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[bookmark: _Toc227387527]1.0 Introduction
This report gives a detailed strategic analysis of the shift by Mercedes-Benz Group AG to sustainable luxury. It compares the workings of German domestic operations with the Hungarian production and analyses macro-environmental factors through the PESTEL and the cultural processes through the 6-D model developed by Hofstede. In addition, the report evaluates the STP framework and 7Ps marketing mix. Getting down to the directional development strategies and ethics, it provides the international marketing recommendation in 2026. Using the Reflective Cycle introduced by Gibbs, I will explain my experience with the research, discuss the emotions linked with the synthesis of the complex automotive information, and assess how these experiences are influencing my professional growth as a strategic assistant.


[bookmark: _Toc227387528]2.0 Mercedes-Benz Group AG Background:
Mercedes-Benz Group AG, a luxury automobile industry leader based in Stuttgart, was established in 1926 as a result of the merger of the companies initiated by Karl Benz and Gottlieb Daimler, who independently invented the first automobiles in the world in 1886. The group is currently in charge of the strategy of Electric First (Mercedes-Benz Group, 2025) since it has changed its name, previously being Daimler-Benz. It is leading the innovation of high-end and sustainable luxury, still in 2026 (Mercedes-Benz Group, 2025).
Mission Statement
Mercedes-Benz has the mission of providing the best quality premium cars and commercial vehicles to our clients all over the world, and we believe in the values of innovation, sustainability, and excellence in all our activities (CanvasBusinessModel, 2025). The firm aims at establishing an open environment among staff as well as offering personalised customer service as a way of delivering a quality luxury shopping experience.
Strategic Vision
The vision of the company is to develop the future of mobility with the help of carbon neutrality and digital leadership. Key vision points include:
· Ambition 2039: Reaching a net carbon-neutral new automobile fleet throughout the entire value chain (Lombard Odier, 2025).
· Global Leadership: The new industry standards in autonomous driving and software-defined vehicles (Mercedes-Benz Group, 2025).
· Technological Pioneering: Switching to all-electric vehicle designs for all new product models introduced in 2025 and beyond (PESTEL Analysis, 2025).
· Sustainable Luxury: A combination of beauty and environmental sustainability, with a 96 per cent battery recycling recoverability (Mercedes-Benz Group, 2025).
[bookmark: _Toc227387529]2.1 Global Operations: Germany and Hungary
Mercedes-Benz employs Germany for high-tech R&D and high-end product manufacturing in a tightly knit European production network. Rastatt is a leading small vehicle plant (Lombard Odier, 2025).
The firm has a huge manufacturing facility in Kecskemeta, Hungary. This facility is now one of the largest and most advanced in the network. Mercedes-Benz will move all A-Class production to Hungary by the second quarter of 2026 to maximise cost savings and allow Germany to develop new electric platforms like the MB.EA (Mercedes-Benz Electric Architecture).
[bookmark: _Toc227387530]3.0 Macro-environment analysis:
'Macro-environment' refers to the external, uncontrollable forces that influence an organisation's strategic decision-making and performance (Scribd, 2025). It is typically analysed using the PESTLE framework to evaluate political, economic, social, technological, environmental, and legal factors.
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[bookmark: _Toc227387513]Figure 1: PESTLE Analysis
Source: vecteezy.com
[bookmark: _Toc227387531]Comparative PESTEL Analysis: Germany vs. Hungary:
This section helps Folorunsho Coker compare Mercedes-Benz Group AG's macro-environment in Germany and Hungary, its key host nation.
PESTEL predicts that environmental, legal, social, technological, economic, and political variables affect firm operations. Mercedes-Benz's electric-only goal and manufacturing location are important to this study.
[bookmark: _Toc227387532]3.1 Political Factors
Germany: (unfavourable)
Germany has strong democratic institutions, but political fragmentation and coalition instability have made policymaking less secure. The industrial subsidies directive is threatened by budget constraints (2024-2025).
Impact: The situation makes manufacturers less strategic in the long term.
Hungary: (favourable)
Hungary is a centralised political system that is largely controlled by the Fidesz government. The state encourages foreign direct investment (FDI), particularly in the automotive industry, despite having tensions with the EU over governance issues.
Impact: Having solid government support will improve investor confidence in production.
[bookmark: _Toc227387533]3.2 Economic Factors
Germany: (unfavourable)
Germany is witnessing economic stagnation, which is slightly recessionary with minimal growth. The labour and energy prices are very high, which increases the cost of production.
Impact: lowers the competitiveness in the manufacturing sector on a large scale.
Hungary: (favourable)
In spite of high inflation and currency volatility experienced in Hungary, labour and operating costs are much lower. These economies of scale help Mercedes-Benz to grow in scale of manufacturing.
Impact: Cost efficiency enhances the profit margins.
[bookmark: _Toc227387534]3.2.1 Sales Performance Report (2023–2024)
The table below will provide an overview of the global sales performance, as well as the strength of the performance of the core and top-end segments despite the changes in the market.
	Segment/Region
	2023 Sales (Units)
	2024 Sales (Units)
	Year-on-Year Change

