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[bookmark: _Introduction]Introduction
International market can be depicted as the large platform which enables the opportunity for the companies to offer their services and products to a large number of people all across the world. After the international market, international marketing can be accepted as the effective and practical tool which gets accessed by the company employees and management to form a specific and innovative decision in order to understand the brand message properly. On the other words, international marketing is the application of practical marketing principles to various countries all across the world. All the business organisations prefer to reach their business to the next level and in order to make popular the service and to get more profit international marketing can be the best option. 
A lot of companies all across the world have paved their places in the international market and a lot of companies are still trying to pave a sound place. It is noticed that the economy of the nation is closely related with the success of the companies of that nation. Generally, the developed countries have the more successful international companies and the developing companies are trying to pave a place. But when it comes to international market and a leading international company, then choosing the specific developed countries can results in limited scope for business (Branine, 2011). In order to deal with both developed and developing countries, all the companies should enable different types of strategies to lead the national markets. It is a common fact that the developed countrymen prefer to focus on the quality than the economical aspects. On the contrary, the developing countries are focused about the economical factors. And that’s why the international company should enable different strategies in order to deal with and make business in these two types of countries. 

[bookmark: _Diverse_Workforce][bookmark: _Hlk512776981]Background
The assignment has focused on the different marketing strategies of the leading international company, Mercedes Benz. It is a leading brand within the automotive industry. It has entered into the genre as a division of the famous German company, Daimler AG. This brand generally deals with the luxury vehicles, buses, Lorries and Coaches. With the name, ‘Mercedes Benz’ it get introduced in 1926 by Karl Benz and Gottlieb Daimler. It belongs to the genre of first gasoline powered automobile. The popular slogan of this brand is “the best or nothing”. It is noticed that Mercedes was marked for the first time by Daimler Motor Corporation in 1901. 
In the middle of the nineteenth century it has got introduced in the United Kingdom market. According to the assignment criteria here the United Kingdom is representing a developed country and the assignment target is to evaluate the market strategy of this company in United Kingdom. In order to align the comparison criteria of the assignment, here another developing country, India has taken in order to properly evaluate the market strategy of this company in India and to accelerate the comparison.


[bookmark: _Role_of_Diversity]Situation analysis 
Comparison between International Marketing & Domestic Marketing
In the previous sections from this assignment, it can be stated that marketing is the utmost regime through which the business organisations can add the business value through customer satisfaction and better relationship with the customers. Generally, this regime recognizes and transfers the needs into the services and products (Keegan and Green, 2011). There are two types of marketing- domestic marketing and international marketing. When the company prefers to make business within the home country then it’s called the domestic marketing. On the contrary, international marketing is the regime of making business through a lot of countries all across the world. Here the marketing of the services and products gets accelerated globally. 
[image: ]
In order to make a comparison between these marketing regimes, first getting understand both of these marketing regimes properly, is truly important. When it comes to domestic marketing then it can be stated that here the business activities are limited to the national scale. The strategies of domestic marketing are to satisfy the customers of a small territory. The basic motto of the domestic marketing is to serve and influence the consumers of a specific nation. 
There are a lot of factors which positively contribute towards the domestic marketing such as ease of data access, less barriers of the communication regime, better knowledge of the consumers’ preferences, proper knowledge of the leading market trends, less competitors, fixed set of political-economic-social issues. But another thing which needs to get mentioned here and that is with all these facilities the scope of growth of the business gets limited due to the limited market size. 
When the marketing practices are there to serve the global market then it’s called the international marketing (Czinkota et al, 2011). All the international companies have started their business at their home countries later after they have emerged to the international regime. After getting success from the national market, the companies set the plan, strategy in order to achieve the success in the international market. 
Generally, there are no specific boundaries for the international marketing and that’s why the companies are able to focus on the customers all across the world. But in the international level, the companies have to face more complex challenges such as huge social-cultural differences, language barriers, frequent change in foreign currencies, and different purchasing habit of the consumers and so on. 
From the next table, the comparison of the domestic and international market will be more prominent-
	Basics of comparison 
	International marketing 
	Domestic marketing

	Definition 
	The business activities such as production, promotion, and selling when get expand into various countries all across the world then it’s called the international marketing. 
	Domestic marketing indicates the regime of making business (production, promotion and sale) within the nation. 

