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Figure 1. Company’s Logo
Source: (Mercedes-Benz, 2024)
Mercedes-Benz is among the most admirable brands of cars in the world, and its award-winning tradition began way back in 1926, when it was founded in Stuttgart, Germany. Engineering, luxury, and innovation have been linked to the car brands. The brand occupies a unique position in the world of marketing, as it exists in more than 100 countries, simultaneously being both a cultural institution of Germany in its native land and changing its focus to fit different international markets (Li and Wang, 2021). The two countries of origin that the Miami-based firm Mercedes-Benz employs to operate in two related yet highly different markets are the United Kingdom and Germany, as discussed in this report (Li and Wang, 2021).
The automobile market in the world is highly competitive; it is under a continuous influence of economic, technological and cultural changes in different markets. The international companies are forced to alter their marketing approach based on country expectations, regulations and consumer patterns. Mercedes-Benz is among the most renowned luxury car manufacturers that can demonstrate how a global brand can remain strong in terms of its identity and adjust its strategies depending on different market environments (Li and Wang, 2021). Learning about the international marketing strategies may be facilitated by knowledge of how the company undertakes operations in both the home market and the overseas markets. By considering the operations of the brand in Germany and the United Kingdom, it will be possible to understand how the environment influences the strategy marketing selected.
2. Background Information about the Company
1. Who Created the Company
Mercedes-Benz is a German automotive company that was founded by two automobile inventors, Karl Benz and Gottlieb Daimler. In 1986, Karl Benz patented a petrol-powered automobile, and this became the primary foundation of the brand in the future (Mercedes-Benz, 2024). They succeeded in their car engineering and this gave birth to the Mercedes-Benz as the luxurious car producer in the entire world. 
2. When Created
It was later that Mercedes-Benz in 1926, in Stuttgart, Germany. Since its establishment, the company has gained a high reputation regarding its innovation, luxury cars, safety, and high-performance cars (Mercedes-Benz, 2024). It has conquered the entire world as it has been operating in more than 100 countries for decades.
3. Mission and Vision
The company is driven by the mission that is anchored on engineering excellence, luxury, innovation, and sustainability (Ambition 2039 net-zero goal). In Germany, it denotes tradition in the country and technical excellence. The vision is on inspiration, luxury, electrification (EQ range), and digitalization in the UK (Li and Wang, 2021).
4. Country Enter the First Host Country
In its globalization process, Mercedes-Benz entered the global markets slowly and evolved strong operations in the United Kingdom in its second phase in the 20th century and is currently among its key European host markets (Li and Wang, 2021). 
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	PESTEL Factor
	Germany
	United Kingdom

	Political
	• Strong government support for the automotive industry 
• Stable EU single market access 
• FDI-friendly manufacturing policies
	• Post-Brexit trade complexity 
• ZEV mandate regulatory pressure 
• Tariff uncertainty on EU imports

	Economic
	• GDP contracted 0.3% in 2023 
• High consumer purchasing power 
• Strong corporate fleet/leasing demand
	• Inflation peaked 11% in 2022
• PCP financing drives luxury access 
• Currency fluctuation post-Brexit

	Social
	• Engineering-proud, technically sophisticated buyers 
• Brand seen as national heritage 
• AMG sub-brand culturally celebrated
	• Aspiration and status-driven purchases 
• Class-conscious consumption behaviour 
• Younger buyers seek lifestyle alignment

	Technological
	• Advanced EV R&D infrastructure in Stuttgart 
• Strong charging network in urban areas 
• EQ range developed domestically
	• Digital-first purchasing journeys 
• Agency model pioneered in UK market 
• Growing EV adoption via ZEV mandate

	Environmental
	• Net-zero ambition by 2039 
• Diesel recall scrutiny 2018–2020 
• High consumer environmental awareness
	• ASA scrutinising green advertising claims 
• 2035 petrol/diesel sales ban incoming 
• Packaging and sustainability expectations rising

	Legal
	• EU GDPR compliance required 
• KBA emissions regulations enforced 
• Strict competition/advertising law
	• UK GDPR post-Brexit framework 
• ASA advertising standards enforced 
• Consumer Rights Act protections apply


