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Abstract 

Luxury vehicles are high-end vehicles offering more comfort and safety than traditional       vehicles. These 

vehicles offer higher performance and better handling than their traditional counterparts. Luxury vehicles are 

also considered as a status symbol for conspicuous consumption. When DaimlerChrysler entered India in 

February 1994 to set up Mercedes-Benz India Ltd, it was one of the first premium car manufacturers to drive 

on Indian roads. Seventeen years later, a range of international luxury car brands — from the sporty Porsche 

and regal Rolls-Royce to BMW and Jaguar— are fighting for space in the garages of India's rich and famous. 

In study we come to know the secret of maintaining leadership position in luxury car manufacturers. We come 

to know the Mercedes-Benz Market positioning strategies and brand positions being adopted by the Luxury car 

manufacturers. In study we explore brand positioning in regard to the current scenario for luxury car 

marketers for example-electric mobility. 
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Introduction 
 

Mercedes-Benz India Pvt Ltd is a wholly owned subsidiary of the German Daimler AG 

founded in 1994, with headquarters in Pune, Maharashtra, India. Daimler entered the Indian 

market and established Mercedes-Benz India Ltd in 1994. Mercedes-Benz India is a wholly 

owned subsidiary of the Daimler AG. Mercedes-Benz India pioneered the luxury car market in 

India. Mercedes-Benz was recognised as India’s Most Admired Company in a survey by 

Fortune India magazine in 2013.1 In 2015 the brand was adjudged Economic Times' Brand 

Equity's, 'India's Most Exciting Brand' and topped the survey in automotive four-wheeler 

category.2 The company has also been ranked number one in the J.D. Power Customer Service 

Index 2015 among the luxury brands.3 

Mercedes has the largest manufacturing facility among the luxury carmakers with a capacity 

to roll out 20,000 units per year.4 
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Mercedes-Benz has scale of ten parameters— 
1. Corporate governance  

2. Endurance                                                            

3. Performance  

4. Quality  

5. Innovation  

6. Financial soundness 

7. Leadership 

8. Corporate social responsibility  

9. Talent management 

10. Global business footprint 

On these parameters Mercedes-Benz India Pvt. Ltd. pioneered the luxury car market in India 

and boasts of more than 128 years of cutting edge innovation in the luxury automobile industry 

globally. Mercedes-Benz India’s strong focus on its four pillars of Products, Network, Cost of 

Ownership and Brand. 

 

Objective of the study 
 

 To study the Mercedes-Benz Market positioning. 

 To determine the effective brand positions being adopted by the Luxury car manufacturers. 

 To explore brand positioning in regard to the current scenario for luxury car marketers. 

It is important to note, that consumer always pay attention to all attribute of the brand while 

purchasing, the objective of this analysis is not to comment on what the “correct” positioning 

should be, but rather to help readers understand the relative contribution of various positioning 

of luxury brand in market.  
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Further, because the overall goal of such positioning is to influence the market in favour of 

socio-economic outcomes such as domestic energy security and climate change mitigation, this 

analysis also aims to inform readers on such contextual benefits available through electric 

technologies.  

 

History of an idea 
 

The Mercedes automobile was first marketed in 1901 by Daimler-Motoren-Gesellschaft 

(Daimler Motors Corporation). Emil Jellinek an Austrian automobile entrepreneur who worked 

with DMG, created the trademark in 1902, named the 1901 Mercedes 35 hp after his 

daughter Mercedes Jellinek.5 The first Mercedes-Benz brand name vehicles were produced in 

1926, following the merger of Karl Benz's and Gottlieb Daimler's companies into the Daimler-

Benz company on June 28th of the same year.6 

 
Throughout the 1930s, Mercedes-Benz produced the 770 model, a car that was popular during 

Germany's Nazi period. Adolf Hitler was known to have driven these cars during his time in 

power, with bulletproof windshields.5 Most of the surviving models have been sold at auctions 

to private buyers. Mercedes-Benz has introduced many technological and safety innovations 

that later became common in other vehicles.6 Mercedes-Benz is one of the best-known and 

established automotive brands in the world.  

Among the other highlights of 2015 is that for the first time ever, Mercedes-Benz India retailed 

503 units using digital platforms alone. The company’s financial services arm, Mercedes-Benz 

Financial Services India (MBFS) also played a pivotal role in supporting the sales growth as 

every third Mercedes-Benz was sold with the support of MBFS finance offers, while every 

second vehicle was with Mercedes-Benz insurance. 

