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[bookmark: _Toc223435174]1. Introduction
Mercedes-Benz Group is one of the world’s most established luxury automotive manufacturers, operating across mature and emerging markets through a globally coordinated yet locally responsive strategy. As competition intensifies in the premium vehicle segment and regulatory pressures accelerate the transition toward electrification, multinational automotive firms must continuously evaluate the extent to which their international marketing strategies should be standardised or adapted to local market conditions. The long-standing debate between global standardisation and local adaptation remains central to international marketing scholarship (Theodosiou and Leonidou, 2003; Zou and Cavusgil, 2002), particularly for luxury brands whose value is rooted in both global consistency and contextual prestige signalling.
This report critically examines the international market entry strategy and marketing mix of Mercedes-Benz Group in two contrasting markets: Germany and the United Arab Emirates (UAE). Germany represents Mercedes’ home and most mature market, characterised by strong regulatory oversight, advanced technological infrastructure and a highly developed automotive culture. In contrast, the UAE is a high-income, rapidly diversifying economy with a strong orientation towards luxury consumption, status signalling and expatriate-driven demand. The comparison between these two markets provides a meaningful platform to evaluate how macro-environmental factors influence segmentation, targeting, positioning and marketing mix decisions.
The aim of this report is to critically compare Mercedes’ international marketing strategy across Germany and the UAE, assessing how political, economic, social, technological and environmental factors shape strategic decisions. The analysis will examine differences in STP strategy and the extended marketing mix (7Ps), evaluate Mercedes’ directional development strategy in the UAE, and consider ethical implications associated with sustainability and luxury positioning. The report concludes with strategic recommendations grounded in international marketing theory and empirical evidence.
[bookmark: _Toc223435175]2. Comparative Macro-Environmental Analysis (PESTEL)
A systematic comparison of the macro-environment in Germany and the United Arab Emirates (UAE) provides the contextual foundation for evaluating Mercedes-Benz Group’s international marketing strategy. Macro-environmental conditions influence not only market attractiveness but also strategic positioning, regulatory compliance, pricing structures and product portfolio decisions. For a global automotive manufacturer operating within highly regulated and capital-intensive markets, political, economic, social and environmental variables are particularly significant.
[bookmark: _Toc223435176]2.1 Political and Legal Environment
Germany operates within the European Union’s stringent regulatory framework, where emissions standards and decarbonisation targets significantly shape automotive strategy (European Commission, 2024). For Mercedes, compliance with these requirements necessitates continuous investment in electrification and sustainable production (Mercedes-Benz Group, 2024a). While regulatory intensity increases operational costs, it simultaneously reinforces technological differentiation and strengthens the brand’s innovation-led positioning. However, high sustainability expectations also elevate reputational risk should environmental claims lack measurable impact (Crane et al., 2014).
In contrast, the UAE provides a politically stable and pro-business environment characterised by low taxation and strong economic diversification policies (UAE Government, 2023; UAE Government, n.d.). Although environmental regulation is evolving, it remains less restrictive than in the EU. Consequently, Mercedes faces fewer compliance constraints but must navigate local partnership structures consistent with foreign market entry logic (Anderson and Gatignon, 1986; Dunning, 1988).
Overall, Germany represents a regulation-intensive environment demanding technological adaptation, whereas the UAE offers strategic growth conditions supported by state-led economic modernisation.
[bookmark: _Toc223435177]2.2 Economic Environment
Germany is one of the largest economies globally, with strong GDP performance and a deeply established automotive industry (World Bank, 2025). The domestic market is mature, competitive and characterised by high consumer expectations regarding engineering quality, performance efficiency and environmental standards. As a home market, Germany offers stability but limited high-growth potential. Demand is shaped by technological sophistication and a growing emphasis on electric mobility, consistent with wider European EV adoption trends (International Energy Agency, 2024).
The UAE, while significantly smaller in absolute GDP terms, demonstrates high GDP per capita and substantial purchasing power driven by oil revenues, financial services and global trade (World Bank, 2021). The economy supports a sizeable high-net-worth and expatriate professional segment, which underpins demand for luxury automotive brands. Unlike Germany’s mature automotive market, the UAE presents continued growth opportunities in premium SUVs and high-performance models, alongside increasing interest in electric mobility.
