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[bookmark: _Toc227876962]Introduction: 
In the dynamic global environment, marketing mix strategy helps a brand to build a strong position in different international markets (Yusuf and Mitin, 2022). In the UK, Mercedes sold 17,664 vehicles in 2024, and it is observed that this sale increased from 38 percent to 49 percent compared to the previous year. (Mercedes-Benz, 2026b). Similarly, it is found that the company's revenue in the US market was 36 billion Euros from 2020 to 2023 (Statista, 2025a). Apart from this, this report will evaluate Mercedes’s marketing mix strategies in the UK and US, analyse key challenges and opportunities, and provide recommendations to improve the company's marketing and strategy position in these competitive markets. 
[image: ]
[bookmark: _Toc227876913]Figure 1: The official website of Mercedes-Benz in the UK
(Source: Mercedes-Benz, 2026)
[bookmark: _Toc227876963]Overview of the brand: 
[bookmark: _Toc227876964]Company introduction and financial performance: 
Mercedes is renowned as a luxury automotive company globally, which focuses on design, manufacture and distribution of passenger cars, vans and SUVs. Mercedes operates its services in both the UK and US markets as a top automotive company (Mercedes-Benz, 2026). Similarly, Mercedes ranked fourth in the US car market in 2024, with revenue exceeding 36 billion euros from 2020 to 2023 (Statista, 2025a). 
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[bookmark: _Toc227876914]Figure 2: Mercedes-Benz Group's vehicle sales in the United States between 4th quarter of 2020 and 4th quarter of 2024
(Source: Statista, 2025)
The mission and vision of Mercedes are to manufacture and distribute affordable and technologically advanced vehicles to lead the global automotive market (Mercedes-Benz, 2026a). The key competitors of Mercedes in the UK and US are BMW, Audi, Toyota and Volkswagen (Statista, 2025c). In addition, there are around 4000 employees connected with Mercedes in the UK market (Mercedes-Benz Group AG, 2026). Mercedes has also been successfully operating in the UK, as its retail sales generate over 43.3 billion Euros in revenue (Mercedes-Benz, 2026e). 
[bookmark: _Toc227876965]A. Comparative analysis of the market in UK and USA: 
The PESTLE analysis framework is critically used for evaluating and analysing the external macro environment that enables the company to significantly detect risk factors and key obstacles in order to improve the business operation process in the competitive environment (Kansongue et al., 2023).
[bookmark: _Toc227876966]A1.PESTLE (UK): 
	Factors
	Discussions
	Favourable/ Unfavourable

	Political 
	The UK government has initiated the ZEV Mandate  with a strict rule for car manufacturers to invest in lower emission technologies, sustainable car design (GOV.UK, 2025).
	Mercedes in the UK was accused of disrupting the manufacturing alignment with the government’s mandate by implementing a defeat device in the car (Topham, 2025). Hence, this disruption can impose regulatory risk for the company if they don’t manage it properly.

	Economical
	The UK automotive and car manufacturing industry has contributed £21 billion to the UK economy in 2024 (UK Parliament, 2025a). 
	Mercedes has gained $3.3 Billion revenue in the UK with growing operations (Zoominfo, 2026). Hence, the economical dimension must be favourable and create mutually beneficial aspects for Mercedes and the country.

	Social
	The customers’ preferring to purchase high performative, sustainable luxury cars in the UK (Statista, 2025c). 
	In the UK, Mercedes is offering luxury cars with the commitment to long-term reliability. (Mercedes-Benz, 2026c). Therefore, the company can gain customer engagement by closely aligning with the customers' demand in the UK.

	Technological
	The UK government is investing £2.5 billion for developing automotive manufacturing to achieve zero-emission vehicle development in the UK (GOV.UK, 2025a).
	Mercedes is taking support from government funding to build next-generation electric and hybrid power units in the UK (Alvin, 2025). Thus, the company is getting a favourable environment for improving its manufacturing process.