	Total Group Sales
	2,491,600
	2,389,000
	-4.1%

	Core Segment (e.g., E-Class, GLC)
	1,096,800
	1,167,100
	+6.4%

	Top-End Luxury (AMG, Maybach, G)
	328,200
	281,500
	-14.2%

	Europe (Total Region)
	659,400
	~650,000
	-1.4%

	China (Key Market)
	737,200
	~700,000
	-5.0%


[bookmark: _Toc227008453]Table 1: Sales Performance
(Source: Compiled from Mercedes-Benz Group 2024 and 2025 Annual Data)
[bookmark: _Toc227387535]3.3 Social Factors
Germany: (favourable)
Germany has a well-regulated and developed job market. Without migration, Germany's workforce will decline by 7 million by 2036 (EURES, 2025). This creates a "war of talents" between Mercedes-Benz and other digital businesses for talented coders. Trade union density is high; therefore, labour relations are crucial to company strategy since strikes can stop production (Statistisches Bundesamt, 2025).
Impact: Strength in the demand side and labour constraints in the supply side.
Hungary: (unfavourable)
Hungary's society promotes industrial revival. The car industry is a national pride, employing numerous working-age people (ILO, 2024). The industrial employment rate in Germany dropped in 2025, but Hungary's reached a record 4.7 million. Mercedes-Benz's 24/7 worldwide manufacturing cycles are enabled by Hungarian workers' shift work and overtime flexibility (IZA World of Labour, 2025).
Impact: High labour supply and reduced demand in the EV market.
[bookmark: _Toc227387536]3.3.1 Hofstede Model and Cultural Factors:
Culture determines the perception of the employees on the issues of authority, risk, and motivation. These two countries can be compared with the help of the Hofstede 6-D Model, in which six important dimensions are provided (Hofstede Insights, 2025).
Based on the data provided by Hofstede, the cultural scores of the two nations are:
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[bookmark: _Toc227387514]Figure 2: Hofstede Cultural Model
Sources: theculturefactor.com
Comparison of the 6 Dimensions:
1. Power Distance: Germany (35) and Hungary (46) are both rather low. This points to a cultural issue about decentralisation of power and free leadership. Employees are also looking to be approached instead of being told what to do (The Culture Factor, 2025).
2. Individualism: They both are individualistic (Germany 67, Hungary 80). Personal responsibility and achievement are the most important in these I-centred cultures. This is an advantage to Mercedes-Benz in the form of high individual accountability (Scribd, 2025).
3. Masculinity (Motivation towards Success): Both are high (Germany 66 and Hungary 88), which means that they have a performance-orientated culture. The incredibly high score of Hungary indicates that the society has been accustomed to being the best in the industry, which perfectly fits the definition of luxury positioning of Mercedes-Benz.
4. Uncertainty Avoidance: They are both very interested in avoiding uncertainty (Germany 65, Hungary 82). It results in an emotional desire for rules, accuracy and punctuality, which is a cultural advantage to high-precision automotive engineering (The Culture Factor, 2025).
5. Long-Term Orientation: The two countries are both pragmatic (Germany 83, Hungary 58). They consider truth to be relative, and they demonstrate high adaptability to revise the traditions to the contemporary environment, which favours long-term R&D (Hofstede Insights, 2025).
6. Indulgence: Both are low (Germany 40, Hungary 20), and they are restrained. Such cultures focus on social expectations and responsibility instead of peer pleasure (The Culture Factor, 2025).
Evaluation of the Hofstede Model Advantages and Disadvantages:
	Advantages
	Disadvantages

	Quantifiable Framework: Assigns numerical scores to abstract traits, enabling structured, data-driven comparisons for executive decision-making (Simply Psychology, 2025).
	Risk of Stereotyping: Assigning single scores to entire nations oversimplifies individual diversity and ignores regional sub-cultures (EBSCO, 2025).

	Practical Business Utility: Provides actionable insights for tailoring marketing, HR, and recruitment to specific cultural values (Save My Exams, 2025).
	Outdated Foundations: Original data from the 1960s-70s may fail to capture how globalization and the internet have "blurred" national lines (Simply Psychology, 2025).

	Predictive Power: Helps firms like Mercedes-Benz anticipate management friction and consumer attitudes toward risk or authority (Aithor, 2026).
	Western Bias: Developed from a Western perspective, the model may struggle to capture complexities in transitioning or non-Western markets (Scirp.org, 2025).

