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ANNOTATION 

 

Explanatory note to the Qualification Paper «Evaluation of the "Mercedes-Benz" 

company international marketing strategy`s effectiveness» 78 pages, 14 figures,              

9 tables, 52 literary sources. 

STRATEGY, INTERNATIONAL MARKETING, EFFECTIVENESS, 

AUTOMOBILE MARKET, GLOBAL ECONOMY, SUSTAINABLE 

DEVELOPMENT, GREENING 

The object of research is the process of forming an international marketing 

strategy in the conditions of global economic transformations and challenges. The 

subject of research is the "Mercedes-Benz"company's international marketing strategy 

and ways to increase its effectiveness in the global automotive market. 

The purpose of the Qualification Paper is to characterize and evaluate the 

international marketing strategy on the example of an automobile company and to 

develop recommendations for increasing the effectiveness of the company's 

international marketing strategy. 

The theoretical basis of the work is the econometric research of domestic and 

foreign scientists. When writing the work, we used the materials of the statistical 

collections of the World Bank, the World Association of Automobile Manufacturers, 

the European Association of Automobile Manufacturers, and others. We also used data 

from the web portals Glacom, DW news, "Economichnapravda", "Avtosota" and 

Mind.Ua. 

The scientific and practical significance of the qualification work lies in the 

possibility of applying the developed recommendations by car manufacturers in 

improving international marketing strategies in the conditions of increasing consumer 

demand for ecological products. 
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INTRODUCTION 

 

Relevance of the research topic. In today's conditions, international marketing 

becomes a necessary condition for the success of companies in foreign markets, as it 

orients entrepreneurial needs, requirements and development trends of target markets, 

allows for the correct orientation of the company's activities, contributes to 

strengthening the competitiveness of companies and forms the basis for conducting an 

effective foreign economic policy. In addition, the expansion of globalization processes 

and the strengthening of competition increased the need to use international marketing 

tools and introduced unique rules of the game on the world market of transport services, 

forcing transport companies to respond and adapt to unexpected changes in the market 

environment faster. Therefore, determining the essence and features of using 

international marketing in the transport business is a relevant topic of research. 

Today, the relevance of the use of marketing tools in all industries, spheres of 

activity and all markets is undeniable. Marketing is engaged in the search for promising 

sales markets, attracting the interests of a target group, increasing the efficiency of 

enterprises, strengthening its competitiveness. Marketing in the automotive market is 

necessary for solving the practical tasks of attracting consumers, increasing sales 

volumes, forming loyalty to a certain car brand and establishing long-term relationships 

with clients. 

In a competitive environment, international marketing plays an increasingly 

important role in managing all the company's activities related to the production and 

sale of products. In order to accurately assess the results of an international marketing 

strategy and the costs of its implementation, it is necessary to first understand and 

define what international marketing is. 

The automotive business, like any other, has its own peculiarities. Not only the 

dealers who sell the products, but the manufacturers themselves create affection and 

loyalty. The brand invests a lot of money in the product range, such as the promotion 

of each model. When a customer comes to a car showroom, he already knows what car 
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he wants, and it may seem that all the dealer has to do is show, sell and close the deal. 

it is difficult to understand the specifics of it components. 

The object of research is the process of forming an international marketing 

strategy in the conditions of global economic transformations and challenges. 

The subject of research is the "Mercedes-Benz"company's international 

marketing strategy and ways to increase its effectiveness in the global automotive 

market. 

The purpose of the work is to characterize and evaluate the international 

marketing strategy on the example of an automobile company and to develop 

recommendations for increasing the effectiveness of the company's international 

marketing strategy. 

In order to achieve the set goal, it is necessary to solve a number of tasks: 

- to consider the essence and principles of international marketing; 

- to investigate types of international marketing strategies and their 

characteristics; 

- to provide approaches to evaluating the effectiveness of international marketing 

strategies; 

- to diagnose the world car production market development trend; 

- to analyse financial and economic performance indicators of Mercedes-Benz 

company; 

- to evaluate the "Mercedes-Benz" company international marketing strategy`s 

effectiveness; 

- to provide recommendations on ways to improve the effectiveness of the 

"Mercedes-Benz" company`s international marketing strategy. 

The theoretical basis of the work is the econometric research of domestic and 

foreign scientists. When writing the work, we used the materials of the statistical 

collections of the World Bank, the World Association of Automobile Manufacturers, 

the European Association of Automobile Manufacturers, and others. We also used data 

from the web portals Glacom, DW news, "Economichnapravda", "Avtosota" and 

Mind.Ua. 
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The scientific and practical significance of the qualification work lies in the 

possibility of applying the developed recommendations by car manufacturers in 

improving international marketing strategies in the conditions of increasing consumer 

demand for ecological products. 

Approbation of research results. The main theoretical propositions and 

conclusions of the qualification work are reflected in the author's publications and 

presented in:  

1. Beznitska Daria. Increasing the uniqueness of the automobile brand using 

emotional marketing. Abstracts of XXIII International conference of higher education 

students and young scientists: POLIТ. Challenges of sciece today, 2023. pp. 12-13. 

2. Polous Olha, Horiunova Kateryna, Beznitska Daria. Transformation of the 

automobile sector companies` international marketing strategy taking into account 

factors of sustainable development. Проблеми системного підходу в економіці. 

Випуск 3 (92) / 2023. 
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CONCLUSION 

 

The qualification work investigated the topic "Evaluation of the effectiveness of 

the international marketing strategy of the company Mercedes-Benz" in the current 

economic environment. 