	Legal
	In the UK, the Consumer Protection Act 1987 includes illegal usage of defeat devices in the car infrastructure (Lovells, 2023). 
	Mercedes has been accused by the customers of misleading them with their diesel cars, adding defeat devices in the car, and harming customers' ethical values (Topham, 2025). Hence, not maintaining legal regulations can impose a threat for the company by disrupting brand reputation.

	Environmental
	The UK government has set zero-emission regulations for car manufacturers in the UK, focusing on reducing carbon emissions by 2035 (GOV.UK, 2024).
	Mercedes have increased transparency of raw material sourcing in the UK with the aim to slash CO2 emissions by 2030, in the UK (Mercedes-Benz, 2026d). By taking this action, the company can be profitable in future. 


Table 1: PESTLE Analysis of UK
(Source: Self-Created)
[bookmark: _Toc227876967]A2.PESTLE (USA): 
	Factor
	Discussions
	Favourable/ Unfavourable

	Political
	The automotive industry in the USA is a subject under the reciprocal tariff and import tariffs (Meltzer, 2025).
	Due to a change in the tariff rate, the models of Mercedes, such as GLE, GLS, and EQE SUV, are partially impacted, which has increased the cost of servicing (Mercedes-Benz, 2026d). It can be risky for the company based on the affordability of the customers. 

	Economical
	In the USA, the market growth of the automotive industry is increasing, with the projected market size of USD 679.8 billion in 2025 (Market Research Future, 2026).
	With the robust market growth of the automotive industry in the USA, Mercedes increased 9% sales growth on the passenger car sales in 2024 (Mercedes-Benz, 2025). Thus, with the growing automotive market size in the USA, the sales growth has been favourable for Mercedes to stay profitable.

	Social
	In the USA, customers are more aware of affordability while purchasing cars (Sanchez, 2025). Additionally, the customers are also preferring luxury car purchasing based on premium technology, fancy interior, and exclusive features (Mintel, 2025).
	Mercedes is offering stylish luxury designs in cars in the USA, such as SUVs (MBUSA, 2026). Similarly, the company is taking action on introducing affordable models for high-end luxury cars in the USA (JD Power, 2022). By meeting consumer demand, the company can gain growth. 

	Technological
	In the USA, the automotive industry is rapidly adopting EV technologies to support customer demand (YOU.GOV, 2025). 
	Mercedes is investing $45 billion in luxury EV cars in the USA. Hence, technological environment for the company will be favourable making the brand reputation high and giving it competitive advantages. 

	Legal
	The federal motor vehicle safety standards in the USA, focused on vehicle safety regulations of the materials used in the vehicles (Federal Register, 2023).
	Mercedes maintains the safety standard of their product in their manufacturing and development process by integrating technical compliance (Mercedes-Benz, 2026f). Thus, by maintaining the safety regulation the company is mitigating the risk of legal barriers in the USA.

	Environmental
	In the USA, automotive companies must strictly maintain the Clean Air Act (1990) to reduce air pollution and decrease toxic gases from the air (EPA, 2026). 
	In the USA, Mercedes follows Ambition 2039, a sustainable business strategy to protect the climate (Mercedes-Benz Group, 2026). Therefore, by following this act Mercedes enhance their brand image across the USA market and it is a favourable condition for the company.