The economic contrast between the two markets highlights different strategic imperatives. Germany requires technological innovation and compliance-driven adaptation, whereas the UAE offers growth through aspirational consumption and premium positioning. This divergence reinforces the need for calibrated marketing mix adjustments rather than uniform global standardisation, consistent with global marketing strategy theory (Zou and Cavusgil, 2002).
[bookmark: _Toc223435178]2.3 Social and Cultural Environment 
Cultural context significantly shapes how luxury brands are interpreted and valued. In Germany, consumer behaviour in the premium automotive segment is influenced by engineering heritage, performance credibility and growing environmental awareness. Hofstede’s dimensions suggest relatively lower power distance and higher uncertainty avoidance, indicating preference for reliability, technical justification and long-term value (Hofstede Insights, 2024). Consequently, luxury positioning in Germany is reinforced through measurable innovation, safety standards and technological competence rather than overt status display.
While prestige remains relevant, its expression is comparatively restrained and linked to craftsmanship and performance credibility (Kapferer and Bastien, 2009). This cultural orientation supports promotional strategies grounded in rational appeals and sustainability performance.
In contrast, the UAE demonstrates higher power distance and stronger acceptance of hierarchical social structures (Hofstede Insights, 2024). In such contexts, luxury consumption functions more visibly as a signal of success and social standing. Luxury brand literature suggests that in status-oriented markets, exclusivity and symbolic value become central to brand appeal (Ko, Costello and Taylor, 2017). As a result, Mercedes’ positioning in the UAE must emphasise aspirational imagery, exclusivity and experiential prestige.
The UAE’s multicultural demographic composition further necessitates nuanced segmentation, as consumer expectations vary across expatriate and local populations (Littrell and Miller, 2001). Overall, while Mercedes maintains a consistent global luxury identity, cultural divergence between Germany and the UAE requires selective adaptation in communication framing and experiential delivery, supporting arguments for calibrated rather than uniform global strategy (Theodosiou and Leonidou, 2003; Schmid and Kotulla, 2011).
[bookmark: _Toc223435179]2.4 Technological and Environmental Factors
Technological transformation and environmental pressures represent some of the most significant macro-environmental forces affecting the global automotive industry. For Mercedes-Benz Group, the shift toward electrification, digitalisation and carbon neutrality is not simply an operational issue but a central strategic determinant influencing product development, positioning and long-term competitiveness.
In Germany, technological and environmental pressures are particularly pronounced. The European regulatory environment, reinforced by the Green Deal Industrial Plan, places strong emphasis on emissions reduction, renewable energy transition and industrial decarbonisation (European Commission, 2024). This creates structural incentives for automotive manufacturers to accelerate electric vehicle (EV) production and invest in battery innovation. The rapid growth of EV adoption across Europe further intensifies this transition (International Energy Agency, 2024).
For Mercedes, this context strengthens the strategic importance of its electrification roadmap and climate commitments, including its broader decarbonisation agenda (Mercedes-Benz Group, 2024a). In the German market, environmental performance has become a competitive differentiator rather than a peripheral corporate responsibility issue. Consumers, regulators and investors increasingly expect transparent sustainability reporting and measurable emissions reduction targets. This increases reputational risk if environmental claims are perceived as superficial, reinforcing wider debates regarding corporate sustainability narratives and the risk of symbolic compliance (Crane et al., 2014).
Technological infrastructure in Germany, including charging networks and research ecosystems, also supports EV expansion. However, the transition is capital-intensive and operationally complex. As a result, product strategy in Germany must balance innovation leadership with regulatory compliance and cost management.
The UAE presents a different technological and environmental dynamic. Historically characterised by fossil fuel dependency, the UAE has nevertheless articulated a diversification strategy that includes sustainability and technological innovation as key pillars (UAE Government, 2023). While environmental regulation remains less restrictive than in the European Union, national policy frameworks increasingly promote renewable energy adoption and smart mobility solutions.
EV adoption in the UAE remains at an earlier stage compared to Germany, but infrastructure investment is expanding, and government support for sustainable mobility is growing. This creates a strategic opportunity for Mercedes to position itself as both a luxury brand and a technological pioneer within the region. However, consumer demand in the UAE may still demonstrate stronger preference for high-performance combustion and hybrid models, particularly within the luxury SUV segment.