Table 1. PESTLE Analysis
Source: (Abreu, 2021)
Before one realizes the causes of why Mercedes-Benz is operating the way it is, it is worth appreciating the outside environment in these two markets. The presence of the developed economies in Europe, Germany and the UK has relatively high economic and cultural contacts, but this does not mean that the countries do not contain some differences in every part of the PESTEL framework, which in turn has a direct impact on the marketing choice of the brand.
Political Factors
Germany -Favourable: A stable government and close attachment to the automotive industry mean that things run smoothly and these industries keep increasing.
UK - Unfavourable: Brexit poses trade barriers, complexity in regulation, and uncertainty in tariffs to Mercedes-Benz.
Germany, being the largest economy in the European Union, provides a highly stable political environment to Mercedes-Benz and direct entry to the single market within the European Union system, where the company is able to carry out exports and a uniform regulation and common trade policy in 27 member states (Abreu, 2021). The automotive industry has always been close to the German state taking into account the brands of Mercedes-Benz, BMW, and Volkswagen as the economic pillars of country economy.
In its turn, Brexit has radically changed the politics in the United Kingdom since 2016. The PM of the UK following the EU also led to a huge regulatory divide, trade anxiety and tariff confusion which significantly affected the automotive sector. This can be found in agreement with the Trade and Cooperation Agreement that was signed in December 2020 as per which cars with sufficient UK or EU content would not be subject to tariffs, but the complexity of supply chains has increased (Abreu, 2021). In the example of Mercedes-Benz UK, it needs to take the customs regulation, the possible regulatory gaps and exchange rates that simply does not exist in the domestic atmosphere of Germany. 
Economic Factors
Germany- Favourable: The sales of luxury cars are favourable due to high purchasing power and high leasing demand despite the slight decrease in GDP.
UK -Unfavourable: There is high inflation and currency volatility which makes it less affordable, but PCP financing helps drive demand.
Germany and UK are both high-income economies, but their economic progress after 2020 had certain noteworthy disparities. Germany registered a decrease in its GDP of 0.3 in 2023 as the economy was undergoing head winds due to the expensive cost of energy following the Russia-Ukraine conflict and low demand in China owing to the export of its products (Pillai, 2024). However, GK consumer purchasing power is rated to be among the best in Europe and the luxury automobile market has been found to be tough. Mercedes-Benz customers in the domestic market are comparatively price-insensitive relative to the average consumer and the company continues to have high rates of corporate fleet demand in Germany in which business vehicle leasing has a high tax deduction.
UK economy was also experiencing its burden and inflation hit its peak of over 11 percent near the end of 2022, the highest in 40 years, due to the energy costs and the costs of covering supply chains since Brexit (Pillai, 2024). This rendered the high-end markets like the high-end cars to be a harder terrain. However, the luxury car market within the United Kingdom has been relatively strong, and favorable individual contract purchase (PCP) financing schemes that offset the purchase cost and allow luxury vehicles to be cost-effective to the aspiration market who would have otherwise not been able to afford it.
Social Factors
Germany – Favourable: Engineering culture and national pride are strong and make brand loyalty and trust stronger.
UK -Favourable: The status oriented consumers and aspirational buying behaviour increase the demand of luxury brands.
The automobile industry is vulnerable to social forces that influence consumer proceedings, lifestyle and buying behaviour. The demand of environmentally friendly and technologically advanced cars is growing in both the UK and Germany as a result of the increasing environmental concerns and shift in the lifestyle (Dias, 2024). Other items that the consumers are getting interested in include electric cars, internet, and safety among others, the engineers quality, durability, and reliability in Germany and social status and brand image in UK, this may be a strong implication that may lead to purchase. These social inclinations make Mercedes-Benz concentrate on its corporate marketing policies on innovation and sustainability and premium brand image.
Technological Factors
Germany -Favourable: Well developed R&D and EV infrastructure are highly innovative.
UK -Favourable: The positive trends in digital sales models and increased EV adoption enable contemporary marketing and sales.
The crucial competitive platform, though, is technology as far as Mercedes-Benz is considered in both markets. The automobile industry is transforming to electric cars, connected cars, and driverless driving in a manner in a century since the automotive industry was initiated, and how Mercedes-Benz is marketing itself in this transformation in Germany and the UK is somewhat characterized by some big strategic differences (Andreeva and Petikhin, 2022). Mercedes-Benz has the location in one of the most developed automotive engineering systems in the world in Germany. This is attributed to the fact that the R&D centres of the brand are based in Stuttgart-Unterturkheim which is surrounded by the best suppliers worldwide, research centres and technical genius. The family of Mercedes-Benz that produces the merchandise specifically designed to become the electric car line is called EQ line of products, and is manufactured primarily in Germany with the slogan of the technological future of the brand (Andreeva and Petikhin, 2022).
Mercedes-Benz has invested a significant sum of money in digital marketing technology in UK and personalised online configuration tools and also agency model retail transformation. The shift to an agency sales model in mid-2023 of Mercedes-Benz UK - the first ever shift in the traditional dealership format of franchising, where price setting is centrally controlled by the manufacturer, and dealers are paid a fixed fee per sale, of agent dealers (Andreeva and Petikhin, 2022). Such a model that has been implemented in the UK and then extended to the whole of Europe reflects an understanding that the brand considers homogenous pricing as well as quality of customer experience to be more significant than negotiated dealer discounts in a high-end environment.