Table 2: PESTLE Analysis of USA
(Source: Self-Created)
[bookmark: _Toc227876968]A3.Compare and contrast: 
From the above discussion, it is clear that Mercedes takes different strategies to respond to different factors in two different markets. By exploring the political aspects of the UK, it is focused on ensuring that the automotive industry maintains ZEV mandates (GOV.UK, 2025). However, Mercedes has faced legal accusations for not maintaining the mandate in the UK. In the USA, the company also faced operational barriers due to high tariffs, which led the company to increase its cost of service for the customers, which affected customer-purchasing decisions. (Kansongue et al., 2023). While in the UK, the company has successfully maintained the economic factor and improved revenue. Conversely, the company also saw growth in its sales. Notably, Mercedes has effectively aligned its product manufacturing strategy with customers' demand for luxury; reliable car models (JD Power, 2022). 
Conversely, in the USA, the tariff dimension has influenced customer demands for affordable yet luxury car models. The company has gained support from the UK government in their technological development process. However, Mercedes has failed to maintain the legal regulations in the UK and is accused of misleading customers and harming their ethical values. In comparison, the company maintained its legal aspects in the USA by maintaining the customers’ safety standards. However, as the company has violated environmental norms in both countries the risks of lawsuits may arise in the future (Nugiantari et al., 2025). Therefore, acknowledging the aforementioned factors are important for Mercedes to maintain its competitive position in both countries. 
[bookmark: _Toc227876969]A4.Comparison of Socio-cultural aspects by using Hofstede Model: 
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[bookmark: _Toc227876915]Figure 3: Socio Cultural Differences between UK and US
(Source: The Culture Factor, 2026)
The Higher individualism score of the UK represents the status seeking mentality of the individuals. It indicates the need of Mercedes’s customers to showcase their luxurious lifestyle, which Mercedes provides in the UK. Conversely, the Lower Individualism score of the USA represents that the individuals are more focused on the quality and expertise (The Culture Factor, 2026). Mercedes highlights the specifications of the car more precisely for customer acquisition in the USA. Hence, it indicates the opportunity for Mercedes to customise its business strategies in the country through understanding the consumer behaviours of both countries. 
The low score of uncertainty avoidance indicates a strong need for innovative products among UK individuals. As per the requirement of UK people, Mercedes showcases their new and latest innovations of the company. On the other hand, the quite high score of the USA in Uncertainty avoidance indicates the adoption of innovative products are influenced by trust and loyalty (The Culture Factor, 2026). Here, Mercedes improves the loyalty and trust of individuals through precise loyalty stimulating advertisements. Hence, understanding these cultural variations for strategic implementation will be beneficial for the company to excel in both countries. 
[bookmark: _Toc227876970]B. A comparative analysis of STP and International Marketing Mix strategies in both countries:
[bookmark: _Toc227876971]B1.STP (UK) 
The market segmentation is accomplished here to analyse the UK automotive market for Mercedes and to recognise the target group for recognising the market significantly (Gonen et al, 2024). 
Segmentation:
Demographic: In the UK, there are around 21% of consumers expressing interest in Mercedes between the age group of males aged 27 to 55 (YouGov, 2025).

[image: ]
[bookmark: _Toc227876916]Figure 4: Desirable car brands in the UK
(Source: YouGov, 2025)
Geographic: In the UK market, Most Mercedes luxury car buyers are found in England, mostly in West London and Surrey (Mercedes-Benz, 2026f).
Psychographic: Mercedes is known for its advanced technology and features in its vehicles, such as intelligent voice control, comfort seats, safety braking and seamless control through smartphones (Schöneburg and Baumann, 2022). As US individuals are interested in the aforementioned advanced technological features, it is helpful for Mercedes to attract high-class professionals in the USA (Mobility Outlook, 2024). 
Behavioural: In the UK, high-profile persons frequently buy Mercedes to show their status, high class, with a conversion rate of 27% (YouGov, 2023a). It presents a great chance for the brand to excel in the USA. 
Targeting: Mercedes highly focuses on a niche marketing strategy by targeting a specific audience, which allows the company to reduce competition in the market, enhance brand loyalty and increase profitability. Mercedes targets high-profile business people such as corporate executives, high-net-worth individuals, and entrepreneurs between the age group of 27 and 55. 
Positioning:  
[image: ]
[bookmark: _Toc227876917]Figure 5: Positioning of Mercedes’s competitors in UK market
(Source: Self-Created)
From the positioning map, it is identified that Mercedes’s strong competitors in the UK are Lexus, Honda, Dacia, Fiat, Tesla, etc (YouGov, 2025b). Mercedes provides high-quality service to its customers with expensive vehicles such as Mercedes Maybach and S-Class to its targeted high-profile customers. In the UK, 13.5% of customers expressed interest in buying Mercedes (YouGov, 2023a). Tesla offers high-performance electric vehicles with low service quality to its customers in the UK, thus Tesla UK registration dropped 37% in February 2026 (Yahoo Finance, 2026). On the other side, Lexus and Honda provide high service quality to their customers, selling vehicles with an affordable price range (Gao et al., 2022). Dacia and Fiat sell vehicles at low prices to the consumers, but their low-quality service disappoints their customers.
[bookmark: _Toc227876972]B2.STP (US) 
The market segmentation is conducted here for Mercedes to effectively analyse the USA market and identify the target audience for capturing the market significantly (Gonen et al, 2024).  
Segmentation: 
Demographic: 
In the USA, young people from the age of 25 to 40 and middle-aged people from 40 are interested in Mercedes vehicles (Li and Wang, 2021).
Geographic:
The dealership of the vehicle in each state of America enables the company to attract individuals in the country. Additionally, as Mercedes sells luxury and high-priced segment vehicles, the majority of its target is in the metro cities, including Honolulu and Davenport (Li and Wang, 2021). 
Psychographic:
The exotic and luxury car market of the US is assumed to achieve $215 billion by 2035. It indicates that the US people are interested in investing in luxury vehicles (BCG, 2025). 
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[bookmark: _Toc227876918]Figure 6: Sales of different luxury cars in the USA
(Source: Statista, 2025b)
Additionally, 104.3k luxury cars are sold each year in the USA (Statista, 2025b). 
Behavioural:
Mercedes sells EV cars hugely in the US (Kane, 2024). Additionally, as one-third of Americans are interested in buying EV vehicles, it is a great opportunity for Mercedes to expand in the country (Kennedy et al., 2025).
Targeting:
From the evaluation, it can be assessed that targeting middle-aged people and young people from the metro cities of the US is helpful for the organisation to improve its presence in the US market. Here, a niche marketing strategy will be favourable for the brand to target specified audiences in the country through its uniqueness for improving its presence in the country (Yakubu et al., 2024). Therefore, it can be helpful for the brand to enhance its performance and revenue from its competitors. 