This divergence highlights an important strategic implication. In Germany, electrification is driven primarily by regulatory and environmental pressure, making EV development essential for compliance and competitive survival. In the UAE, electrification can be positioned as an innovation-driven lifestyle upgrade aligned with national modernisation ambitions rather than purely regulatory necessity.
Therefore, while Mercedes’ global technological direction may be consistent, the underlying drivers differ across markets. Germany represents a regulation-intensive and sustainability-focused environment requiring accelerated technological adaptation. The UAE represents a growth-oriented, innovation-embracing market where technology enhances brand prestige and forward-looking identity. This reinforces the need for differentiated communication strategies and calibrated product portfolio emphasis across markets, consistent with global marketing strategy theory (Zou and Cavusgil, 2002).
Concluding Evaluation of PESTEL
The comparative PESTEL analysis demonstrates that Germany and the UAE differ substantially in regulatory intensity, economic maturity, cultural consumption patterns and environmental pressure. Germany represents a mature, sustainability-driven and compliance-intensive environment, while the UAE provides a high-income, prestige-oriented and strategically supportive growth market.
These macro-environmental differences create distinct strategic imperatives for Mercedes-Benz Group. While core brand identity may remain globally consistent, the analysis suggests that selective adaptation in positioning, communication and product emphasis is necessary to align with local political, economic and socio-cultural conditions. This conclusion provides the foundation for examining segmentation, targeting and positioning strategies in the subsequent section.
[bookmark: _Toc223435180]3. Comparative STP Analysis
Segmentation, targeting and positioning (STP) represent the strategic bridge between macro-environmental conditions and the operational marketing mix. While Mercedes-Benz maintains a globally recognised luxury identity, the way it segments markets, prioritises customer groups and positions itself may vary according to cultural, economic and regulatory conditions. International marketing theory suggests that global brands must balance standardised brand equity with locally responsive targeting decisions (Zou and Cavusgil, 2002; Theodosiou and Leonidou, 2003). The comparison between Germany and the UAE illustrates this strategic calibration.
[bookmark: _Toc223435181]3.1 Segmentation
In Germany, segmentation within the premium automotive sector is shaped by income level, lifestyle orientation, technological interest and environmental consciousness. As a mature automotive market, German consumers are highly informed and often demonstrate brand loyalty based on engineering heritage and performance reputation. Segments include business professionals, upper-middle-class households, performance enthusiasts and increasingly, environmentally conscious early adopters of electric vehicles.
Given Germany’s relatively high uncertainty avoidance and long-term orientation (Hofstede Insights, 2024), consumers may evaluate vehicle purchases through rational criteria such as safety, durability, efficiency and technological credibility. This reinforces a segmentation logic grounded in psychographic variables such as innovation orientation and environmental awareness rather than purely conspicuous consumption.
In contrast, segmentation in the UAE reflects a more diverse socio-economic and cultural composition. The market includes high-net-worth Emirati nationals, affluent expatriate professionals and entrepreneurial elites. Income-based segmentation is particularly salient due to significant wealth concentration. Additionally, lifestyle segmentation plays a strong role, with luxury vehicles functioning as expressions of status and success.
Luxury brand literature highlights that in status-oriented markets, consumption can serve as a visible marker of social hierarchy and achievement (Kapferer and Bastien, 2009; Ko, Costello and Taylor, 2017). In such contexts, segmentation based on prestige sensitivity and symbolic consumption becomes strategically important. Moreover, the UAE’s multicultural population necessitates further sub-segmentation based on nationality, profession and lifestyle, reinforcing the need for nuanced market understanding (Littrell and Miller, 2001).
Overall, while Mercedes segments both markets along demographic and income lines, the underlying motivations differ. In Germany, segmentation is influenced by technological sophistication and sustainability values. In the UAE, segmentation is more strongly shaped by prestige orientation and aspirational identity.
[bookmark: _Toc223435182]3.2 Targeting
Targeting decisions reflect which segments Mercedes prioritises within each market. In Germany, Mercedes targets consumers seeking premium engineering, safety innovation and increasingly, sustainable mobility solutions. The expansion of its electric vehicle portfolio aligns with broader national and European decarbonisation trends (International Energy Agency, 2024; European Commission, 2024).