	Service area 
	Large- world wide
	Small- within the home country

	Interference by the government 
	High than the domestic marketing 
	Less

	Business action 
	Various countries 
	Within a single country

	Usages of technology 
	Shared and latest technology of all the countries all across the world 
	Limited 

	Risk factor 
	Very high 
	Low

	Requirement of the capital 
	Huge 
	Less

	Nature of the consumers 
	Variation in the taste and preferences get noticed
	Remain almost same within the nation


[bookmark: _Need_for_Continuous]PEST ANALYSIS
According to the assignment criteria, in this section, the assignment has focused on the factors which are closely connected with the international market. On the contrary, it can be said that which factors are there in order to directly and indirectly affect the international business regime of the mentioned company, Mercedes Benz (Doole, 2012). Not only this company but also all the leading companies have to frequently check the specific factors which can affect the business regime such as political factors, economic factors, socio-cultural factors and technological factors. In order to evaluate all these factors there are several analyzing tools available in the market. Among all the analyzing tools, PEST analyzing tool has gained the massive popularity. In order to properly analyze all these related factors the assignment has also used the PEST analyzing tool. 
It is noticed that apart from the internal resources and industry factors, the leading international companies need to evaluate a lot of macro-economic factors in order to properly analyze the impact (by macro-economic factors) on the performances. In order to evaluate the four external factors such as political, economic, socio-cultural and technological PEST analyzing regime is hugely popular (Hollensen, 2007). The assignment criteria have mentioned that the mentioned company, Mercedes Benz’s strategies should get properly evaluated in two different context of nation. And in order to align with this criterion, the assignment here focused on the mentioned factors of two different places (the United Kingdom and India) which have both the direct and indirect influence on the mentioned company, Mercedes Benz. 
Political factors- political factor is considered as one of the most influential factors among the PEST factors. On the contrary, it can be stated that political factor has the direct connection to the regulation of any international business. There are few sub factors which need to get properly evaluated during the political factor analyzing regime such as stability of political government, laws on the business regime, government position on marketing ethics, governmental policies on the economy and view of the government on the cultures. 
According to the assignment criteria, here the assignment has to pour focus on the political factors of the two nations- the United Kingdom and the India. Actually, it is noticed that the process requires a more effective communication when the business plans to pave a strong place in the international market (Lee and Carter, 2009). But this planning can get easily effected due to the political factors of the nations. In the earlier sections of this assignment, it is mentioned that the United Kingdom is a developed country and that’s why it can be idealized that it has less tension than the rest chosen country. On the contrary, it can be said that a company in the developed nation can act more functionally without getting too much interrupted. But when it comes to the developing country, then a lot of sub factors get aligned with the political factor. A continuous tension in the political regime of this nation gets noticed and this directly affects the business making regime of the leading automotive companies such as Mercedes Benz (Cateora, 2007). The governmental tax policies often entice particular businesses to get spread into different regions so that the government can get strong amount of taxes from those companies. Actually, the government enables this regime when it noticed that it is getting less than enough taxes from a particular sector of the business industries within the nation. The government is enlisting the automotive industry in this section or not, it needs the further analysis or proper communication with the governments of the nations (Lind, 2012). The mentioned sub factors such as the stability of the government indicates if the nation has political stability then the companies who make business here, are more prone to get success such the United Kingdom. On the contrary, political tensions take place in India comparatively more in number and that’s why all the business organisations have to face interruptions. 
Another fact which needs to get mentioned here and that is political tensions lead another tensions such as economic shortage, unexpected strikes, inter-challenges and conflicts within the nation. And all these are able enough to affect the production, promotion and selling regime of any company. In order to make business smoothly and to gain the popularity, the mentioned company, Mercedes Benz should pour more focus on the political factors of the India comparatively and should enable the flexible strategies in order to cope with the political tensions and challenges. 