	Cross-Disciplinary Use: Simplistic enough to be integrated into marketing (STP), organizational design, and international negotiations (TransPerfect, 2025).
	Ignores Internal Diversity: Assumes national homogeneity, overlooking differences between urban hubs (Stuttgart) and rural areas (Kecskemét) (Simply Psychology, 2025).


[bookmark: _Toc227008454][bookmark: _Hlk225971340]Table 2: Advantages and Disadvantages of the Hofstede Model
Cultural Drivers: Germany and Hungary
Germany: (Favourable)
· Uncertainty Avoidance (65) is a high score that promotes a cultural obsession with precision, rules, and punctuality that contributes directly to the image of the superior automotive engineering world that Mercedes-Benz has established (The Culture Factor, 2025).
Hungary: (Unfavourable)
· The score of Indulgence (20) is very low, which means that the culture is restrained and might not accept modern, flexible corporate perks or flexible changes in social relations in the workplace that will slow down the cultural integration in the event of a digital transformation (Hofstede Insights, 2025).
[bookmark: _Toc227387537]3.4 Technological Factors
Germany: (favourable)
Germany has become a world leader in innovation, especially in automotive engineering, AI implementation and patenting.
Impact: Supports EV technologies' high-value R&D and innovation.
Hungary: (favourable)
Foreign investments are the key driver in technological development. The nation is becoming a centre in battery manufacturing of EVs and platform makers.
Impact: Favours the growth of industry as opposed to innovation leadership.
[bookmark: _Toc227387538]3.5 Environmental Factors
Germany: (unfavourable)
The automotive industry is highly impacted by stringent environmental policies by the EU and the national sustainability targets (e.g., carbon neutrality targets).
Impact: On one hand, it fosters innovation, whereas, on the other, it raises compliance costs.
Hungary: (favourable)
Hungary is compliant with EU environmental standards, but with greater flexibility to ensure the competitiveness of industries.
Impact: Facilitates compliance at a low cost to the manufacturers.
[bookmark: _Toc227387539]3.6 Legal Factors
Germany: (unfavourable)
Germany has good legal protection, particularly over the intellectual property, yet the labour laws and high regulations are complicated and would escalate the cost of doing business.
Impact: Firms have a heavy compliance burden.
Hungary: (favourable)
The Hungarian economy offers an attractive business law system, such as a low corporate tax rate (9%), and a lenient labour policy. Nevertheless, there is a certain uncertainty due to constant legal wrangles with the EU.
Impact: Motivates investment irrespective of institutional risks.
[bookmark: _Toc227387540]3.7 Overall Favourability Assessment
	Country
	Overall Status
	Explanation

	Germany
	Largely Unfavourable (for manufacturing)
	High costs (labour, energy), economic stagnation, regulatory complexity, and labour shortages outweigh its technological strengths. However, it remains favourable for innovation and EV demand.

	Hungary
	Favourable (for production hub)
	Low costs, tax advantages, government support, and flexible regulations create an attractive environment for manufacturing despite political and economic risks.



[bookmark: _Toc227387541]3.8 Why This Difference Exists
The structural economic variations and strategic positioning in Europe are the main reason that the favourability in Germany contrasts with that of Hungary:
· Germany is a developed, costly economy with strong regulatory mechanisms. Innovation and sustainability leadership are its strengths, but it has high operating expenses and little economic growth. This restricts its use in high-volume, cost-sensitive production.
· In contrast, Hungary is a cost-effective manufacturing center in the EU. The country's monetary policies support automobile investments through lower taxes, cheaper labour, and beneficial industrial laws.
[bookmark: _Toc227387542]3.9 Comparative Analysis: Similarities and Differences
	Factor
	Similarities (Convergence)
	Differences (Divergence)

	Political
	Both are EU members following the European Green Deal and harmonized trade policies (European Parliament, 2021).
	Germany: Coalition instability affecting subsidies. Hungary: Centralized, pro-investment government (Coface, 2025).

	Economic
	Both recovering from energy-driven inflation (2022–2023) and post-pandemic shifts (Coface, 2024).
	Germany: High labor costs and structural stagnation. Hungary: Competitive costs and low (9%) corporate tax (Focus2move, 2025).

	Social
	Both face aging populations and a critical shortage of skilled digital engineers (Euromonitor, 2025).
	Germany: EV early adopters. Hungary: Traditional preference for ICE/hybrids due to affordability (Arval Trading, 2025).

	Technological
	Both act as hubs for the "Electric-first" strategy and new MMA platforms (Mercedes-Benz Group, 2025).
	Germany: Global R&D/software heart (MB.OS). Hungary: European hub for battery assembly and mass EV production (HIPA, 2025).

