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Summary

For market research, this article will use the SWOT model, and find out the problems and solutions through investigation and research, and finally make a plan and implement the plan. In this article, we will research the problems, question, and objective of Mercedes-Benz , analyze its internal strengths and weaknesses, and its external threats and opportunities through the SWOT model. Survey the sampling population and sampling strategy from the perspective of customers, and analyze the customers' purchase demand for Mercedes-Benz in the market. This article also introduces its own strategic advantages through quantitative and primary research, qualitative and secondary research. Finally, the results of the research are analyzed and interpreted through data and a reasonable time plan is formulated.
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1.0 Introduction

The market research project entitled, The Marketing Strategies for Mercedes Benz, hopes to discover more information on the marketing trends and targeting customers from the age group 27-37 years in the USA. The project deals with the customer preferences and apprehension on Mercedes Benz and how to enhance customer loyalty and attract new customers for the Mercedes Benz (Ahuja, 2014).

Background of the Company

The Mercedes Benz is a leading German automobile manufacturer with a global presence through subsidiaries in various parts of the world. It deals with the production of a wide range of vehicles including luxury cars, buses, coaches, and trucks. The world's leader in luxury cars has its origin traced back to German citizens in the name of Karl Benz and Gottlieb Daimler. Over the years, the company has brought in diverse hi-tech and safety improvements that other vehicle manufacturers have borrowed (Kristin, 2008). Currently, the name of the brand is surrounded by the most famous brands in the world. The organization developed over time to be one of the prominent automobile suppliers across the world. 

Research Problem

The major challenge faced by the automobile company Mercedes, is the high maintenance cost of its product, the Mercedes Benz, due to which the lack of customer loyalty and retention is the problem that is faced by the company in this dynamic competitive market (Kalpan, 2012). Therefore, the main concern of the organization is to attract automobile potential consumers in the United States from around 27-37 years of age group and evaluate their expectations of vehicles in the coming future.

 Research Question

What are the marketing strategies adopted by the company Mercedes Benz in the USA and the factors that influence customer from age 27-37 years to buy premium cars?

Research Objective 

To find out the existing and potential customer need in the USA premium car market.

To evaluate and implement marketing strategies to attract potential customers of age group 27-37 years to buy premium cars.

To find out the reason for concerns over the USA's current and potential premium car users.

To analyze the extent of change in customer satisfaction due to a change in customer expectations over the service quality and high maintenance cost of the Mercedes Benz car. 

To examine customer perception over the brand Mercedes Benz concerning its competition.


Therefore, the researcher would suggest strategic and strategic movements for lowering the rate of consumer loss, maximizing consumer satisfaction and inviting consumers for Mercedes Benz.

2.0 SWOT Analysis

 Strengths
The name of the organization "Mercedes-Benz” has to turn out to be synonymous with luxury vehicles. On an international level, strong brand equity is been enjoyed by the company name among customers (Daimler Chrysler, 2008). The Best symbol in automobiles for the luxury cars are known to be Mercedes-Benz.

Equipped with the culture of revolutionary innovation, the company carries on its mission of conveying the best goods in the marketplace by using the advanced technology comprising its portfolio of Smart cars.

 Weaknesses

In the current world, the company has been incapable to raise its top position with respect to the quality of the product, however, its quality has already become similar to topmost companies. The automaker lags behind its hardest opponents Toyota and Ford in terms of quality (Edmondson 2003). The failure to sustain its image as a producer of quality vehicles strongly damaged its reputation as a luxury vehicle. Mercedes-Benz is now considered by customers as substandard vehicles when compared to other less expensive brands.

 Opportunities

Technological innovation can bring about profit opportunities for Mercedes-Benz. The establishment of technology which allows the creation of fuel-efficient cars can bring lucrative business for the automotive sector (Bullis, 2007) noting the dramatic rise in the price of fuel in the world market. In specific, the fuel cell technology which is currently developed to create non-fuel operated automobile is a huge opportunity being developed by manufacturers including Toyota (Bullis, 2007). 

 Threats

In general, the automotive manufacturing industry is challenged by the economic crisis which hits major markets including the United States. During 2008, the reality of slowdown in the US brought about threats in markets with upscale clientele like information technology and automobile.

According to Kotler (2005), the global business arena is becoming hypercompetitive which is characterized by a more stringent competition among industry players as well as discriminating buyers. The automotive industry experiences this through the aggressive move of players in capturing their market through the use of efficient strategies. Toyota for one aims to sustain its position as the top manufacturer of the automobile in the world. Toyota has also significantly posted quality superiority through high production standards. Improvements in manufacturing together with strengthening brand equity make it an undisputed leader in the industry.

The buying habits of markets have constantly evolved over time. Buyers are looking beyond branding and image into the quality of products. Quality and safety are the primary considerations of the clientele. Increasingly, there has also been a shift into buying from socially responsible manufacturers.