Environmental Factors
Germany - Mixed: There is a good sustainability awareness, but there is strain because of intensive examination and previous diesel problems.
UK -Unfavourable: Stiff rules (e.g. petrol ban) and advertising scrutiny raise compliance pressure.
The environmental sustainability has been a moral requirement and business requirement to Mercedes-Benz. It is expected that the awareness of the young urban consumer about the climate change, particularly to the younger generations is high and the environmental policy of germany is one of the strictest in the world. In 2015, the scandal that directly affected Volkswagen but negatively impacted the entire German car industry was the Dieselgate, which accelerated the changes in the perception of the reality of the actual reduction of the emissions (Schöneburg and Baumann, 2022). 
The UK government has also set up a regulatory horizon on the product range of the brand by prohibiting the sale of new petrol and diesel cars by 2035 (previously in 2030), which provides the brand with a clear regulatory horizon to plan its products. They both are therefore co-sized with the direction of motion of electrification, but Germany has a deeper industrial base in the battery technology and since it is in the heart of the R&D activities has a structural benefit of responding to these pressures (Schöneburg and Baumann, 2022).
Legal Factors
Germany - Unfavourable: There are stringent laws on emissions, competition and data, which complicate compliance.
UK-Unfavourable: There is a strong consumer protection and advertising legislation which restricts marketing elasticity.
Both UK and Germany have a good legal framework on the subject of advertising, protection of consumers and privacy of their personal or business information. The laws in Germany and the UK are respectively EU GDPR laws and UK GDPR laws (a version of the same scheme) after Brexit - largely similar but with a growing risk of deviation. This regulatory duality should be handled with caution in a brand that greatly relies on customer information in its online marketing campaigns, which are personalized (Pylkkönen, 2023). In Germany, wetbewerbszentrale (competition authority) is particularly delicate in consideration of misleading advertisement and this directly applies on how Mercedes-Benz is communicating with the society on how its automobiles are environmentally friendly.
In-dept Comparison of Social Factors: Consumer Behaviour and Culture
Social and cultural setting in which Mercedes-Benz operates in Germany in contrast to the UK can be defined by quite interesting contrapositions, which go way beyond what can be described as superficial differences in tastes. It is these undertones that guide the communication of the brand, values that the brand elicits and the degree of emotional attachment that the relationship between the consumer and the brand may take up.
Germany: Heritage, Engineering Pride, and Understated Prestige
Mercedes-Benz is not just a brand of cars among the Germans; it is a national symbol and a cultural pride. This is a mythology of Germany, which marketing activities can be developed and which cannot be created by marketing activities because the brand has a mythological nature regarding the invention of the automobile itself (the first petrol-powered car was patented in 1886 by Karl Benz) (Dias, 2024). It is also known that German customers put more emphasis on precision of engineering, functional reliability and authentic quality as opposed to lifestyle image and social signalling.
This would practically mean that the German consumers will respond more to product-based messages that are based on technical features, safety improvements as well as engineering marvels as opposed to inspirational lifestyle messages. A German client who is doing some research about the S-Class will look into the capability of the MBUX infotainment system or the torque output of the biturbo engine more than they will be affected by the advertisement of celebrities or the emotional storytelling advertisement (Dias, 2024). German car culture goes as far as to the immense interest in Autobahn experience whereby high-performance cars are worth the technical capability. This has created an extremely narrow consumer target market to the AMG performance sub-brand of Mercedes-Benz, whose clientele are technologically savvy and loyal in Germany, and capable of forming a strong advocacy base.
United Kingdom: Aspiration, Status, and Emotional Connection
In as much as some of the similarities between the German and the British consumer culture are superficial, the luxury automotive purchasing is taken in a very different manner. British customers are much less indecisive about their avoidance dimension of Hofstede, meaning that they are better tolerant of novellety, susceptible to brand ideals, and sentiment-laden in the purchase behavior (Pereira, 2024). In the UK, purchase of a Mercedes-Benz is a large social currency, a mark of success, taste and financial success in a society where such a mark makes a lot of difference, both personally and professionally. Despite the development of class-consciousness in the UK, it remains one of the factors that define the behaviour of consumers in the high-end market segment.
The British market also tends to have different culture of ownership of the car since the Personal Contract purchase (PCP) and company car taxation system has significantly affected the car ownership culture. The number of drivers of Mercedes-Benz in the UK is also large and hence they have never owned the car but have leased the car through an employer or personal finance scheme (Pereira, 2024). A relationship like that founded on funding will change the emotional connection - more consumer would upgrade more frequently and not so concentrated on specific models, which would be consistent with the strategy of Mercedes-Benz of common model updates often.
Hofstede Cultural Dimension Analysis
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Figure 2. Hofstede’s Cultural Dimensions 
Source: (Escandon-Barbosa, Ramirez and Salas-Paramo, 2022)
	Advantages
	Disadvantages