	Environmental
	Both committed to Ambition 2039 for net carbon-neutrality in the supply chain (Mercedes-Benz Group, 2025).
	Germany: Strict domestic Climate Protection Act. Hungary: Industrial-led green transition for battery investment (Siemens, 2025).

	Legal
	Subject to EU-wide safety, GDPR, and intellectual property protection laws (Scribd, 2025).
	Germany: Rigid labor unions (IG Metall). Hungary: Flexible labor laws and significant state incentives (XpatLoop, 2024).


[bookmark: _Toc227008455]Table 3: Similarities and Differences in PESTEL Factors
[bookmark: _Toc227387543]

4.0 STP Comparative Analysis:
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[bookmark: _Toc227387515]Figure 3: STP Comparative Analysis
Source: forms.app
1. Segmentation
Mercedes-Benz employs a complicated, multi-layered segmentation method that balances worldwide emblem status with localised marketplace necessities. By means of using demographic, geographic, psychographic, and behavioural variables, the employer guarantees its "electric first" transition resonates across Germany and Hungary.
Germany (home market)
· Demographic: Makes a speciality of excessive-profit experts and "middle affluent purchasers", usually elderly, 45 and above, along with a growing phase of more youthful, tech-savvy "current elites" (Porter's Five Forces, 2025).
· Geographic: Especially urban-centric, concentrated on primary metropolitan hubs like Berlin, Munich, and Stuttgart, where EV infrastructure is powerful (Scribd, 2025).
· Psychographic: Aligned with VALS Innovators and Achievers. Those purchasers prioritise repute, innovation, and sustainability. They may be "early adopters" who view the EQ electric-powered range as a symbol of environmental obligation and virtual integration (Mercedes-Benz institution, 2024).
· Behavioural: Segmentation is based totally on car utilisation patterns, categorised into "pinnacle-cease", luxurious for non-public prestige; "core", for government commuting; and "entry", for top-rate urban mobility. Loyalty is excessive, with customers seeking lengthy-term reliability and cutting-edge software (MB. OS).
Hungary (Host market)
· Demographic: goals of the emerging business elite and the "top rate family" segment. There may be specific attention on the mid-career expert demographic (ages 35–50) (Budapest Commercial Enterprise Magazine, 2025).
· Geographic: focused around Budapest and the commercial hall near the Kecskemét manufacturing plant, leveraging the brand's visibility as a prime local organisation (Hungary Today, 2026).
· Psychographic: Carefully suits VALS Achievers/Strivers. Social mobility and professional fame motivate those buyers. Even while they value the three-pointed superstar, they are psychographically more rate-sensitive than Germans (Scribd, 2025).
· Behavioural: Prioritises intentional and profitable use. The market shows a strong preference for SME/business customers, with a huge increase in the registration of light industrial vehicles like the Sprinter and Vito for business use (Budapest Business Magazine, 2025).
2. Targeting:
In both markets, Mercedes-Benz uses the luxury-first strategy of targeting, although the implementation varies:
Germany: markets for upscale professionals and people with high net worth, emphasising engineering quality, heritage, and sustainability. The proportion of high-end models (e.g., G-Class, Maybach) took an increasing share of the global sales (Mercedes-Benz Group, 2024).
Hungary: It focuses on the emerging business and high-end family segment, where the demand is high on mid-range SUVs such as the GLC. Besides, Hungary is strategically positioned in terms of production relocation at the entry level, as it is cheaper (Hungary Today, 2023), which allows manufacturers to meet the growing demand for affordable vehicles while maintaining competitive pricing in the market.
· Similarity: Focus on high and aspirational customers.
· Difference: Germany = demand-inspired luxury; Hungary = low-cost production + new demand.
3. Positioning: Similarities and Differences (after Physical Evidence) 
Mercedes-Benz is a globally consistent automobile brand and an emblem of luxury, innovation, and engineering quality (Mercedes-Benz Group, 2024).
Germany: As a heritage luxury innovator, physical evidence in the form of high-level EV infrastructure, flagship showrooms, and state-of-the-art technological integration will have to support this vision.
Hungary: The tangible appeal of this high-end, affordable yet luxurious brand focuses on production quality (e.g., the Kecskemét plant) and reliable product delivery.
· Similarity: Strong premium brand identity.
· Difference: In Germany, innovation and legacy prevail; in Hungary, there is value and accessibility in high-end products.
Perceptual Map Explanation
Mercedes-Benz can be placed on a perceptual map with the following axes: Price (Affordability vs. Premium) and Brand Attribute (Performance vs. Prestige):
Price (Low to High) and Luxury/Technology (Low to High).
[image: perceptual map, AI generated]
[bookmark: _Toc227387516]Figure 4: Perceptual Map
Sources- Create by learner
1. High Prestige / High Price (The Mercedes Sweet Spot): Germany and Hungary place Mercedes-Benz in the upper-right quadrant. Mercedes-Benz always leads status and luxury, even while BMW is marginally ahead in performance (WordPress, 2024).
2. A Sustainability Integration: The brand will become'sustainable luxury' by 2025. Digital intelligence (MB. OS) and carbon neutrality establish its identity (Ambition 2039). This helps the brand maintain its premium pricing against high-tech competitors like Tesla (Mercedes-Benz Group, 2026).
3. Country-Specific Subtlety: German positioning emphasises the 140-year "Engineering Heritage" history. The brand balances its premium status and role as a major local employer in Hungary as a strategic partner to the economy (Hungary Today, 2026).
STP Similarities and Differences: Germany vs. Hungary
	STP Element
	Similarities
	Differences