Positioning:
[image: ]
[bookmark: _Toc227876919]Figure 7: Positioning of Mercedes’s competitors in USA market
(Source: Self-created)
The aforementioned perceptual map illustrates multiple automotive firms in the US, competing with each other through pricing and technological dimensions. Mercedes, Lucid and Tesla are placed on the upper-right quadrant as their pricing and technology are both world-class. The upper-left quadrant represents Porsche with a high-Price and moderate technology. On the other hand, the Audi and BMW are placed in the bottom-right quadrant, as their vehicles are highly technological with a medium price segment. Lastly, Lexus and Genesis are placed on the bottom-left quadrant as their vehicles are moderately technological with a lower price.
[bookmark: _Toc227876973]B3.Compare and contrast: 
From the above analysis of both countries, it can be summarised that due to the distinction between the individuals of the UK and the USA, the segmentation of Mercedes is hugely different. The company enabled different attributes as per the individuals, to compete with its rivals such as Tesla, Audi, BMW, FIAT and Lexus in both countries. In the USA, as individuals prefer luxury vehicles as a symbol of status, it indicates their behavioural attribute. On the other hand, as UK individuals are highly interested in buying EV vehicles, it enables the firm to shape their interest by upholding the superiority of EV vehicles in the UK. Additionally, the firm uses a niche marketing strategy in both countries to target specific individuals. Therefore, it can be understood from the STP analysis that it is beneficial for the firm to grasp distinct individuals from both countries through its segmentation and targeting.
[bookmark: _Toc227876974]B4.Marketing Mix (USA):
Product
Core 
Focusing on affordability, Pricing is the most needed factor among US individuals (Fernandes, 2025) (Refers to appendix 4). In the US, 37% of individuals prefer advanced safety features, and 36% of individuals prefer driver assistance features (YouGov, 2023). 
Actual 
Mercedes provides a real-time warning system for parking and rear collision through their driver assistance systems known as PARKTRONIC (Mercedes, 2026a). Additionally, the automotive giant also provides Active blind stop assist in their vehicles for blind spot monitoring (Mercedes, 2026). Furthermore, the emergency braking system known as Active Brake Assist provided by the brand helps to improve the purchase decisions of the US car lovers (Mercedes-Benz Group AG, 2026a). It will be helpful for meeting the needs of US based individuals. 
Augmented 
Mercedes provides virtual training facilities in the USA known as the Mercedes-Benz User Experience (MBUX) system for improving the understanding of users about the advanced features of the car. It is helpful for the customers to communicate with the brand and helps to improve the clarity of individuals about cars (Mercedes-Benz of Hoffman Estates, 2025). Hence, it will be helpful for Mercedes to improve the satisfaction of customers in the USA. 
Pricing strategy
Mercedes mainly uses value-based pricing strategies through customer-centricity, as US consumers perceive vehicles as a symbol of luxury that enables the firm to improve their earnings (HUO, 2024). In the US, emotional factors enable individuals to buy a car; it helps Mercedes to set a value-based price based on those perceived values (BCG, 2025). Therefore, it can be acknowledged that this strategy is helpful for the brand to maintain its sovereignty among automotive giants in the USA.
Place
Mercedes maintains an Omni channel strategy in the US through its Best Customer Experience 4.0 initiative, which allows customers to use the same ID on both online and offline channels for buying and servicing vehicles (Ramirez, 2019) (Refers to appendix 3). As it is seen, the US individuals prefer both choices closely. It is beneficial for the firm to grow in the USA. 