	Helps understand cultural differences between countries
	Based on old data (originally from 1970s)

	Provides a simple and structured framework (6 dimensions)
	Oversimplifies complex and diverse cultures

	Useful for international business, marketing, and management
	Assumes one culture per country (ignores subcultures)

	Supports better cross-cultural communication and decision-making
	Not always accurate in modern globalized societies

	Easy to apply and compare countries
	Can lead to stereotyping of people/nations

	Widely accepted and used in academic and business fields
	Lacks flexibility to capture cultural changes over time


Table: Advantages and Disadvantages of the Framework
Hofstede's cultural dimension framework explains how cultural values, behaviour, and decision-making in society and business are influenced by the national culture. It is broken down into 6 dimensions; Power Distance (tolerance to inequality), Individualism vs. Collectivism (emphasis on individual and loyalty to group), Masculinity vs. Femininity (achievement and competitiveness against social control and social outcome), Uncertainty Avoidance (tolerance to ambiguity and risk), Long-Term vs. Short-Term Orientation (plan ahead vs. tradition and short-term outcome), and Indulgence vs. Restraint (freedom to satisfy and gratify vs. social control) (Escandon-Barbosa, Ramirez and Salas-Paramo, 2022). The framework helps the organisations to learn the cross-cultural differences and adjust the management, communication as well as marketing strategies. However, it should be used with care since today individuals are living in different cultures and societies that are yet to evolve.
Hofstede Cultural Dimension Comparison Table
	Dimension
	Germany
	UK

	Power Distance
	Low → Favourable (supports equality, transparent communication)
	Low → Favourable (similar open business environment)

	Individualism
	High → Favourable (customers value personal quality & performance)
	Very High → Favourable (strong focus on personal success & status buying)

	Masculinity
	High → Favourable (focus on achievement, performance cars like AMG)
	Moderate → Favourable (balanced but still values success and prestige)

	Uncertainty Avoidance
	High → Favourable (preference for reliability & trusted brands)
	Low → Favourable (open to innovation like EVs and new models)

	Long-Term Orientation
	High → Favourable (supports sustainability & innovation strategy)
	Moderate → Neutral/Favourable (some focus on future but also short-term gains)

	Indulgence
	Low → Neutral (more restrained consumption behaviour)
	High → Favourable (encourages luxury and lifestyle purchases)