	Segmentation
	Focuses on Achiever and Innovator psychographics, targeting high-status, tech-oriented consumers (Mercedes-Benz Group, 2026).
	Germany: Emphasis on the "Top-End" luxury and elite corporate fleets. Hungary: Stronger focus on SMEs and light commercial vehicles (Budapest Business Journal, 2025).

	Targeting
	Targets "Premium Families" and high-net-worth individuals prioritizing safety and sustainability (Mercedes-Benz Group, 2025).
	Germany: Focuses on the "Traditionalist Elite" and high-end BEV early adopters. Hungary: Targets the "Aspirant Middle Class" via locally-produced entry-level luxury (MarkLines, 2026).

	Positioning
	Uniformly positioned as the "Most Desirable Luxury Brand" under the "The Best or Nothing" mantra (Mercedes-Benz Group, 2026).
	Germany: Positioned as the "Global R&D Brain" and heritage home. Hungary: Positioned as the "Strategic Heart of Production Efficiency" (MercedesBlog, 2026).


[bookmark: _Toc227008456]Table 4: STP Similarities and Differences
[bookmark: _Toc227387544]5.0 Marketing Mix Strategy (7Ps) Analysis:
Definition: The 7Ps, or controllable variables, make up the marketing mix, which organisations use to reach target markets (Kotler and Armstrong, 2021). Due to their economic situations, Mercedes-Benz will segment its high-end markets in Germany and Hungary using the marketing mix (7 Ps).
The 7Ps figure displays Mercedes-Benz's history-local market balance (Scribd, 2025).
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[bookmark: _Toc227387517]Figure 5: Marketing Mix
Source: (DinMo, 2025)
1. Product: The Mercedes-Benz institution AG 2025–2026 plan uses "Sensual Purity" design to combine aesthetics and technology. This approach meets local market demands while capitalising on the worldwide electrification and software-described mobility trend (Mercedes-Benz group, 2025).
Germany: The "Pinnacle" Portfolio
In the German market the emphasis is on top-end luxury. The plan is based on premium vehicles that are technical flagships.
· Product Depth (S-Class & EQS): The depth is defined by a wide range of powertrains. As of 2026, the EQS will have a 118-kWh battery, which will yield 400-mile ranges, and the S-Class will remain luxury hybridised (Mercedes-Benz USA, 2026).
· Digital Innovation (MB. OS): The new operating system (MB. The models feature the introduction of OS, providing a chip-to-cloud system that concentrates on infotainment, automated driving (Level 3 Drive Pilot), and comfort (NVIDIA DRIVE-powered) (Mercedes-Benz Group, 2026).
[image: Black EQS on light roadway against wave-shaped backdrop.]
[bookmark: _Toc227387518]Figure 6: Germany Product
Source: mercedes-benz.com
Hungary: The "Entry & Core" Hub
To enhance brand equity, Mercedes-Benz Group AG has a diversified product mix that stretches to high-margin luxury lifestyle products. This plan strengthens the Three-Pointed Star as a brand of status and quality, regardless of the ownership of vehicles (Mercedes-Benz Customer Solutions, 2026).
Width and depth of product mix:
The business has managed its portfolio utilising breadth and depth strategies. Mercedes-Benz can appeal to different customer groups without losing its identity with this dual-focus (Mercedes-Benz Group, 2025).
Company Product Mix Width is the number of product lines sold. In addition to passenger cars, Mercedes-Benz Lifestyle Accessories, Fragrances, and Financial Services are included (Mercedes-Benz Customer Solutions, 2026).
Market Focus: Hungary (The Luxury Lifestyle Connection)
In Hungary, the marketing approach uses non-automotive products to create brand loyalty, even though the factory in Kecskemét is focused on manufacturing vehicles. The objects will enable more people to enjoy The Best or Nothing with the help of smaller artefacts (Mercedes-Benz Hungária Kft., 2026).
[image: undefined][image: undefined][bookmark: _Toc227387519]Figure 7: Mercedes-Benz Luxury Lifestyle (Hungary)