Promotional strategy
84% and 71 % of individuals in the US use YouTube and Facebook (Gottfried and Park, 2025) (Refers to appendix 2). Mercedes in the US greatly adopts social media channels, including Instagram, Facebook and YouTube, for their marketing. Additionally, the brand uses TV commercials to reach older individuals in the US. Furthermore, the company uses billboard advertising to gather the attention of pedestrians (Li and Wang, 2021). Hence, it is an effective strategy for the firm to capture the attention of the US individuals. 
Process:
In Mercedes, the process of supply chain optimisation in the USA includes the Icertis Block Chain Framework for ensuring the supply chain network. It helps the company to maintain ethics and sustainability in the supply chain through integrating with AI (Benton, 2020). Hence, it is helpful for the company to improve its operational efficiency.
Physical Evidence: 
The presence of high-end materials, including leather and high-quality fabrics, in the cars of Mercedes acts as physical evidence for the brand itself in the USA. It helps the brand to uniquely differentiate its products from its competitors (Mercedes-Benz Group AG, 2025).
People: 
The front-line staff of Mercedes are especially trained to provide a specialised luxury experience for US customers, (Mercedes-Benz AG, 2026). It is helpful for the brand to create a sophisticated image among US individuals for future transactions. 
[bookmark: _Toc227876975]B5.Marketing Mix (UK):
Product
Core 
In the UK, individuals are preferring Airbags and parking sensors in their four wheelers (YOUGOV, 2026). 
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[bookmark: _Toc227876920]Figure 8: Most wanted Car features of Minimalists and luxury preferences
(Source: YOUGOV, 2026)
Actual 
Mercedes provides advanced Airbag technology in their vehicles, such as rear-seat airbags and seat-belt airbags. It works through sensors and detects collisions to be deployed. Additionally, the company also provides parking assistance through PARKTRONIC (Mercedes, 2026a). As these features are mostly prioritised by the UK car lovers, adding these features to the vehicles is helpful for meeting the interests of UK individuals. 
Augmented
Furthermore, Mercedes provides services like 24*7 roadside assistance and vehicle maintenance services for the customers (Mercedes, 2026c). It is helpful for the company to reduce the effort of customers for long-term loyalty. 
Pricing Strategy
Mercedes uses a premium and value-based pricing strategy in the UK by reflecting the luxury of the vehicles, including advanced technology and superior quality (HUO, 2024). As UK individuals prefer technological advancements in their vehicle, it is helpful for the firm to engage them through value -based pricing (Fernandes and Mark, 2024). Therefore, it is helpful for the company to meet the interests of the UK individuals and dominate among other competitors in the country. 
Place 
Mercedes uses an Omni channel strategy in the UK for engaging individuals throughout the country. The application of the company known as Mercedes Me is integrated with the initiative My Mercedes, My Service. It is helpful for UK individuals to reduce their efforts and simplify the process by improving communication for issues and services (VISEVEN, 2020). It is helpful for the brand to capture the landscape and the car enthusiasts by integrating multiple platforms. 
Promotional strategy
In the UK, Mercedes is focused on engaging individuals through the TV advertisements by using emotional content. It helped the brand to improve sales 12% year-on-year (Marketing Week, 2019). Hence, this strategy is useful for the brand to make deep connections with customers and foster loyalty in the UK. However, focusing on building transparent relationships with the customers and improving product value, Mercedes is also taking a sustainable corporate strategy focusing on resource allocation, creating digital trust and promoting product in the UK (ESG News, 2024).