Table 2. Hofstede Cultural Dimension Comparison 
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Segmentation, Targeting, and Positioning
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Figure 3. STP 
Source: (Khandelwal, 2020)
Mercedes-Benz has segmented its market in Germany, which primarily focuses on the income level (upper-middle and high income). age (3565 core, younger EQ range), occupation (professionals and business owners and corporate executives) and psychographic profile (achievement-driven, technically savvy). The key focus is the targeting of the educated high-end consumers; the consumers that seek quality and heritage over the prices (Li, 2025). The German positioning relies upon the engineering tradition and national pride of the brand and the messages are more likely to refer back to the historical milestones of the brand and the technical innovation.
UK has broader and more lifestyle-based segmentation. Mercedes-Benz UK sells to not only the consumers with high income but also the aspirational middle-income consumers who could afford an automobile under PCP financing, the younger technologically advanced consumers of the EQ range, and also the corporate fleet managers who demand the company to provide them with high-end cars (Li, 2025). The UK positioning balances between aspiration and exclusivity: the brand is neither very luxurious and expensive to the point that you will never want to have it, but it is expensive enough so that you can hardly get rid of it.
Marketing Mix (7Ps) Analysis
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Figure 4. Marketing Mix (7Ps)
Source: (Jain and Jain, 2022)
1. Product
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Figure 5. Product (Mercedes-Benz Car)
Source: (Jain and Jain, 2022)
Essentially, the product strategy of Mercedes-Benz across the globe lies on the portfolio comprising of segments A-Class to S-Class saloons, SUV/GLC/GLE, the sub-brand AMG performance, and the family EQ electric. The product also has a similar essence in Germany and the UK since the cars are fundamentally identical, and they are fashioned to conform to the global specifications. However, it has large market specific adjustments (Jain and Jain, 2022).
In the UK, we make an easy but basic change of all Mercedes-Benz, in which it is a right-hand drive car. The UK based models can also adopt various nomenclature of trim levels or optional specification packages depending on the taste of the British - including the British custom of having heated seats, panoramic roofs, leather seats standard, so specifications packages in the UK are not an option but a default. The EQ line has been actively promoted in the UK particularly during such government requirements of ZEVs and Mercedes-Benz UK has had an opportunity of providing better warranty cover and home charging installation solutions not available in Germany (Jain and Jain, 2022).
The sub-brand AMG is particularly very resonant in Germany, as German customers are more ready to purchase more high-performance variants and motorsport connection is regarded as a more authentic product attribute. The highest income-based segments in which the brand is also performing well in Germany is in the ultra-luxury segment called Mercedes-Maybach.
2. Price
Mercedes-Benz charges high price in the two markets, but, the mechanics are varied. In Germany, the price is centrally set by the Mercedes-Benz AG, which also implies the negotiating dealers are dropped and the brand is transitioning to an agency model (which the brand is currently rolling out across Europe in 2023). Even though this strategy did not immediately create harmonies with dealer networks, it has been designed to protect the residual values, consistent customer experience, and dilution of the brand that are created when a company discounts its goods (Lamm, 2024).
One of the earliest systems to bring the agency model in the UK market was the agency model that had the introduction of the fixed-price approach in the UK that relied on the British culture of negotiating a deal. Consumers in UK are argued to have initially resisted the move but with time they accepted it and the same strategies are applied by the rest of the largest premium market (Lamm, 2024).
3. Place
[image: Mercedes-Benz sales 2017-2020| Statista]
Figure 6. Sales in UK
Source: (Lamm, 2024)
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Figure 7. Sales in Germany
Source: (Lamm, 2024)
There is a difference in the distribution strategy in the two markets. Mercedes-Benz Germany has an extremely extensive network of wholly owned flagship showrooms and agent modelled partners which invest heavily in its flagship centres of Stuttgart and Munich which are not only experiential brand destination but also sales centres (Ferreira, 2021). The factory tours and collection experiences are also something that German consumers can take as they are quite close to the manufacturing center and their purchase of a vehicle can also allow them to take a factory tour and this can also be used to introduce them to the brand.
Mercades-Benz has approximately 100 retailer bases in UK situated in large urban centers and in commuter belt regions where there are high income earners. The brand has also spent on digital first buying experience and this enables consumers in the UK to design, finance, and make orders online which is a channel that surged vastly during and after the COVID-19 pandemic (Ferreira, 2021).
4. Promotion
The most evident differences that are specific to the market are those related to the promotional strategy. Mercedes-Benz in Germany is more conservative, technical and legacy-centred in its communications. German television and print advertising is subject to pre-empt engineering storeys, safety breakthroughs or sustainability qualities. It is shown that the association of the brand with Formula One, as it is currently the team of Lewis Hamilton (and, most recently, George Russell) that is being marketed to Germany, is marketed with a degree of pride, as in Germany, motor sport engineering is one of the real proxies of on-the-road performance (Meziane, 2020).
Promotional strategy of Mercedes-Benz UK in the UK is also warmer, more lifestyle-oriented and humour-inflicted compared to that in Germany. The use of aspirational lifestyle, teamwork with influencers, and content customised to the cultural actions are the primary features of social media campaigns, such as Instagram and YouTube, such as the partnership with British cultural events (such as Wimbledon, where Mercedes-Benz has been the official car during decades) and football clubs (like Chelsea Football Club) (Meziane, 2020). 
5. People
The luxury of the brand in both markets needs quality of human interaction during the customer journey. Germany Mercedes-Benz has heavily invested in the technical training of the customer-facing staff, to the extent that the sales advisors can engage the knowledgeable German customers on a technical level. The brand has an apprenticeship programme in Germany that is among the most desired in the nation that has resulted in an effective institutional loyalty.
The shift of agency model has changed people strategy in the UK (Schell, 2020). The salespeople of stores have been turned into product specialists, and the facilitators, not sales negotiators and require the essential re-training of the staff. The retraining programme enabled by Mercedes-Benz UK and special learning organisations occurred because the company has realised that the human aspect is the final bargaining point when dealing with the market in which no one can argue about the car itself or the price.
6. Process and Physical Evidence
The two markets also share the process, physical evidence, whereby the Mercedes-Benz has quite strict international directives on showroom designs, display of vehicles and customer journey mapping. However, in the past few years, the UK showrooms have been refurbished to reflect more open space, lounge like furnishing, with barista coffee bars and electronic configuration walls - the British customers have realised that they need to experience the same level of experience buying a high-end car (Schell, 2020).
German and UK Mercedes-Benz websites have very good physical evidence in the form of high quality design and images, and elaborate product description. Both of them have virtual showrooms, car configurators and dealership locators. The UK site pays more attention to the financial options whereas the German site emphasizes on the engineering excellence and innovation.
Similarities and Differences Table (Process & Physical Evidence)
	Aspect
	Similarities
	Differences

	Process
	Both countries adhere to organized complaint management and customer service, online applications, and dealership services.
	UK process more finance and services based; Germany more technical support and engineering related queries.