3.0 Literature Review

The brand of automobiles must locate itself as the car that has a style, comfort, and luxury. The vital feature of the marketing strategy should be self-indulgence. The qualities of the vehicle, from its first-class quality of seat material, coloring, texture, designing of interior and exterior, the ambiance, experience of riding it, the technology used are the main areas that should be highlighted when planning the selling proposition. The experience of uniqueness and comfort on entering the car and forgetting the disturbances outside its window. Thereby, marketing the luxury of the riding experience is the sellable factor of the premium car segment (Löffler and Decker, 2012).

Companies should make an effort to push the brand in the market. Customers should get a reason to boast about their purchase of the luxury car brand. For example, Rolls-Royce sells its stability, robustness, and strength as a luxury brand along with its brand heritage. Some automobile companies associate themselves with racing teams promoting itself as the car with speed, adventure, and excitement. Thereby, attracting customers of the age group from 20 to 35 years with less time and greater commitments, who love to experience the adventure and have a high adrenaline rush. The car features may include hand-polished wood interior, the technology used in the music system or driving experience. It's GPS advancement which is used to push the sales of the vehicles (Saridakis and Baltas, 2014).

Companies selling both high valued premium cars and cost-effective cars must keep in mind that the marketing strategies should not involve in highlighting features of both segments. The comparison of price and feature as it may lead to customer loss in the premium segments. Since there are a lot of mid-price models of cars now, which includes similar features in their product as the premium car segment, they might attract the customers towards itself. Rather, companies having a premium car segment must promote them by creating a brand image. Also, the exclusive identity focuses on the owner's experience by driving it and not on the mileage it provides or how fuel-efficient it is (Löffler and Decker, 2012).

To increase communication with their target market, luxury car companies must maintain access to their customers. While using social media, point of sales customer service, online advertising, free service warranties, insurance coverage and free replacement of vehicle parts, sales promotions. The companies must build on their reputation of quality, prestige, brand heritage which makes it a globally acceptable brand. It must have its own identity and class (Dvir and Strasser, 2014).

4.0 Research Methodology

Sampling population

The sample is a small or specified group of data collected from a population (Kothari, 2011). In this research, the researcher needs to survey potential customers in the USA aged between 27-37 years, willing to buy premium cars.

Sampling Strategy

The researcher would use a random sampling strategy to execute the research. This strategy deals with a specified size of the sample where all its subsets are given equal priority and prospect. Therefore, any given pair of elements has an equal chance of being selected as the other pair and this way it minimizes biases and simplifies the analysis (Mackey and Gass, 2013). The researcher needs to define a group of potential customers from the age group 27-37 years who are willing buyers of the premium automobile segment in the USA market. The customers would be surveyed with the help of a questionnaire out of which some customers would be shortlisted and analyzed to infer to the research problem. This methodology is used because it is simple and every individual in the group has an equal chance of being selected as a potential.

Qualitative and Secondary Research

The researcher would be performing secondary research. Secondary research would include secondary data analysis which would be collected from the internet. Based on these data, we would design the questionnaire. Qualitative research would also include open-ended questions asked to target automobile users about their preferences. Based on secondary research, quantitative research would be executed further (Flick, 2011).

Secondary research can also be conducted by the researcher by referring to the journals, books available on the marketing strategies implemented by various premium automobile companies like Mercedes Benz, BMW, and Audi. Based on these studies, inferences on future strategies can be implemented by the companies and further analysis can be conducted to attract new potential customers and how to retain them (Kalpan, 2012). The researcher can be aware of the strategical drawbacks faced by the companies in the past and restructure its new marketing plans to re-launch its brand. These data collected can be analyzed through different techniques and compare the competitive market of premium automobile car segment and recommend strategies for Mercedes Benz (Rossi, Wright and Anderson, 2013).

Quantitative and Primary Research

The researcher would be conducting a descriptive analysis by following the survey method. The tool used for this purpose would be a questionnaire. The universe, from which the respondents would be drawn, would include premium car users in the automobile market of the USA of the age group from 27 years to 37 years. This design of the questionnaire would be dependent on the findings of qualitative research.