Economic factors- economic factor is another great factor which needs proper evaluation in order to update and rectify the existing business strategy of any international company and this is also applicable to the mentioned company, Mercedes Benz. The PEST analysis regime also put a lot of concentration on this factor as it has the ability of affect the business making regime of any company regardless of the industry type. According to several international marketing researches, it can be stated that economic factors of a nation has direct connection with the marketing techniques of the companies (Routledge, 2006). Economic factors such as financial status of the consumers, social class and nature of maintaining the lifestyle (financially) is directly connected with the customer behavior and purchasing style, the main factors of sale of any company. From these lines, it is clear that the people of a developed country like the United Kingdom are able to make purchase of highly expensive and luxury automotive goods. And the rate of the purchase of luxury automotive goods gets reduced when it comes to the developing nation such as India. 
It can be stated that before accelerating the promotional and advertising regime in a country, the company should properly analyse the related economical factors properly in order to properly understand the access or financial limit of the consumers. In order to support this fact, it can be mentioned that the marketing and promotional regimes of any company are based on the emotional responses by the consumers. All the leading companies try to get connected with the emotional style of the customers and implement a new and wealthy regime of maintain their lifestyle through the products and services they have offered (de Mooij, 2011). And that’s why properly understanding the economical status of all the sections of the nations, is truly important otherwise the process will result in lack of sales. In the earlier sections of this assignment, it is mentioned that the mentioned company, Mercedes Benz offers luxury automotive goods such as vehicles, Lorries, Coaches and Buses and that’s why the company should enable the strategies through which the upper middle class and upper class people get attracted towards its products and services. Along with these, it is also gets noticed that not all the countries rather all the sections of the countries are economically advanced and that’s why the variation in the strategies and services should get implemented in order to make business globally. (Chu et al, 2017)
Even after properly understanding the economical status of the countrymen, the company can get affected with other economic factors such as currency exchange rates and balance trade. Recently, the demonization has take place in the economy of India and it has left a lot of impacts on the selling regime of various companies. Currency exchange rates can leave greater impacts on the companies such as business profit and security pricing regime. On the contrary, balance of trade is considered as one of the biggest apparatus of a nation’s balance payment. Through this process, the comparison of the economic commotion between two nations seems easy. 
Socio-cultural factors- socio-cultural factors too have greater impacts on the business making regime. On the other words, it can be mentioned that the socio cultural factors are considered as the third important factors among all the analysis-worthy factors. These factors have the both direct and indirect influences on the business making regime of the automotive companies. In order to make business and get profited the mentioned company, Mercedes Benz should properly analyse the social and cultural factors of the nation because it is noticed that the native consumer’s behavior at the products should get properly idealized by the company before implementing nay new strategy (Parsons and Maclaran, 2009). Not all the nations are of same social and cultural background and it is also applicable to these mentioned nations-the United Kingdom and the India. And that’s why all the services areas should get properly evaluated by the companies. It is also noticed that the level of education, age distribution- all these are closely connected with the marketing initiative and strategies of any individual MNC of any specific region. In order to support this fact here Hofstede’s cultural model can be mentioned. According to the Hofstede’s cultural model, cultural factors designate the cultural sensitivity. In the business spheres, cultural sensitivity and cultural factors are considered as the utmost paramount. And for the extending of international business tactics, the alignment of these factors is truly important (Stöttinger et al, 2015). How the product can add increase ease and style to the users’ life it should get clear here as it accelerates the purchases of the products and services. 
According to the Hofstede’s cultural model there is another great factor and that is the gender roles within a culture and society. On the other words, it can be said that how the feminine and masculine cultures will act towards the globalization (de Mooij, 2011). For instance, it can be mentioned that something related with women empowerment will accepted as something positive initiative n the United Kingdom on the contrary, the same fact will undergone several controversies in India as here masculine power holds a strong place. 
Technological factors- technological factor is probably the strongest factor which has huge contribution in order to update the typical and traditional business making regime of a lot of leading companies. Technological factor is also connected indirectly with the rest three factors and has both the direct and indirect influences on the business regime of the mentioned company, Mercedes Benz. It is an all accepted fact that in order to cope with the inflammation and recession enabling the latest technologies is the best option and along with this, it also add new dimension to the business regime of any company regardless of the industry type. In this decade, the usages of computerized devices and the internet have increased dramatically and no doubt this can add a lot of advantages to the business organisations. It is also noticed that the enhancement in the usage of advanced information technology accelerate the potentials in order to form and maintain global supply chains smoothly (Usiner and Lee, 2009). In the earlier sections of this assignment it is mentioned that the chosen nations are not of same economical background. The developed nation, the United Kingdom ahs more financial power than the developing nation India and that’s why the technological advancement is also prominent in the United Kingdom comparatively. An economically strong nation enables the regime of better access of technological features for the countrymen. And the developing countries, too, try to enable the regime so that all the countrymen can access the advantages. Here the mentioned company, Mercedes Benz should enable the regimes through which both the nations rather the countrymen of these nations can reach to their services and products through any level or range of technological products such as smart phones, personal computers, laptops and so on. 
Along with these facts, there is another fact which too should get mentioned here and that is the mentioned company, Mercedes Benz should enable complex free technological regime. In the earlier sections, the barriers such as language barrier, communication barrier are mentioned and if the company enables the complex free easy regime then these barriers will be deactivated. The promotional regime is also connected with the technological factor. Nowadays, a lot of leading companies prefer to promote their services and products through the online platforms and through the help of this regime, the mentioned company, Mercedes Benz can enhance its promotions in both the developed and developing nations.