	Physical Evidence
	They both have high-quality websites, online showrooms and high-brand images to depict luxury positioning.
	UK site is price oriented and finance oriented, Germany performance, innovation and quality of engineering.


Table 3. Similarities and Differences (Process & Physical Evidence)
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Figure 5. Ansoff Matrix
Source: (Chintalapati, 2020)
The strategic orientation of Mercedes-Benz in the UK market can be provided with the help of the growth matrix implemented by Ansoff (1957). The UK brand strategy depicts a complicated penetration, product development, and strategic selection diversification in the market.
The first directional change by Mercedes-Benz in the UK is the aggressive electric vehicle push, EQ. It is product development in an old market - delivery of technologically new products to the old high-end customers (Chintalapati, 2020). The UK government ZEV mandate has required manufacturers to ensure that by the year 2024, 22 percent of all new motor vehicles sold will be zero-emission, and by 2030, the figure will be 80 percent. In the case of Mercedes-Benz UK, it is not a regulatory compliance undertaking; it is literally a market opportunity to take the first mover in the high-end segment before the competitors can establish themselves in the market. The EQS - the electric flagship of Mercedes-Benz - has been directly pitted against the Tesla Model S in UK marketing, with the marketing of the product being focused directly on interior quality, range credentials, and the service network offered by the company as a point of difference with newer brands of EVs (Chintalapati, 2020).
Besides electrifying, Mercedes-Benz UK has pursued market expansion through its corporate fleet expansion policy. The re-emerged need for corporate travel and executive mobility post-pandemic created a new interest in premium fleet vehicles, and Mercedes-Benz UK has aggressively pursued the strategy of marketing to the UK corporate with medium and large corporate fleets, bespoke fleet services, including integrated telematics, preferential servicing contracts, and carbon offset reporting services to the environmentally-friendly corporate client (Chintalapati, 2020).
The transformation in the agency model is also a major directional strategic change - the product-selling model changes to the customer relationship model.
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Greenwashing and Environmental Misrepresentation: Mercedes-Benz has provided widespread promotion of its net-zero promise Ambition 2039 and its electric EQ range yet such communications, as critics claim, mask the reality that most of its products continue to run on fossil fuels. The absence of the connection between the green communication and actual carbon emissions is raising concerns about the problem of misleading people with the false advertisement (Hartono, 2022).
Advertising Standards Violations: Another authoritative body in the UK that has been quite active in imposing environmental claims on the automotive brands is the Advertising Standards Authority (ASA) that had ruled against those brands that pretended to be environment-friendly. Mercedes-Benz UK should be attentive to the fact that EQ advertising of the company should not create an excessively positive feeling of the environment (Losifidou and Achillas, 2024).
Diesel Recall and Corporate Transparency: When it comes to honesty of the manufacturers and the trust consumers have in them, the recalling of Mercedes-Benz diesel cars in 2018-2020 was quite understandable, but the irregularities of the emissions software are quite clear in any case (Losifidou and Achillas, 2024).
Pricing Equity under the Agency Model: The fixed-price centralised model will eliminate the bargaining model, which is detrimental to the low-income consumer who was not given the chance to buy the cars because the dealers were flexible (Hartono, 2022).
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EV Total Cost of Ownership Communications (UK): The UK EQ marketing should shift to the message of total cost of ownership transparency: that the company car can save fuel, reduce servicing costs, and offer tax advantages; rather than to make use of the image of aspirational appeal to the highest case of consumer hesitation to accept the price (Xu, 2024).
Hyper-Local Sustainability Marketing (UK): The sustainability investment focused on the community level, including the sponsorship of a local EV charging network and participating in green economy events, would allow developing the brand affinity of younger UK consumers who currently feel that Mercedes-Benz is not a demographically close brand to them (Xu, 2024).
Technical Co-Creation Engagement (Germany): Mercedes-Benz should also be in a position to establish more connections with German AMG enthusiasts and engineering groups by consulting co-creation and experiencing a prototype, which forms genuine peer authority in the market where technical authority is the paramount consideration.
Verified Green Marketing Standards (Both Markets): To take a long-term stance in the context of the issue of greenwashing criticism and securing the image of integrity in the long-term perspective, the brand should change general sustainability commitments into its independently checked and measurable environmental indicators (Yang, 2022).
Structured Customer Loyalty Programme (UK): The use of a considerable loyalty programme, like a special access to events, EQ charging relationships, and early model preview, would balance the emotional sterility of the fixed-price agency model, and the relationships with the customers would remain intact in the long-term (Yang, 2022).
[bookmark: _Toc222492943]3. Section 2
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Figure 6. Gibbs Reflective Cycle
Source: (Markkanen et al., 2020)
Description
Personal attitude towards the subject of this evaluation was, I am afraid, quite enthusiastic to know more about it as I have always been a long-time customer of the Mercedes-Benz brand, not only as a consumer product, but also as a demonstration of how identity, heritage, and innovation can intersect in the global context of the marketing arena (Markkanen et al., 2020). Two markets that I chose were Germany and the UK because I thought that the juxtaposition of two very developed economies with entirely different orientations to the same brand but not so distant geographically as to make the juxtaposition fruitful but not so distant as to be exposed to any tailor-made production of analytic material.