Process:
Mercedes uses the "Digital First" MO360 ecosystem in the UK for enhancing supply chain resilience and improving manufacturing efficiency (Mercedes-Benz Group AG, 2022). It allows the brand to have real-time visibility, leading to improved operational efficiency. 

Physical Evidence: 
Mercedes in the UK has added secret sensors for tracking the car in the case of finance defaults (Singh, 2019). Additionally, the GUARD 360° allows for anti-theft protection (Mercedes-Benz Group AG, 2026b). It is helpful for the brand to differentiate itself by providing the aforementioned unique features. 
People: 
The maintenance of the vehicles of Mercedes is maintained by the technicians who are especially trained for vehicle care, including telematics to drivetrains (Mercedes, 2026b). These people are helpful in upholding the brand image of the firm significantly. 
[bookmark: _Toc227876976]B6.Compare and contrast
From the lens of the product, Mercedes already has the needed features of both countries. Hence, the company intended to be standardised in both countries. Similarly, the pricing strategy of the company has been similar as the company uses value-based pricing in both countries. It indicates the standardisation of the pricing strategies due to the rising economy for luxury vehicles. On the other hand, Mercedes uses an Omni channel strategy in both countries, indicating its standardisation across the landscapes. Lastly, the promotional strategy of Mercedes in both countries is different due to the distinction in the power distance. As the UK has a lower power distance, Mercedes especially focuses on grasping the emotional content of the individuals. Conversely, as the USA has quite a better power distance, Mercedes hugely uses social media and open platforms as a promotional strategy. Therefore, it can be considered that Mercedes has grown diplomatically raised in both countries through understanding where to adopt and where to standardise the strategy. 

[bookmark: _Toc227876977]C. Directional development strategy of the company: 
Currently, Mercedes is focused on selling its petrol, diesel and electric vehicles still after 2030 through the Direct-to-Consumer Model in the UK (Dhingra, 2023). These types of vehicles are already available in the UK market. Hence, the current strategy is assessed here as the market penetration strategy as per the Ansoff matrix. Also, Mercedes controls pricing through adopting a DTC model and improves its sales through standardised customer experiences. It is helpful for retaining the existing customers in the company and attracting new customers by producing multiple varieties of products (Dhingra, 2023). 
The current strategy of Mercedes can be improved by integrating AI into the vehicles through OTA updates. It will be helpful for customising the journey and minimising the jolting of the passengers. However, as MBUX may already have AI, it can lead to data violations if the car is shared with somebody (Stabili et al., 2025). Additionally, through recombining the AI and Predictive analytics, the company can differentiate its strategy and personalise the in-vehicle features. However, concerns about the data biases still exist. Similarly, Mercedes can take a green marketing strategy that emphasises on product modification, responsible production, environment friendly packaging with the focus of meeting consumer needs while creating minimal detrimental impact on the environment (Thakkar, 2021). Thus, focusing on the consumers' preference for EV cars, Mercedes can take a new green marketing approach.
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[bookmark: _Toc227876921]Figure 9: Ansoff matrix
(Source: Imhanzenobe, 2021)