Source: mercedes-benz.com
A notable one is the Mercedes-Benz Collection, consisting of products such as Room fragrance, Leather woods and scented candle fig tree, 180 g in the same Sensual Purity design language as the cars manufactured at the local plant
2. Price: Mercedes-Benz Group AG employs a global top-class pricing method, where the fee serves as a psychological indicator of prestige, engineering excellence, and excessive resale fees. But the very last "on-the-road" charge is a challenge to numerous macro-environmental and strategic elements in different territories.
Factors Influencing International Price Variation
· Taxation and luxury levies: excessive VAT and "inexperienced taxes" on excessive-emission motors in Germany, versus Hungary's particular intake taxes, extensively alter the base price (Coface, 2025).
· Manufacturing and Logistical Proximity: Localization in Hungary reduces delivery fees for the "access luxurious" segment, bearing in mind extra aggressive pricing as compared to imported fashions (Hungary these days, 2026).
· Foreign Money Volatility: Fluctuations among the Euro (€) and the Hungarian Forint (HUF) necessitate frequent fee changes to preserve international margin parity (Budapest business magazine, 2025).
· Government incentives: Variations in country-subsidized EV subsidies (e.g., Germany’s evolving environmental bonus) without delay impact the client’s final buy charge for the EQ fleet (Mercedes-Benz institution, 2025).
Pricing Strategy Comparison
Price skimming and premium pricing are the two methods adopted by Mercedes-Benz to differentiate from the volume manufacturers.
	Feature
	Germany (Home Market)
	Hungary (Host Market)

	Primary Method
	Aggressive Price Skimming
	Market-Oriented Premium

	Tactical Execution
	High-end models like the S-Class launch with innovative features (e.g., MBUX Hyperscreen) at a maximum premium to "skim" the top layer of the market before technology trickles down (Aggz, 2025).
	Maintains premium price floors to avoid brand dilution but adopts a more competitive stance to capture the emerging middle-upper class (Budapest Business Journal, 2025).

	Customer Sensitivity
	Low: Buyers are value-based, prioritizing long-term quality, technical superiority, and brand heritage over the initial ticket price (Scribd, 2025).
	Moderate: While seeking prestige, buyers are more responsive to competitive financing and tailored lease packages, particularly for SME fleet acquisitions (Budapest Business Journal, 2025).