Ethical Issues and tactics

During the research conducted by the researcher, some ethical considerations must be obeyed such as to keep the personal details of the customers anonymous. For example, the name of the customer, address which is not important for the performance of the analysis should not be included in the questionnaire. The data collected through the survey should be safely preserved and not to be shared with a third party who is not concerned with the research being performed. There should not be any kind of force on the customer group who are contributing their inputs in the survey or there should not be any kind of influence on them while filling the survey form. The questionnaire should be framed in such a way that the participants are not hesitant to fill in the form. Before distributing the questionnaire to the target sample group, they should be well informed about the purpose of the research. As they have the full right to deny to be part of the survey if they are not comfortable answering the questions (Le Cordeur, 2012).
Plans for data presentation, analysis, and interpretation

Based on the secondary research, the questionnaire for the primary research would be framed by the researcher. The locations would be selected in the USA premium automobile market. The areas would be selected based on the most number of premium car showrooms present as well as customers living there having a high standard of living and high income. They would be segmented as the potential target group of high-class customers. The questionnaires would be distributed among the target group out of which some forms would be randomly selected for analysis. Analytical approaches like regression analysis, correlation and cluster analysis would be performed based on the independent and dependent variables. From the statistical outcomes achieved, a detailed study of marketing research would be done. Through which the company Mercedes would be able to strategize its marketing plans to attract more customers in the age group 27-37 years in buying their vehicle brand, the Mercedes Benz.
Time Plan
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5.0 Conclusion
This research proposal is the initiation of the research report. Based on the proposed research problem, the research analysis would be conducted. The company, Mercedes Benz would infer the marketing strategies on customer retention and attraction in the USA market based on the deductions and statistical results.
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Appendix

Questionnaire


[image: image3.png]Gender: a) Male b) Female

Age 22527 52830 3133 3436 3739

Annual Income (in §)-a) 20000-40000 b) 40001-60000 <) 60001-80000

d)80001-100000 €) above 100000

Perceived Status: @) Working Class  b) Middle Class ) Upper Class.

Do you consider Mercedes Benz as a luxury car?

a) Strongly Disagree b) Disagree o) Neutral ~ d)Agree ) Strongly Agree

Do you agree with the tagline of Mercedes Benz “The best or nothing™?

a) Strongly Disagree b) Disagree o) Neutral ~ d)Agree ) Strongly Agree

Rate Mercedes for the following:

Quality: a) Least important b) Unimportant ¢) Neutral d) Important <) Most Important




[image: image4.png]Safety:  a) Least important

Style: @) Least important

Heritage: a) Least important

Class:  a) Least important

b) Unimportant

b) Unimportant

b) Unimportant

b) Unimportant

<) Neutral d) Important e) Most Important

© Neutral ) Important <) Most Important

© Neutral ) Important <) Most Important

) Neutral d) Important ) Most Important




[image: image5.png]Can automobile marketing influence you buy decision?

a) Strongly Disagree b) Disagree o) Neutral ~ d)Agree ) Strongly Agree

Do you think the marketing of Mercedes Benz as effective?

a) Strongly Disagree b) Disagree o) Neutral ~ d)Agree ) Strongly Agree

Online marketing of Mercedes Benz through YouTube, social media, email is the good.

a) Strongly Disagree b) Disagree o) Neutral ~ d)Agree ) Strongly Agree

Rate the premium car brands you will consider buying

Mercedes Benz: a) Strongly Disagree b Disagree  ¢) Neutral

) Agree ©) Strongly Agree

BMW: a) Strongly Disagree b)Disagree ) Neutral  d) Agree
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©) Strongly Agree

a) Strongly Disagree

d) Agree

a) Strongly Disagree

) Agree

b) Disagree

©) Strongly Agree

b) Disagree

©) Strongly Agree

©) Neutral

©) Neutral




[image: image7.png]Porsche: a) Strongly Disagree b) Disagree ©) Neutral

) Agree ©) Strongly Agree

Factors important for buying a premium car:

Brand: a) Least important  b) Unimportant  ¢) Neutral  d) Important

©) Most Important

Price a) Least important  b) Unimportant  ¢) Neutral  d) Important

©) Most Important

Advertisement: a) Least important b) Unimportant ) Neutral ) Important

©) Most Important

Safety: a) Least important  b) Unimportant ) Neutral ~ d) Important

&) Most Important




[image: image8.png]Afier sales service: ) Least important  b) Unimportant ) Neutral - d) Important
©) Most Important

Maintenance cost: ) Least important b) Unimportant ) Neutral - d) Important
©) Most Important

Fuel efficiency: ) Least important b) Unimportant ) Neutral - d) Important




[image: image9.png]©) Most Important

Interest rate on loan: a) Least important b) Unimportant  ¢) Neutral  d) Important

©) Most Important

Rate the aftribute needed to be present in your luxury car

Wooden finish interior: a) Least important b) Unimportant <) Neutral ) Important

©) Most Important

Audio controlled stecring: a) Least important b) Unimportant ¢) Neutral  d) Important

©) Most Important

Advanced GPS: a) Least important  b) Unimportant ) Neutral - d) Important

©) Most Important




[image: image10.png]Advanced audio/video players: a) Least important  b) Unimportant  c) Neutral = d) Important

©) Most Important

Weather control technology: a) Least important b) Unimportant ) Neutral - d) Important

©) Most Important

Mini Bar: a) Least important b) Unimportant ) Neutral ~ d) Important

©) Most Important
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