This suggests a targeting strategy that emphasises technologically progressive and environmentally aware consumers. However, Mercedes must also compete within a domestic landscape that includes strong premium rivals, intensifying the need for differentiation through innovation and brand heritage.
In the UAE, targeting appears more focused on affluent consumers who value exclusivity, performance and brand prestige. High-performance models and luxury SUVs may attract strong demand within a market where vehicle ownership can signal status and economic success. While EV offerings are expanding, combustion and performance-oriented models may remain highly attractive in the short term due to consumer preferences and infrastructure considerations.
From an international marketing perspective, this indicates a partially adapted targeting strategy. While income remains a core segmentation variable globally, the prioritisation of sustainability-oriented consumers in Germany contrasts with prestige-driven targeting emphasis in the UAE. Such selective targeting adaptation aligns with the argument that global strategy effectiveness depends on balancing consistency with contextual responsiveness (Schmid and Kotulla, 2011).
[bookmark: _Toc223435183]3.3 Positioning
Positioning is arguably the most critical element of Mercedes’ international strategy. Globally, the brand is associated with engineering excellence, luxury and technological leadership. However, the meaning attached to these attributes can vary by market.
In Germany, positioning is likely anchored in heritage, innovation and responsible technological advancement. Sustainability commitments and electrification strategy strengthen the brand’s contemporary relevance within a regulation-intensive environment (Mercedes-Benz Group, 2024a). The positioning message may therefore emphasise measurable performance, environmental responsibility and long-term reliability.
In the UAE, while technological sophistication remains relevant, positioning may place greater emphasis on exclusivity, visual prestige and experiential luxury. Luxury brand theory suggests that in hierarchical and status-conscious markets, symbolic value can outweigh purely functional attributes (Ko, Costello and Taylor, 2017). Thus, Mercedes’ positioning in the UAE may lean more heavily into aspirational imagery, premium service experience and high-performance differentiation.
Critically, Mercedes does not abandon its global identity in either market. Instead, it adjusts the interpretation of luxury to align with local cultural and economic realities. This reflects a hybrid strategy that resists pure standardisation while preserving brand coherence. Such an approach supports the view that successful global marketing strategies require calibrated adaptation across culturally distinct markets (Theodosiou and Leonidou, 2003).
[bookmark: _Toc223435184]4. Comparative Evaluation of the International Marketing Mix (7Ps) in Germany and the UAE
The marketing mix represents the operational execution of segmentation, targeting and positioning decisions within specific macro-environmental contexts. While Mercedes-Benz maintains a globally coherent luxury identity, the configuration of product, price, place, promotion and extended service elements varies across markets in response to political, economic and cultural conditions. The following section critically compares the marketing mix strategy adopted in Germany and the United Arab Emirates.
[bookmark: _Toc223435185]4.1 Product
Mercedes’ global product architecture is anchored in premium engineering and technological innovation; however, portfolio emphasis differs across Germany and the UAE.
In Germany, product strategy is strongly shaped by regulatory pressure and environmental transition. EU decarbonisation frameworks and accelerating EV adoption have intensified the strategic importance of electrification (European Commission, 2024; International Energy Agency, 2024). Mercedes’ sustainability commitments therefore form part of its competitive positioning, with electric and hybrid models increasingly central to the German portfolio (Mercedes-Benz Group, 2024a). Product value is reinforced through efficiency, safety and measurable technological performance.
In the UAE, while electrification is expanding, demand remains particularly strong for high-performance models and luxury SUVs aligned with status-driven consumption. Luxury theory suggests that visible performance and exclusivity enhance symbolic value in prestige-oriented markets (Kapferer and Bastien, 2009; Ko, Costello and Taylor, 2017). Consequently, although core product platforms remain globally standardised, Mercedes emphasises different portfolio elements to reflect market-specific demand structures. This represents selective adaptation rather than structural divergence (Zou and Cavusgil, 2002).
[bookmark: _Toc223435186]4.2 Price
Pricing within the luxury automotive sector conveys symbolic as well as economic value. In Germany’s mature market, premium pricing must be justified through technological superiority, sustainability performance and engineering credibility. Consumers demonstrate high product knowledge, requiring price–value alignment grounded in measurable attributes.
In the UAE, pricing operates more explicitly as a prestige signal. In higher power-distance environments, elevated price points can reinforce exclusivity and social status (Hofstede Insights, 2024; Ko, Costello and Taylor, 2017). Lower taxation and high disposable income further support premium pricing strategies.