[bookmark: _Toc227387520]Figure 8: Pricing Strategy of Both Country
3.Place:Channels of distribution The local-to-local strategy is used by the company. Germany serves as the international R&D and luxury manufacturing centre, and Hungary is the "lead plant" of compact cars, enabling the distribution chain to be efficient all over the EU (Mercedes-Benz Group, 2025).
Dealership Infrastructure in Germany and Hungary:
The German network has enormous, producer-owned "Niederlassungen" (branches) that serve as flagship branding facilities. These facilities display the S-Class and EQS models' full technical range in an immersive digital environment for ultra-luxury clients (Mercedes-Benz institution, 2025).
[image: MercedesBenz Niederlassung Stuttgart dealership exterior modern luxury Germany, AI generated]
[bookmark: _Toc227387521]Figure 9: Germany: Mercedes-Benz Niederlassung Stuttgart (Global Headquarters)
Source: istockphoto
Strategic connections with large local vendors like Pappas Vehicle and specialist local dealers like Huba in Kecskemét govern the presence in Hungary. These outlets help maintain a strong neighbourhood presence near the Kecskemét "Lead Plant" and meet European demand for small luxury cars like the A-Class and GLB (2026).
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[bookmark: _Toc227387522]Figure 10: Hungary: Mercedes-Benz Huba Kecskemét (Strategic Host City)
Source: mercedes-benz
4. Promotion: Mercedes-Benz uses IMC to provide consistent, high-end brand messaging globally and regionally. The Best or Nothing international marketing of brand heritage, engineering quality, and premium positioning builds brand equity in every market (Entri Blog, 2025). Instagram and YouTube are used by Mercedes-Benz to market its EQ electric line using immersive storytelling, influencer relationships, and data-driven advertising (Kotler and Armstrong, 2021).
Like its long-time involvement with Formula 1, sponsorship is crucial to its brand awareness and performance credibility. German campaigns emphasise sustainability, innovation, EV uptake, and carbon neutrality. The product's affordability, financing, and economic and job-creating impact are leveraged to localise promotional campaigns in Hungary. Combining strategies ensures worldwide consistency and localism.
5. People Strategy: Local hard labour strengths fit enterprise "people" strategy. German engineers are highly specialised and unionised, while Hungarians receive substantial vocational training at Kecskemét to build technological excellence (MercedesBlog, 2026). Mercedes-Benz group AG employs 164,120 people globally as of December 2025. German home staff manages 100,000 (Macrotrends, 2025). The major Hungarian host manufacturing plant employs 5,000 specialists (Autopro.hu, 2026).
6. Process: Customer complaints process In each nation, the Mercedes me app provides an unbroken digital-to-bodily service (Mercedes-Benz Group, 2025). Digitalised consumer proceedings are treated via a unified, multi-channel decision process to make sure of top-class delight (Scribd, 2025).
7. Physical Evidence: The first one is the futuristic experience centres and the iconic three-pointed star logo that connotes dignity and calmness in both markets (ResearchGate, 2022).
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[bookmark: _Toc227387523]Figure 11: Germany Official Website
Source: (mercedes-benz.de)
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[bookmark: _Toc227387524]Figure 12: Hungary Official Website
Source: (mercedes-benz.hu)
[bookmark: _Toc227387545]5.1 Differences and Similarities:
Similarities
· The most comparable aspect is the brand value proposition. To retain its premium image, Mercedes-Benz in both nations will always charge 20–30 points more than mass-market rivals (Marketing91, 2026). A consistent worldwide brand will also have the same advertising and tangible proof (logos and dealerships).
Dissimilarities
· Production and labour costs (location and people) vary most. Due to lower workforce and tax incentives, Hungary's manufacturing is 70% cheaper than Germany's (Reddit Hungary, 2025; Headlight.news, 2025). The Hungarian branch may target high-volume small automobiles and the German branch "top-end" luxury, allowing larger margins to offset Germany's high labour costs (Mercedes-Benz Group, 2025).
[bookmark: _Toc227387546]6.0 Directional Development Strategy: Germany
In Germany, Mercedes-Benz is implementing a recalibrated increase method, moving from "electric-only" to "electric-first" through 2025. This directional trade affords tactical flexibility, presenting each internal combustion engine (ICE) and battery electric-powered car (BEV) beneath a unified layout language (Autoweek, 2025).
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[bookmark: _Toc227387525]Figure 13: Ansoff matrix
Source: MarkLines, 2026
Mercedes-Benz introduced the MB.OS working device and the e-Campus battery development hub in Stuttgart using the Ansoff Matrix to specialise in product development (Mercedes-Benz organization, 2025). The "next degree performance" strategy aims to reduce constant expenditures in Germany by 10% by 2027 through leaner manufacturing and the sale of company-owned retail sites (Mercedes-Benz institution, 2026). This ensures that Germany remains the "brain"—the high-tech, high-quality luxury production hub—while mass manufacturing scales in cost-effective locations like Hungary (Mercedes-Benz Group, 2026).
By the diversification strategy entails a move by Mercedes-Benz to venture into new markets with new products, a very risky strategy geared towards creating long-term change. The main case study is the diversification of the group to energy storage solutions and digital software services. Through the use of battery know-how to store domestic energy and licensing of the MB.OS. The company goes beyond the traditional vehicle sales to become an all-round technology and energy provider with the aid of OS software architecture (Mercedes-Benz Group, 2026).
[bookmark: _Toc227387547]7.0 Marketing Mix Ethical Analysis of Germany
The Mercedes-Benz marketing mix in Germany has had ethical issues that have mostly revolved around the Product and Promotion sections in the context of environmental transparency and legal accountability.
Promotion and Greenwashing:
During 2024–2025, greenwashing became a moral problem. For not legally binding its carbon-neutral manufacturing advertisements and 2030 combustion engine prohibition, German Environmental Aid (DUH) sued Mercedes-Benz (Clean Energy Wire, 2026). In 2024, the German Federal Court of Justice (BGH) determined that 'climate neutral' sustainability phrases without CO₂ compensation vs avoidance is deceptive (International Bar Association, 2025). The ethical legacy of the "Dieselgate period" is Mercedes-Benz's use of thermal windows to spew pollutants, which is currently under investigation in the courts for favouring engine life over public health (ResearchGate, 2022).
Product and Social Accountability:
The pivot of the electric first in 2025 has raised ethical concerns about social issues in the marketing mix. Although the brand promotes sustainability, the shift to more profitable "top-end" automobiles and the deletion of entry-level vehicles have raised ethical issues about luxury exclusivity and German industrial jobs (Xinhua, 2025). However, the business has implemented a human rights respect system and a whistleblower system BPO to prevent human rights violation in the worldwide supply chain during the rapid switch to electric components (Mercedes-Benz Group, 2025).
[bookmark: _Toc227387548]8.0 Future International Marketing Strategies (Mercedes-Benz) - Country-Specific Recommendations
Mercedes-Benz ought to implement divergent approaches to Germany and Hungary to stay relevant in the global shift towards sustainable mobility, as well as to defend its premium brand positioning.
Recommendations for Germany (Home Market – Innovation & Premium Leadership)
· Accelerated Electric- First Strategy:
Mercedes-Benz must maintain the focus on Battery Electric Vehicles (BEV) in Germany, where the infrastructure of EVs and consumer willingness are developed. Innovation and sustainability, as well as technological leadership, should be a focus of marketing to further support its premium positioning.
· High-tech Digital Ecosystem (MB). OS Expansion):
The company needs to go further with its in-car digital ecosystem by incorporating AI-based personalisation, autonomous driving, and flawless connectivity. This will enhance its popularity amongst the technosavvy and high-income earners.
· Ethical Transparency, Sustainability Leadership:
Mercedes-Benz needs to embrace evidence-based sustainability reporting, such as traceable battery supply chains and carbon footprint reporting. This will develop confidence among the green-thinking German consumers and minimise the threat of greenwashing.
· Premium Direct-to-Consumer (D2C) Model:
The expansion of the agency-based sales in Germany will guarantee uniform pricing, customer experience and the exclusivity of the luxury brand.
Recommendations for Hungary (Host Market – Production & Growth Expansion)
· Hybrid Product Strategy (BEV + PHEV):
Mercedes-Benz in Hungary needs to take a moderate course by marketing plug-in hybrid vehicles (PHEVs) as well as EVs. This will help to overcome infrastructure constraints and keep up with market demand.
· Localisation of Digital Services:
The company is supposed to localise its MB. OS platform, support the Hungarian language, regional navigation and SME-orientated capabilities like fleet management tools to enhance market penetration.
· Value-Orientated Marketing Communication:
In the case of promoting the product, a focus on affordability, financing, and long-term value must be emphasised, and the increasing classes of middle and business people must be targeted without losing the image of premium brands.
· Growth of Low-cost Production (Nearshoring):
Mercedes-Benz needs to persist in investing in Hungary as a manufacturing base (e.g., the Kecskemét plant) to maximise production costs and enhance the efficiency of the supply chain in the whole of Europe.
· Dealer and Fleet Network Strengthening:
Increased partnerships with local dealers and concentrating on SME fleet clientele will aid in the expansion of commercial vehicle segments as well as brand presence.