[bookmark: _Employee_Demand_for]Marketing strategies of mercedes benz within global context

[bookmark: _a)_Improved_reward]Being an internationally famous organization the marketing strategy of Mercedes Benz’s are quite complex. The key reason of such complexity is that they have to manage their market value in different parts of the world and the customer satisfaction level as well as the nature of customer demands is not same for every region. Keeping this thing in mind they have to get their international marketing strategies. Mercedes Benz have remain popular in UK region for long decade and still now they have a very strong marketing fields in this region however with ongoing globalisation and international economic changes their cars are also getting popular in the developing countries day by day. It has been found that the sales rating of Mercedes cars in India are getting increased for year to year. In 2017 the sales have increased by 17% which is quite noticeable. However in case of UK the increase rate is quite lower and that is 9.9% by the end of 2017.However in case of UK they already exist in the number 1 rating in the list premium brand car. The key marketing strategies that facilitate such success stories of Benz’s marketing are,
1. Segmentation, positioning and targeting (STP)
2. Marketing Mix
3.   Directional development
In case of international market a lots of local factors exist that influence the international marketing strategy of   a globally famous organisation such as Mercedes. Hence the regional marketing departments should be always cautions about finalising any marketing strategy and the local market must be analysed in details before the implementation of that marketing strategy into regional business operations (Watson, 2006). In order to achieve the regional business goal the above mentioned three marketing strategies are used by Mercedes but  the viewpoints that are considered while making the strategies are quite different for UK and Indian market. A comparative discussion regarding the three marketing strategies of Mercedes in the context of UK and India is discussed below,
 STP strategy of Mercedes Benz
STP is a very helpful strategy for identification of customers’ requirement from every aspect mainly for socio-economic background. On the basis if such identification the marketing and product launching criteria are set out. The STP of Mercedes is influenced by Psychographic, behavioural as well as demographic factors. 
Segmentation: the recent researches have showed that Mercedes car are getting more popular in the youth community of both UK and china. Although in case of UK the percentage of youth Mercedes owner as well as other age rage community owner are almost similar but in case if case of India the older generation has found to be  less attracted by their car. Due to this reason in case of India they launch new products by keeping their focus on the Indian Youth community with high level of income. On contrary in case of UK their segmentation includes middles aged and old aged people along with youth community having both high and moderate income level. In case of geographical segmentation India get the attention of Mercedes only for metropolitan cities while most of the metro cities and urban areas of the UK are already under their marketing attention. Form the view points of psychographic segmentation only the High class and sophisticated status people falls under the marketing segmentation of Benz (Brandrepublic.co.uk, 2018). However case of UK majority of population is falls under such category and hence the market segmentation of UK is quite wider than that of India. According to behavioural segmentation the S class cars have been found to be popular in India while a Hatchback car owns the highest popularity among UK people.   
Targeting:  In case of UK region both the moderate economic background people and rich people are targeted but in India targeting only rich community have proved to be more successful marketing strategy. Because in case of upper middle class standard the people also search fuel economy along with the car making quality but being a flagship company Mercedes does not want to compromise in their quality and safety. Form recent few years they have also started to target some wealthy farmers of UK. In case of India they mainly target male customers from the age group of 25 to 44 while female customers are the fore most priority in case of UK targeting. Although their cars are good fit for both men and women in case of India majority of their customers have been found to be male (Cim.co.uk, 2018). In case of targeting Mercedes manly focus on launching new product. For example in order to target the moderate economic background community of India they are planning to launch more models of small and economic sedan car.
Positioning: In case of market positioning strategy another factor that has to be taken under consideration is the Brand positioning.  Product qualities have become their signature and they have been best known for their stylised and high technology associated car. Their target line is ‘Lead by Technology’. Their promotional also includes ‘The Best or Nothing’. Their highly customer satisfactory after sales service have raised bran to the most reliable position. However according to the economic position of India their services sounds quite expensive but in order to retain their market position they provides a range of promotional offers with new car purchases. Even they hence planed to provide extended service of their car in terms of monthly small investment after purchasing a new car. Such kind of flexible marketing strategy will lead their brand to a popular and reliable position even in developing countries like India.   
Four P’s evaluation of Mercedes Benz- Four P’s is a popular model which enhances the components of the marketing mix. On the other words, it can be said that it helps to define the way through which a company can introduce its new products or services into the markets (domestic and international). The process helps the company in order to define the marketing terms such as product, price, place and promotion. 