While global pricing architecture remains consistent, the interpretive meaning of price differs across markets. In Germany, it signals performance and reliability; in the UAE, it reinforces exclusivity and aspirational positioning. This calibrated approach aligns with the broader adaptation–standardisation debate in international marketing (Theodosiou and Leonidou, 2003).
[bookmark: _Toc223435187]4.3 Place (Distribution)
Distribution strategy reflects entry mode decisions and local partnership structures. In Germany, Mercedes operates within its domestic institutional environment, benefiting from established dealer networks and integrated distribution systems. As a home market firm, the brand’s distribution model reflects long-term market penetration and institutional familiarity, consistent with internalisation logic (Dunning, 1988).
In the UAE, distribution often operates through authorised dealerships and strategic local partnerships. Entry mode decisions reflect transaction cost considerations and the need for local market expertise (Anderson and Gatignon, 1986). Such arrangements reduce uncertainty and allow cultural and regulatory navigation through experienced intermediaries.
Luxury automotive distribution also extends beyond logistics into experiential retailing. Showrooms function as brand theatres, reinforcing prestige and service quality. In the UAE, high-end dealership architecture and personalised service experiences may be particularly important due to status-sensitive consumer expectations.
Thus, while core distribution architecture remains controlled and selective, local partnership structures and experiential emphasis demonstrate contextual adaptation.
[bookmark: _Toc223435188]4.4 Promotion
Promotional strategy highlights perhaps the clearest divergence between Germany and the UAE.
In Germany, communication increasingly integrates sustainability narratives, electrification innovation and engineering heritage. Environmental responsibility has become central to corporate reputation (Mercedes-Benz Group, 2024a), and promotional messaging must reflect regulatory awareness and technological leadership. Rational appeals emphasising safety, performance metrics and efficiency may resonate strongly in a culture characterised by higher uncertainty avoidance (Hofstede Insights, 2024).
In the UAE, promotional messaging may place greater emphasis on aspirational imagery, exclusivity and high-performance lifestyle symbolism. Luxury advertising theory indicates that symbolic consumption is often reinforced through visual prestige cues, experiential narratives and association with success (Kapferer and Bastien, 2009).
This does not suggest that sustainability is irrelevant in the UAE; rather, it may be framed as innovation and future-oriented modernity rather than regulatory compliance. Such calibrated promotional differences align with evidence that international firms adapt promotional intensity and message framing according to local cultural values (Cavusgil, Zou and Naidu, 1993).
[bookmark: _Toc223435189]4.5 People, Process and Physical Evidence
The extended marketing mix (7Ps) is particularly relevant for high-involvement, high-value purchases such as luxury vehicles. Service experience, dealership interaction and after-sales support form integral components of brand value.
In Germany, consumer expectations may emphasise efficiency, technical expertise and reliability in service processes. Transparent communication and systematic service scheduling may reinforce trust and long-term relationship building.
In the UAE, personalisation, hospitality and relationship-based selling may play a more prominent role. Cultural contexts characterised by higher power distance and relationship orientation may elevate the importance of premium customer treatment and personalised engagement (Littrell and Miller, 2001). Physical evidence, including showroom aesthetics and exclusivity cues, becomes part of the luxury consumption experience.
Overall, the extended marketing mix demonstrates partial adaptation. Core brand identity and product standards remain consistent globally, but emphasis, communication framing and experiential delivery are calibrated to local macro and cultural conditions. This supports the perspective that global luxury brands operate through structured flexibility rather than uniform standardisation (Schmid and Kotulla, 2011).
[bookmark: _Toc223435190]5. Directional Development Strategy in the United Arab Emirates 
Mercedes-Benz’s strategy in the UAE reflects market development combined with premium portfolio expansion. Unlike Germany’s mature and regulation-driven market, the UAE offers growth potential supported by high purchasing power and state-led diversification (UAE Government, 2023).
From an entry mode perspective, Mercedes operates through authorised distribution partnerships rather than wholly owned production facilities. Transaction cost theory suggests firms select entry modes to balance control and uncertainty (Anderson and Gatignon, 1986). In the UAE, partnership-based distribution reduces operational risk while maintaining brand standards.