[bookmark: _Toc227387549]Section 2
[bookmark: _Toc227387550]Reflective Report on the Research Process:
This reflective report uses the Reflective Cycle (1988) by Gibbs to review my experience of researching, analysing and preparing the earlier sections of this report on the international strategy of Mercedes-Benz.
Description
This was done through the collection of secondary data in the form of academic sources, industry reports, and company publications to examine the macro-environment (PESTEL), STP strategy, and marketing mix of Mercedes-Benz in Germany and Hungary. I contrasted the two markets to find out the strategic differences and similarities and also incorporated the theoretical concepts like the cultural dimensions offered by Hofstede and the 7Ps marketing mix. It entailed critical thinking, data interpretation, and organisation of academic writing.
Feelings
First of all, I was sure about the application of common models such as PESTEL and STP. Nonetheless, with my further advancement, I discovered the automotive industry information confusing, especially when examining economic and technological factors like electrification and EV policies. Sometimes, I got confused with the amount of information and the necessity to be accurate and relevant. Nonetheless, I got more involved when I began relating theory to real business life activities, and it boosted my interest and motivation.
Evaluation
[bookmark: _GoBack]The fact that I was able to combine several frameworks was a positive feature of my approach since it enhanced the depth of analysis. The comparison of Germany and Hungary enabled me to have a more critical approach as opposed to merely explaining each factor. Moreover, the fact that I used the most current data enhanced the validity of my work. Time management was, however, a major weakness since at times it took time to analyse a lot of data. I also realised that certain parts were not originally critically evaluated and were rather descriptive and had to be refined further.
Analysis
This experience highlighted the importance of linking theory to practice in strategic analysis. To illustrate, the use of PESTEL made me realise the direct impacts of the macro-environmental factors on production decision-making, including moving production to Hungary. Equally, the STP framework indicated the variation in consumer behaviour in different markets, and they need different marketing approaches. The process also helped me to synthesise complex information into clear, structured arguments. In addition, it also helped in strengthening the value of critical thinking over depending on descriptive content alone, which is critical in academic performance at higher levels.
Conclusion
All in all, it was a challenging and valuable process. My research and analytical skills were enhanced, especially in the analysis of the international business environments. Although I had some problems with handling lots of information and keeping a critical mindset, I could refine my work by revising and engaging in more critical analysis. This experience has helped me to understand more about world marketing strategy and its application.
Action Plan
To enhance my time management in future assignments, I will develop a timetable of research and prioritise major sources. I will also look more at critical evaluation as I go and not repair it later. I will also improve my writing skills in academic writing by using more scholarly references and providing more links between theory and practice. These skills will help me grow as a strategic assistant and enhance the quality of my academic work, in general.
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