaching up to ₹13,400 Crore by the end of 2025 (Mercedes-Benz Group, 2024). The recent performance in the annual financial report is showing a strong growth in sales and revenue, with record Q2, July to September, 2025, performance and continued unit growth reported.
People
People refers to the social responsibility the company has towards its customers and even stakeholders. If Mercedes focuses on the needs of the customers and creates a direct-to-consumer model, it can create a customer-centric design for flexible financing and service packaging (Mercedes-Benz Group, 2024). The company’s collaboration with TERI is developed to train new young professionals and engineers to bring a robust change to the infrastructure of the company. It also has a prominent focus on brand aspiration, due to its cultivation of brand desire through exclusive models, such as E-Class LWB, GLS, and new launches. 
Planet
Planet focuses on environmental stewardship of Mercedes, helping it to achieve carbon neutrality in its plants in India. The power plant developed in Pune has already achieved 100% carbon neutrality by 2022, and now utilises solar power and energy-efficient processes (BECIS, 2022). It has installed solar panels on the roofs of the plants to increase green energy and reduce grid reliance. Various efforts of the company also support the larger corporate goal to achieve net carbon neutrality across the entire value chain by 2039, making India a key testing ground for future green tech.
[bookmark: _ilanqholpfh6]6. Conclusion
Therefore, it can be said that this study prominently focuses on the topic of strategic management and the development of Mercedes. This report analyses an organisational expansion for Mercedes-Benz, a leading German automobile company, known for producing luxury cars, renowned for innovation, engineering excellence, and premium branding. It has maintained a strong presence in India since 1964 with local assembly operations in Pune and a spreading network of over 125 touchpoints across 50 cities. Focusing more on electrification and network expansion into tier II/III cities and with customer-centric strategies, this report concludes on theoretical foundations while providing evidence-based recommendations to enhance the company’s growth and market position, exploiting India’s economic potential.
The target market of the company focuses on a highly attractive and characterised market. As the world’s fifth-largest economy in 2025, India’s GDP is projected to maintain steady expansion, which is driven by urbanisation, a rise in disposable incomes, and a young demographic profile with an average age of 28 years. The PESTEL analysis of this study provides a comprehensive evaluation of the macro-environmental factors influencing Mercedes-Benz’s expansion strategy in India. It evaluates the political, economic, social, technological, environmental, and legal factors of Mercedes as seen in India. The Porter’s Five Forces evaluate the five primary factors: threat of new entrants, bargaining power of suppliers, bargaining power of buyers, threat of substitute products, and rivalry among existing products. The VRIO analysis evaluates internal resources and capabilities to determine sources of sustained competitive advantage.
The Diamond model by Porter evaluates four conditions: factor, demand, related and supporting industries, and Firm Strategy, Structure and Rivalry. The market development is assessed through the Ansoff Matrix, and the entry strategy for the company is stated to be Direct Investment. As stated before, Mercedes can significantly leverage its status in India by focusing on some simple strategies, such as having a focus on its sustainable competitive advantage. This leverage in status can help the company to use transparent D2C sales models to build trust and adapt its products to fit the Indian automotive market. The balanced scorecard provides perspectives and related KPIs. The triple bottom line provides an understanding of all three factors. 
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