Dunning’s eclectic paradigm further explains this positioning. Mercedes possesses ownership advantages in brand equity and technological expertise, while the UAE provides location advantages through political stability and consumer wealth (Dunning, 1988). Internalisation benefits arise from retaining strategic control over brand representation and service quality.
The strategy also aligns with incremental internationalisation logic (Johanson and Vahlne, 2009), as Mercedes has expanded through gradual network development rather than high-commitment manufacturing investment. While performance models currently drive demand, long-term growth may increasingly depend on EV adoption as sustainability ambitions intensify (International Energy Agency, 2024).
Overall, Mercedes’ UAE strategy reflects calibrated expansion: leveraging global brand strength while adapting portfolio emphasis to local market dynamics.
[bookmark: _Toc223435191]6. Ethical Considerations in International Marketing Strategy
Operating within the global luxury automotive sector exposes Mercedes-Benz to multiple ethical considerations, particularly concerning sustainability claims, environmental impact and the symbolic nature of luxury consumption. Ethical evaluation is especially relevant when comparing Germany and the UAE, as regulatory pressure and cultural expectations differ significantly across the two markets.
In Germany, environmental responsibility is both a regulatory and societal expectation. The European regulatory environment emphasises emissions reduction and industrial decarbonisation (European Commission, 2024), increasing scrutiny on automotive manufacturers’ climate strategies. Mercedes has articulated sustainability commitments and carbon neutrality ambitions as part of its broader corporate agenda (Mercedes-Benz Group, 2024a). However, ethical tension arises between promoting high-performance luxury vehicles and advancing environmental responsibility. While electrification is accelerating, the lifecycle emissions of electric vehicles, including battery production and resource extraction, remain complex (International Energy Agency, 2024).
This creates a reputational risk if sustainability communication exceeds measurable performance outcomes. Corporate sustainability narratives are frequently contested within academic debate, particularly where strategic positioning risks appearing symbolic rather than transformative (Crane et al., 2014). In Germany’s high-regulation context, ethical responsibility therefore extends beyond compliance; it requires demonstrable environmental impact reduction and transparent reporting.
In the UAE, ethical considerations are shaped less by regulatory constraint and more by brand representation and consumption culture. The promotion of high-performance, fuel-intensive vehicles within a market historically associated with fossil fuel wealth may attract less immediate regulatory criticism. However, global brand reputation remains interconnected. Marketing combustion-heavy luxury vehicles in one market while promoting carbon neutrality in another can generate perceptions of strategic inconsistency.
Furthermore, luxury branding inherently raises ethical questions related to exclusivity, status reinforcement and consumption inequality. Luxury theory acknowledges that exclusivity is a deliberate strategic mechanism (Kapferer and Bastien, 2009), yet from an ethical standpoint, firms must balance aspirational messaging with responsible communication practices.
Across both markets, ethical responsibility therefore intersects with strategic positioning. Mercedes must ensure that sustainability messaging is aligned with measurable operational action. It must also avoid creating dissonance between environmental commitments in Europe and product emphasis in growth markets. Ethical coherence across markets strengthens long-term brand legitimacy and mitigates reputational risk in an increasingly transparent global environment.
[bookmark: _Toc223435192]7. Strategic Recommendations
Based on the comparative analysis of macro-environmental conditions, STP strategy and marketing mix implementation across Germany and the UAE, several strategic recommendations emerge to strengthen Mercedes-Benz’s international marketing effectiveness while preserving global brand coherence.
First, Mercedes should deepen its differentiated communication strategy across the two markets while maintaining a unified luxury identity. In Germany, promotional messaging should continue emphasising measurable sustainability progress, technological innovation and engineering precision. Given regulatory intensity and consumer sensitivity to environmental performance (European Commission, 2024; International Energy Agency, 2024), communications should prioritise transparency and evidence-based claims. Aligning promotional narratives closely with operational sustainability performance will mitigate reputational risks associated with contested corporate responsibility claims (Crane et al., 2014).
In the UAE, while electrification should remain part of long-term positioning, marketing communications may more effectively integrate prestige symbolism, experiential luxury and forward-looking innovation narratives. Rather than framing electric vehicles purely as regulatory necessity, Mercedes can position EVs as premium technological upgrades aligned with modernity and national development ambitions (UAE Government, 2023). This preserves aspirational appeal while gradually shifting consumer expectations toward sustainable mobility.