The study began with mapping the PESTEL framework in the two countries to identify the similarities and differences in the two economies, which I assumed to be not so challenging because of the number of available data about the two countries. The most intriguing material I encountered shortly was not the headline economic material but the details: the way in which Brexit not only changed the mechanics of the trade but the psychological attachment between the UK consumer and the European brand, or how the UK consumer was simply mowed down by the removal of German EV subsidies in late 2023 and that even the largest marketing effort could not overcome this (Markkanen et al., 2020). These findings made me remember that macroenvironmental analysis is indeed very useful provided that you do not just stop at the superficial information.
Feelings
Cultural analysis section was the best and the most challenging area of the report because it was the most enjoyable to me. The Hofstede dimensions framework gave me a useful scaffold to work with, however the more I applied it, the more I noticed its drawbacks as well - the data in the Hofstede original work is that of the 1970s and even though updates have been done since then the framework is indeed dubious when it comes to the capacity to capture the complexity of a present-day multicultural society like the UK (Sekarwinahyu et al., 2019). Among the issues at one stage is that I was forcing subtle contemporary consumer behavior into categories which were slightly not appropriate and this caused an intellectual sense of uneasiness that ultimately made the analysis quality of mine to be improved by stating explicitly the constraints.
The most personal part to be affected was the part addressing the ethical issues. This was entirely against my comfort zone as I am a very liberal person in my general support of the environmental change in the automotive industry, and it was tough to write on the absent correspondences between what Mercedes-Benz says about sustainability and the signs of irregular diesel recalls and greenwashing (Sekarwinahyu et al., 2019). In my view, this discomfort was successful in ensuring that I was not unconcerned or subservient to a popular brand and making me revisit the moral dimensions with a stronger sense of genuineness.
Evaluation
Generally, I can say that the best thing in the process is that I decided to arrange the research in a chronological order: after the PESTEL analysis was done, this gave me a background of the context and free flow of the cultural comparison, STP analysis, and the discussion of 7Ps. Another weakness that was not so effective in the beginning was my tendency to accumulate much information before embarking on a writing process. The first sentence was very long to be written since I read industry reports, ASA ruling, college articles on automotive marketing, etc. This suited me well since I became more rounded but on the other hand this was a minus because I had the urge to put in everything that I had learnt and this was to be edited down the line.
Analysis
The most analytical insight I have acquired during the process is how much the agency model change has been an actual strategic fork of the road of Mercedes-Benz - not merely a change in operations, but a statement of where the brand perceives the value to reside. Erasing the price bargaining equation, Mercedes-Benz is undergoing the assumption that the product, the experience and the brand identity is worth the price even without a discount (THIAGRAJ, ABDUL KARIM and VELOO, 2021). It is a provocative and, in the majority of ways, a desirable position, but, as my ethical analysis has demonstrated, it carries its risks with fairness and availability which the brand itself has not been able to handle altogether.
I also realized, more than ever, how the growth matrix created by Ansoff, a phenomenon which I have been introduced to in the generic strategic management field, is in fact, quite illuminating applied to a specific brand in a specific geographic market. The idea of visualizing the EV strategy, fleet development, and agency model transformation of Mercedes-Benz UK on the matrix provided the framework with an actual analytical purchase and not theoretical quality (THIAGRAJ, ABDUL KARIM and VELOO, 2021).
Conclusion
This assessment allowed me to understand international marketing better as a human topic, a topic that needs to be sensitive to culture, straightforward about the moral and mentally assertive enough to realize that the information available to her is not necessarily complete and full. I have a more critical view of how global brands must strike the balance between the necessity to standardize and the necessity to adapt, and an understanding of the fact that most interesting marketing decisions do not necessarily have the purely commercial feel but also, have cultural, social, and ethical sides that responsive marketers cannot overlook (THIAGRAJ, ABDUL KARIM and VELOO, 2021).
Action Plan
The next time, I will be more systematic in my search of the literature on ethical marketing and sustainable branding particularly in the field of the automotive electrification (He, 2018). I know that I tend to over-research before I can get my work down, and I would be more proactive in curbing this habit by using developed outlines from previous projects so that I can build writing momentum from a firmer standing.
[bookmark: _Toc222492944]4. Conclusion
As this report shows, even though Mercedes-Benz uses the same brand in Germany as in the United Kingdom, its promotional practices are markedly different, taking into account the cultural, economic, regulatory, and consumer-behavior landscapes of both markets. Germany, as a country of origin of the brand, has the added advantage of a cultural relationship and engineering-pride consumer base, so that it can conduct more standardized, heritage-oriented communications. The UK requires a less pragmatically focused and more digitally contemporary strategy that is driven and shaped by aspiration-based consumption, the intricacy of the regulations in the post-Brexit period, and the purchasing behavior stipulated by finance. The brand is experiencing ethical issues, such as environmental claims issues and pricing equity, that should be resolved in a quick and smart manner. Having a particular focus on EV communications, community marketing, consistent sustainability reporting, and the development of a loyalty program, Mercedes-Benz will be in a position to continue being the iconic brand in the high-end automotive market in both markets.
[bookmark: _Toc222492945]
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[bookmark: _Toc222492946]Appendices
	PESTEL Factor
	Germany
	United Kingdom