[bookmark: _Toc227876978]D. Ethical Issues: 
The In-car feature of Mercedes to improve the user experience is known as Mercedes-Benz User Experience (MBUX). It collects user data for personalised recommendations to the customers. However, if the car is shared with somebody, there are concerns about the data privacy issues, as the data can be leaked (Stabili et al., 2025).
Additionally, in the EV, there are multiple sources of raw materials, including cobalt, which is correlated with child labour concerns. Hence, it can lead to ethical issues in the future (Williams, 2020).
Furthermore, the active brake assist of Mercedes can lead to further ethical issues as the system can independently work and sometimes it can override human judgment, leading to a moral dilemma (Othman, 2021). 
Moreover, the pricing strategy of Mercedes can sometimes lead to transparency and fairness issues if the advantage of human vulnerability is taken. 
The application known as Mercedes Me can sometimes raise ethical concerns, as it collects data for predictive analytics, which can lead to data bias for the customer in future (Mercedes-Benz Group AG, 2026c). 
The company provides TV advertisements to attract individuals by showcasing the latest technologies. Here, as Mercedes has previously been accused of adding defeat devices in its vehicles, blindly relying on the advertisements may raise greenwashing concerns in the future (Truth In Advertising, 2022). 
In addition, Mercedes uses the Icertis Blockchain Framework with integration with AI, which can lead to biases in the supply chain due to AI, leading to disruption in the operational efficiency. 
[bookmark: _Toc227876979]E. Recommendations: 
Mercedes is an international automotive giant among other firms. The company has succeeded in creating its sovereignty in the hearts of car lovers. However, as Mercedes has previously faced operational barriers in the USA, localisation of the supply chain more effectively for the high voltage batteries and critical components in the USA will be helpful for the firm (MBUSA, 2022). Additionally, it will be beneficial for the firm to reduce operational barriers and maintain customer satisfaction. Additionally, the allegation of Mercedes in the UK about misleading customers about PCP deals has raised legal issues and lawsuits. Hence, implementing a transparent and independent auditing of the environmental and financial disclosures will be helpful for the company to maintain integrity and improve trust (Flanagan, 2026). 
Therefore, by adopting these factors, Mercedes can improve its rough edges and satisfy customers by valuing their perception. 
[bookmark: _Toc227876980]Conclusion: 
From the above findings, it can be concluded that through analysing the strategies of Mercedes in the UK and the USA. The company has implemented various business strategies to effectively resonate with the local culture and external factors. From the previous analysis, it can be confirmed that the company was unable to maintain its brand image in both countries due to legal issues. Conversely, through strategically positioning the business strategies, Mercedes has seen an increase in its revenue in both countries. Working towards the issues will be helpful for the business to maintain its sovereignty in the automotive sector of both countries. Therefore, it can be concluded that understanding the proposed recommendations about the downsides of Mercedes will be helpful for the company to improve its presence and operational efficiency in both countries. 