Second, Mercedes should adopt a calibrated portfolio strategy that accelerates EV infrastructure partnerships in the UAE. Although electrification momentum is stronger in Germany, early collaboration with local stakeholders in charging infrastructure development may secure competitive advantage in the emerging premium EV segment. This aligns with incremental internationalisation logic, whereby firms gradually increase commitment as market knowledge deepens (Johanson and Vahlne, 2009).
Third, pricing strategy should continue reflecting contextual value perception. In Germany, premium pricing must remain justified through technological superiority and efficiency metrics. In the UAE, psychological and prestige-oriented pricing signals may reinforce exclusivity, consistent with luxury brand theory (Ko, Costello and Taylor, 2017; Kapferer and Bastien, 2009). However, global pricing architecture should avoid excessive divergence to maintain brand consistency and prevent cross-market perception imbalance.
Finally, Mercedes should ensure ethical alignment across markets by harmonising sustainability commitments and product emphasis. While selective adaptation is strategically justified (Theodosiou and Leonidou, 2003), visible inconsistency between sustainability messaging in Germany and product promotion in the UAE may undermine brand credibility. Integrating sustainability as a global innovation pillar, rather than a region-specific narrative, would strengthen long-term strategic legitimacy.
Collectively, these recommendations support a hybrid global strategy in which core luxury identity remains standardised, while communication framing, product emphasis and experiential delivery are selectively adapted to macro-environmental and cultural conditions.
[bookmark: _Toc223435193]8. Conclusion
This report critically compared the international marketing strategy of Mercedes-Benz Group in Germany and the United Arab Emirates, demonstrating how macro-environmental conditions shape segmentation, positioning and marketing mix decisions. The PESTEL analysis identified Germany as a regulation-intensive, sustainability-driven and technologically advanced environment, while the UAE represents a high-income, prestige-oriented growth market. These differences shape both consumer expectations and strategic priorities.
The STP analysis showed that although Mercedes maintains a consistent global luxury identity, purchase motivations vary across markets. In Germany, decisions are influenced by engineering credibility, environmental performance and long-term value. In contrast, luxury consumption in the UAE is more closely associated with status signalling and exclusivity. This divergence necessitates selective adaptation while preserving overall brand coherence.
The marketing mix comparison demonstrated a hybrid global strategy. Core product architecture and premium positioning remain consistent, yet emphasis differs. Electrification and sustainability messaging dominate in Germany, reflecting regulatory and societal pressures. In the UAE, performance differentiation and prestige communication are more prominent, with electrification positioned within broader innovation narratives.
Overall, the findings support the argument that effective international marketing for luxury brands requires structured flexibility rather than full standardisation. Mercedes’ calibrated adaptation across markets illustrates how global brands balance ownership advantages with location-specific responsiveness to sustain competitive advantage.

[bookmark: _Toc223435194]9. Reflective Account
[bookmark: _Toc223435195]9.1 Description
This assessment required the critical evaluation of Mercedes-Benz’s international marketing strategy across Germany and the United Arab Emirates. The task involved integrating macro-environmental analysis, segmentation strategy and marketing mix evaluation within the broader adaptation–standardisation debate in international marketing (Theodosiou and Leonidou, 2003; Zou and Cavusgil, 2002). It also required application of internationalisation theory to assess entry mode and directional development strategy (Anderson and Gatignon, 1986; Dunning, 1988; Johanson and Vahlne, 2009).
The comparative nature of the assignment demanded more than parallel country description. It required identification of strategic contrasts between a mature, regulation-intensive home market and a high-income, prestige-oriented foreign growth market. The analysis therefore focused on how political, cultural and technological factors shape operational marketing decisions. In doing so, theoretical frameworks were not treated as isolated academic tools but as explanatory mechanisms for real strategic behaviour.
[bookmark: _Toc223435196]9.2 Feelings

At the outset, integrating multiple frameworks within a single coherent argument appeared complex. The adaptation versus standardisation debate initially seemed binary; however, applying it to a luxury automotive context revealed significant nuance. There was uncertainty regarding how to balance global brand consistency with market-specific differentiation, particularly in culturally distinct environments such as Germany and the UAE.