	Political
	• Strong government support for the automotive industry 
• Stable EU single market access 
• FDI-friendly manufacturing policies
	• Post-Brexit trade complexity 
• ZEV mandate regulatory pressure 
• Tariff uncertainty on EU imports

	Economic
	• GDP contracted 0.3% in 2023 
• High consumer purchasing power 
• Strong corporate fleet/leasing demand
	• Inflation peaked 11% in 2022
• PCP financing drives luxury access 
• Currency fluctuation post-Brexit

	Social
	• Engineering-proud, technically sophisticated buyers 
• Brand seen as national heritage 
• AMG sub-brand culturally celebrated
	• Aspiration and status-driven purchases 
• Class-conscious consumption behaviour 
• Younger buyers seek lifestyle alignment

	Technological
	• Advanced EV R&D infrastructure in Stuttgart 
• Strong charging network in urban areas 
• EQ range developed domestically
	• Digital-first purchasing journeys 
• Agency model pioneered in UK market 
• Growing EV adoption via ZEV mandate

	Environmental
	• Net-zero ambition by 2039 
• Diesel recall scrutiny 2018–2020 
• High consumer environmental awareness
	• ASA scrutinising green advertising claims 
• 2035 petrol/diesel sales ban incoming 
• Packaging and sustainability expectations rising

	Legal
	• EU GDPR compliance required 
• KBA emissions regulations enforced 
• Strict competition/advertising law
	• UK GDPR post-Brexit framework 
• ASA advertising standards enforced 
• Consumer Rights Act protections apply



	Dimension
	Germany
	UK

	Power Distance
	Low → Favourable (supports equality, transparent communication)
	Low → Favourable (similar open business environment)

	Individualism
	High → Favourable (customers value personal quality & performance)
	Very High → Favourable (strong focus on personal success & status buying)

	Masculinity
	High → Favourable (focus on achievement, performance cars like AMG)
	Moderate → Favourable (balanced but still values success and prestige)

	Uncertainty Avoidance
	High → Favourable (preference for reliability & trusted brands)
	Low → Favourable (open to innovation like EVs and new models)

	Long-Term Orientation
	High → Favourable (supports sustainability & innovation strategy)
	Moderate → Neutral/Favourable (some focus on future but also short-term gains)

	Indulgence
	Low → Neutral (more restrained consumption behaviour)
	High → Favourable (encourages luxury and lifestyle purchases)



	Aspect
	Similarities
	Differences

	Process
	Both countries adhere to organized complaint management and customer service, online applications, and dealership services.
	UK process more finance and services based; Germany more technical support and engineering related queries.

	Physical Evidence
	They both have high-quality websites, online showrooms and high-brand images to depict luxury positioning.
	UK site is price oriented and finance oriented, Germany performance, innovation and quality of engineering.
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	Advantages
	Disadvantages

	Helps understand cultural differences between countries
	Based on old data (originally from 1970s)

	Provides a simple and structured framework (6 dimensions)
	Oversimplifies complex and diverse cultures

	Useful for international business, marketing, and management
	Assumes one culture per country (ignores subcultures)

	Supports better cross-cultural communication and decision-making
	Not always accurate in modern globalized societies

	Easy to apply and compare countries
	Can lead to stereotyping of people/nations

	Widely accepted and used in academic and business fields
	Lacks flexibility to capture cultural changes over time
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