Product- the first P stands to denote the product which gets offered by the company to its consumers. The mentioned company, Mercedes Benz should offer attractive products in order to attract a large number of customers all across the world and the products should get aligned with the requirement list of the consumers (Anon, 2018). The two chosen nations are- the United Kingdom and India. It is earlier mentioned that the United Kingdom is a developed country and that’s why its countrymen will focus on the quality and safety arrangements of the products than any other factors. On the contrary, India is a developing country and its countrymen will focus on its pricing factor than any other factors.  
Price- the second P of the four P’s stands for price. It is another great aspect which is directly connected with the business regime and profit factor of the company. It is noticed that in order to accelerate the process of success and to make profit, the marketers need to form a line between the price of the real product and the apparent value of the product (Mad.co.uk, 2018). Before providing the final stamping on the products to get sold in the mentioned nations, properly evaluating the facts such as supply costs, seasonal discounts, offered prices and currency rates, is truly important. The pricing regime should be unique and should pass all the acts and laws in order make the procedure legal and government approved. Often the business executives try to manipulate the price of certain products in order to enlist the products into the luxury category. But when it comes to a developing country, then enabling such regime can affect the business regime directly. 
Place- the third P of the four P’s, denotes the place. On the clear words, the existing and future services areas of the companies. In this regime where the products get sold and how the products get delivered into the market, are the main concerns (Bized.co.uk, 2018). Here the duty of the mentioned company, Mercedes Benz, is to bring the products series into the concern of the people who are most likely to make a purchase. According to the international market researches, the company should place specific products in specific areas in order to make profit and transfer the business into the next level. For instance, it can be mentioned that in the United Kingdom, the mentioned company can offer the comparatively expensive products as it is a developed company. On the contrary, in India, the mentioned company should offer the comparatively less expensive products so that the brand can gain popularity among all the people of upper middle class and upper class. 
Promotion- the fourth P of four P’s stands for promotion. Promotional regime is directly connected with the brand awareness and profit regime of the companies. And this is also applicable to the mentioned company, Mercedes Benz. In this regime, the advertising, public relation and the promotional strategy get incorporated and these are closely connected with the rest factors of the marketing mix (The Economist, 2018). The promotional strategy of this company in the mentioned two areas differs from each other. Actually, it is a common fact that promotional strategies of two nations will be different as one is developed nation and the rest one is still developing. In the developing countries, Mercedes Benz should pour more attention towards the promotion regimes in order to gain more brand value and here the company can use the each platform of the internet in order to make a large number of people of its services, products and facilities. 
Directional development of Mercedes Benz
Directional development has become too important in order to maintain a sustainable business growth. The essentiality of directional development has been raised due to the volatile nature of customer expectations, demands and well as for unstable economic and political circumstances. In case of marketing strategy directional development is considered as such tools using which the best option can be identified from two or more tempting and effective options (Armstrong et al, 2015). While making the market segmentation using of directional marketing strategy proved too helpful because through this process the most demanding and profitable market segments within a specific region. Being an old and experienced company Mercedes Benz is intelligent enough to stay in line with the current towards of customers’ demands as well as market values. As international market always remains affected by various kinds of factors from different region hence the identification of exact regional development needs must be analysed and addressed in timely manner (Bivolaru et al, 2009). In case of UK region the population is more concerned about quality and safety hence most of the existing UK models of Mercedes Benz have been upgraded with latest technologies and safety features while in case of India the fuel economy is also taken under consideration along with the technological factors.

[bookmark: _Conclusion]Conclusion
[bookmark: _RecommendationS]After the long discussion, the assignment has reached its conclusion point. In the very earlier section, the assignment has coined the key differences of domestic marketing and international marketing. And after that the importance and need of the evaluation of the related factors is properly depicted and the mentioned company should pour attention of all these factors. Actually, in order to pave a greater place in the international market evaluating all these factors rather getting aware of all these factors is truly needed for the companies regardless of the industry type. In the assignment, the popular analyzing tools are mentioned in order to properly align the factors with the strategies.
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