The ethical dimension of sustainability strategy also introduced analytical tension. Mercedes’ climate commitments (Mercedes-Benz Group, 2024a) must be evaluated within regulatory pressures in Germany (European Commission, 2024) while also considering performance-oriented demand in the UAE. Determining whether sustainability positioning represents structural transformation or strategic narrative required critical judgement, particularly in light of debates surrounding corporate responsibility claims (Crane et al., 2014).
As the analysis progressed, confidence increased in synthesising theoretical perspectives rather than presenting them sequentially. The process reinforced the importance of clarity, conciseness and structured argumentation when handling complex strategic material.
[bookmark: _Toc223435197]9.3 Evaluation
A key strength of the assignment was the integration of macro-environmental analysis with operational marketing decisions. Rather than presenting PESTEL as descriptive context, regulatory intensity in Germany was directly linked to product and promotional emphasis on electrification, supported by EV adoption trends (International Energy Agency, 2024). Similarly, socio-cultural characteristics in the UAE were connected to prestige-oriented positioning strategies, consistent with luxury brand theory (Kapferer and Bastien, 2009; Ko, Costello and Taylor, 2017).
Another strength was the application of internationalisation frameworks to interpret Mercedes’ UAE strategy. Entry mode decisions were analysed through transaction cost logic (Anderson and Gatignon, 1986), while broader expansion dynamics were interpreted using the eclectic paradigm (Dunning, 1988) and incremental internationalisation theory (Johanson and Vahlne, 2009). This strengthened the strategic depth of the report beyond surface-level marketing comparison.
However, a limitation was the challenge of managing scope and word count. The interrelationship between cultural theory, sustainability strategy and luxury positioning created risk of repetition. Achieving conciseness while maintaining analytical depth required significant refinement. This highlighted the importance of prioritising evaluation over extended explanation.
[bookmark: _Toc223435198]9.4 Analysis
This assignment enhanced understanding of global marketing as a dynamic balancing process rather than a formulaic replication of strategy. The adaptation–standardisation debate suggests tension between efficiency and responsiveness (Theodosiou and Leonidou, 2003). Through this analysis, it became clear that successful luxury brands such as Mercedes operate through calibrated flexibility, maintaining core identity while adjusting emphasis according to contextual variables.
The comparison also reinforced that cultural dimensions influence not only communication style but also consumer interpretation of value. Hofstede’s framework (Hofstede Insights, 2024) provided a structured lens to interpret differences in uncertainty avoidance and power distance, but the analysis demonstrated that culture interacts with economic structure and regulatory context. Luxury consumption in Germany and the UAE differs not merely because of cultural values but because those values are embedded within different institutional and market systems.
Furthermore, the ethical dimension revealed that sustainability positioning cannot be geographically fragmented without reputational consequences. Corporate responsibility claims are increasingly scrutinised across markets (Crane et al., 2014), meaning global brands must ensure coherence between environmental commitments and product emphasis. This insight extended the analysis beyond marketing mechanics into broader strategic governance considerations.
[bookmark: _Toc223435199]9.5 Conclusion
Overall, this assessment strengthened the ability to synthesise macro-environmental analysis, cultural theory and internationalisation frameworks into a coherent strategic evaluation. It demonstrated that effective international marketing requires structured flexibility: core brand identity must remain stable, yet product emphasis, communication framing and experiential delivery require contextual adjustment.
The process also reinforced the importance of critical judgement when evaluating sustainability claims and luxury positioning within different regulatory and cultural environments. International marketing is not solely about expansion; it involves balancing legitimacy, performance and symbolic value across diverse institutional contexts.
[bookmark: _Toc223435200]9.6 Action Plan
To further develop expertise in international marketing strategy, future analysis should incorporate deeper quantitative data evaluation, particularly consumer behaviour metrics and financial performance indicators across markets. Strengthening financial interpretation skills would enhance the credibility of strategic recommendations.
Additionally, further exploration of cross-cultural negotiation and partnership management would deepen understanding of entry mode decisions beyond theoretical modelling (Anderson and Gatignon, 1986). Expanding engagement with sustainability governance literature will also support more rigorous evaluation of environmental positioning within global brand strategies (Crane et al., 2014).
Continued application of theoretical frameworks to real-world corporate cases will strengthen the ability to move from descriptive comparison to strategic synthesis, which remains central to postgraduate-level marketing analysis.
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