Mercedes-Benz, one of the most well-known companies producing premium 

cars, trucks, and buses, was chosen as the basis for the study. Mercedes-Benz is a well-

known German and British automobile manufacturer that was created in 1926 through 

the merger of Daimler-Motoren-Gesellschaft (DMG) and Benz & Cie. 

The automotive market is  an important part of the global  economy and its 

development is directly influenced by technological innovation, new market entrants,  

and ever-changing consumers. 

The industry continues to faces evere global turmoil, not only dueto COVID-19, 

but also sodue to many other elements of the global economy. Factors such as the war 

in Ukraine have create dan atmosphere of uncertainty and hesitation. And, of course, 

the microchip labors hortage is affecting almost every touch point in the automotive 

supply chain. 

But one of the most important global trends is the industry's focus on electric 

vehicle (EV) development, including improved battery performance and expanded 

charging infrastructure. 

An analysis of trends in the automotive industry shows that China, the United 

States, Japan, and India are the leaders in global production. China and Europe have 

led the growth in electric vehicle sales over the past five years. 

Auto sales are down and auto prices are up. Many expected the autoindustry to 

recover from the 2021 pandemic, but that did not happen. In fact, car prices rose nearly 

20% year  over year from 2021 to 2022, with the average price of a new car in May 

2022 at US $47,000, the highest average price on record. 

An analysis of Mercedes-Benz's sales situation shows that, on the one hand, sales 

increased as key markets recovered from the effects of the coronavirus last year, and 

on the other hand, the supply bottleneckin semi conductors worsened. Asa 
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result,Mercedes-Benz vehicle sales in2021were lower  than in 2020, but  never the less 

Mercedes-Benz remained number one in several major European markets, especially 

Germany, as well as in the premium segment in Korea and Japan.Mercedes-Benz 

expects continued strong sales growth. 

Considering the entire period under analysis of financial and economic data from 

2020 to 2022, we can conclude that the company's management is quite efficient. 

Investments in 2022 amounted to EUR 200 million (2021: EUR 200 million), 

which was on par with the previous year. This was due to the launch of the new GLC, 

the all-electric SUVs (EQS SUV and EQESUV), and the focus on the production and 

development of the new E-Class. Significant funds were also invested in the expansion 

of battery production capacity. 

Among the cost of sales, Mercedes-Benz's cost of sales fell by 10.3% year-on-

year to €128.7 billion in 2020 and rose by 12.4% year-on-year to €116 billion in 2022 

(2021: 103 .2 billion euros). The decrease in cost of sales is due to changes in 

production and costs prior to the Covid 19 epidemic. On the other hand, in the segment 

of Mercedes-Benz passenger cars and light commercial vehicles, cost of sales is 

negatively affected by costs related to the adaptation and restructuring of production 

capacities in the global production network. The increase in cost of goods sold was 

driven by higher raw material prices, one-time costs paid to suppliers, and additional 

costs related to inflation and the supply chain. Daimler Group's value added increased 

by €1.5 billion in 2020 to €10.2 billion in 2022, with a return on equity of 25.5% (2021: 

40.4%). The sad value of the Mercedes-Benz Group increased mainly due to the 

positive development of operating income in the industrial business sector. This was 

primarily due to an increase in the book value of average inventories and equity 

investments, partially offset by an increase in average trade payables. 

Indiscussing Mercedes-Benz's international marketing strategy, one can 

summarize that Mercedes' main goal is to create the most attractive cars in the world. 

To achieve this goal, the company has developed strategies that guide the 

implementation of a comprehensive development program in terms of technology and 

finance. The company has reviewed these strategies and understands that they include 
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achieving new growth targets, introducing new product developments, further 

penetrating existing markets, and expanding its customer base through market and 

product development. The focused growth strategy supports the company's rapid 

growth by aggressively pursuing product/market expansion opportunities. 

Underpinning Mercedes-Benz's focused growth strategy is a unique combination of 

three key strategic pillars: cost, differentiation, and focus. 

With its market penetration strategy in mind, and despite an overall challenging 

environment, Mercedes-Benz achieved a record sales volume of 2,382,800 units in 

2018. This is the third time in three honest years that Mercedes has become the 

strongest premium brand in the automotive market and maintained the best sales 

performance in the entire automotive industry, with plans to further expand sales 

outside Europe and focus on strengthening its business in China, its largest 

international market. 

The company is increasingly developing and launching new products. Examples 

include the launch of the new EQ brand in 2016, the opening of a new service center 

in Kecskemét, Hungary, and plans to equip new cars with four-cylinder engines in 

Jawor, Poland, and Kamenck, Germany, in 2019. The company also plans to produce 

at least 10 electric vehicles by 2025. 

"Mercedes-Benz will be able to maintain its leading market position by using a 

cost leadership strategy to efficiently manage the value chain and increase market share 

by focusing on the middle class, which in many countries represents the largest 

percentage of the overall consumer market. 

By using differentiation as a secondary overall strategy, Mercedes-Benz can 

improve its ability to differentiate itself from competitors by emphasizing the 

uniqueness of its products and expanding its customer base. 

By focusing on product attributes, Mercedes-Benz will revise its brand strategy 

and continually modify product design and packaging to meet customer psychological 

expectations and maximize cost-effectiveness. 
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In short, it can be summarized that Mercedes-Benz's main objective in light of 

these strategies is to maximize profitability and increase market share in order to 

remain relevant and ensure long-term business growth.  
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