[bookmark: _Toc227876981]Section 2: Reflection
Gibb’s Reflective Cycle is an effective framework for learning through experiences. It includes six stages such as Feelings, Description, Analysis, Evaluation, Conclusion and Action Plan (Ocampo et al., 2025). Here, it will be helpful to assess the effectiveness of the learning from this report. 
[image: ]
[bookmark: _Toc227876922]Figure 10: Gibbs Reflective Cycle
(Source: Ocampo et al., 2025)
Description: 
The reflection includes the research and analysis I have done to prepare the report about the international business practices of Mercedes. Additionally, the report aims to critically assess the international marketing strategies of Mercedes in the international landscape. To complete this, I analysed the macro-environmental factors of the chosen two markets, the UK and the USA, which can influence the operational outcomes of a business through various factors. The cultural assessment of both countries helped me to gather unique insights about the business dynamics of Mercedes. Additionally, how it can be effective in maintaining the sovereignty of a business in the landscape was also justified in the report. 
The research process was started by searching appropriate sources, including market research databases, company reports, academic journals and statistical platforms. These sources benefited me by gathering important information about the financial performances of Mercedes and its strategic moves in the UK and the USA markets. Moreover, I have assessed the STP and marketing mix of 7Ps strategies for the critical assessment of the differences in the international marketing approaches of Mercedes.
Hence, through evaluating the report, the effectiveness of the business practices and principles can be derived. 
Feelings 
Firstly, I was excited to work on the report, as I hadn't done any report on this topic previously. I assessed international markets and gathered unique insights into the strategic move of Mercedes in both countries. I was quite anxious to analyse the cultural differences between the two countries, as I hadn't done it before. The propensity for ethical concerns was quite frustrating as the lawsuits have damaged the reputation and brand image in the emotional landscape of customers (Topham, 2025). However, as I started to explore the different fundamentals of the study, my knowledge improved, and I felt confident in completing the study. Therefore, it can be derived that through assessing the different dimensions of feelings, I have understood that feelings are crucial for a business internationally. 
Evaluation 
The critical evaluation of the business practices of Mercedes helped me to understand how effectively a company is affected by internal and external factors. Additionally, the analysis of the report helped me to understand how segmentation of target audiences is crucially important for a business to evolve its presence in the emerging market. However, as I started to explore the unique strategies of the firm in different landscapes slowly, my understanding of the business practices of Mercedes improved. The analysis helped me to gain justified insights into the cultural differences of both countries. Moreover, from contrasting the cultural dimensions like Individualism and Power Distance, I get to know how the factors influence the perception of UK and the USA individuals. Additionally, the Power Distance and Individualism in Hofstede's cultural dimension framework helped me to assess the fundamental impact of the cultural sensitivities in an international landscape (The Culture Factor, 2026). Therefore, through assessing the marketing mix of Mercedes in the UK and the USA, my understanding of the factors improved. 
Analysis
The evaluation through the report was an amazing experience for me. I have faced many ups and downs while evaluating the information in the study. Furthermore, through resilience and focus, I succeeded in finalising the report. However, I have faced several challenges in Hofstede's cultural dimensions in interpreting different cultural perspectives due to lack of my critical thinking skills. As the contrast between the two countries requires critical thinking (Lu et al., 2021). Additionally, I have faced challenges in communication in talking with company staff and industry professionals, which have diminished my performance in the report. However, I believe my research skills and analytical skills helped me in assessing the topic significantly. Concisely, the assessment helped me to highlight my dark sides and address them in an appropriate way. Hence, I believe that evaluating the international landscape of Mercedes will be helpful for me in my professional development. 
Conclusion
The analysis has given insight on the strategic approaches of Mercedes in the UK and the USA. The different frameworks, such as PESTLE and 7Ps, helped me to propagate my learnings through contrasting internal and external factors. Furthermore, the similarities and differences between the cultures of the UK and the USA, benefited me by comparing the impact of the multiple cultural intensities on the organisational outcome. However, as I lack critical thinking and communication skills, improving these dimensions will be helpful for me in my career advancements. Hence, I decided to improve my skills for my career advancement in the near future. 
Action Plan
I believe that the report will be helpful for improving my practical understanding of business dynamics in the future. Additionally, critical thinking skills can be improved through seeking diverse perspectives and active listening (Cortázar et al., 2021). Additionally, communication can be developed through public speaking. I believe to improve aforementioned factors is crucial for my career development and future implications. Additionally, I decided to improve my academic writing skills through argument development and theory integration. Furthermore, through augmenting my communication skills and critical thinking skills, I believe that I can enhance my career progression and professional relationships. 
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Table 2.1 Virtue ethics and marketing

Virtue Definition Related virtues Applications to marketing

Integrity Adherence to a moral code  Honesty Conveying accurate and complete
and completeness Moral courage information to consumers

Fairness Marked by equity and Justice Selling and pricing products at a
free from prejudice or level commensurate with benefits
favoritism received

Trust Faith or confidence in Dependability Confidence that salespeople or
another party suppliers will fulfill obligations

without monitoring

Respect Giving regard to views Consideration ~ Altering products to meet cultural

of others needs and refusing to sell unsafe

products anywhere

Empathy Being aware of and sensitive Caring Refraining from selling products to
to the needs and concerns of consumers who cannot afford them
other people

Trans- Making actions clear Openness Being open with customers and
parency their stakeholders

Source: Adapted from P.E. Murphy, “Character and virtue ethics in international marketing,” Journal of Business Ethics
(January 1999): 113.
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