 

Brand Positioning 
 

To brand is to name or mark indelibly as proof of ownership. It means a sign or symbol of 

quality. Branding is the best means to capture and retain the consumer demand in a competitive 
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market. The marketer can create brand equity, brand loyalty and brand image for his products 

only through branding. Brand positioning is the act of designing the company’s offer and image 

so that it occupies a distinct and valued place in the target customer’s minds.7 Positioning means 

identifying and establishing point of parity and point of difference to establish the right brand 

identity and brand image.8 

Mercedes Benz has adopted a positioning strategy as a manufacturer of highly reliable and safe 

automobiles, resulting in a price premium relative to similar international competitors. Today 

a Mercedes Benz offers exclusive new breakthroughs to help make an accident less severe, less 

damaging, or even less likely. Due to their heritage, they’re engineered to protect you in ways 

you might ever have imagined. 'A replacement for the Horse', this is the slogan Carl Benz used 

for advertisement of his 1886 Patent Motor Car.9 Mercedes-Benz's slogan is 'The best or 

nothing'. 

Mercedes Benz demographic includes adults, both male and female, mostly middle-aged 

people. They are not very popular with youngsters since the brand is very expensive.5 It is a 

car you can use on a day-to-day basis, whether going to work or to the grocery store. Most of 

the people that purchase the S class do it for different reasons; quality, beauty, speeds, etc. The 

target market for the Mercedes Benz is middle aged people of middle to high incomes.2 

Mercedes-Benz India launched its first made-in-India car with ‘Ah My God’ marking and  has 

an increased demand for the pre-owned Mercs... Merc enjoys a strong equity in the market. 

A lot of car manufacturing companies have come into cater to the needs of the people, but the 

consumer preference for the particular brand depends not only the internal factors, but also the 

price, appearance, after sales service, mileage, marketing maintenance etc.1 

 

Competitiors 
 

Mercedes-Benz India was ranked as the numero uno of auto brand in India amongst all 

automobile manufacturers by Economic Times’ "Brand Equity's Most Exciting Brands", in 

association with AC Nielsen and India’s Most Admired Companies” in the automotive sector 

by Fortune India. 
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Mercedes is the largest among the luxury carmakers that includes German car majors BMW 

and Audi, and the Tata-owned Jaguar Land Rover. The car is pitted against only two models 

the Rolls Royce and the Bentley and control the 33,000 units a year luxury car market in the 

country.11

 
Source: BMW Group 2015 

According to Tomas Ernberg, Managing Director, Volvo Auto India, by 2020 the luxury car 

segment is estimated to be around three per cent of the overall passenger car market in India 

and there is huge opportunity for growth.10 

Mercedes-Benz India with core philosophy of ‘The Best or Nothing’ remains the most 

aspirational luxury automotive brand in India. India’s ranking of "India’s Most Admired 

Companies", survey by Fortune India in collaboration with global management consultancy, 

the Hay Group. 
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Source: Fortune India 2013 

 

Electric cars 
 

Mercedes is to open its sixth battery factory in 2018, which makes it a tough competitor 

to Tesla, Inc. This will definitely give a big push to the governments 'Make in India' initiative. 

It shows the prowess of India in manufacturing world class products." 

The brand also has planned to launch its electric EQ brand with an SUV being set for 

production in the year 2019. 2022 will be the year in which Daimler has said that the company 

will have invested $11 billion to ensure that every Mercedes-Benz has a fully electric or hybrid 

version available on the market.12 

Global production network is ready for e-mobility and will electrify the future."13 There are a 

few imported units such as the Toyota Prius (gasoline-based strong hybrid) and the BMW i8 

(gasoline-based plug-in hybrid) also available on the Indian market. The battery is the key 

component of e-mobility. The Maruti Ciaz SHVS and Ertiga SHVS are based on lead-acid 

batteries, while the Toyota Camry Hybrid, Mahindra e2o, and Mahindra eVerito are based on 

advanced lithium ion battery technologies.13 Mahindra also recently announced electric hyper 

car by 2020. 

 

Conclusion 
 

Luxury car brand Mercedes-Benz has posted 32% growth year on year during 2015, and with 

sales of 13,502 units has recorded its highest sales volumes in a single calendar year since its 

inception in India. Brand is happy to witness such a strong growth despite unexpected sales 

challenges faced in the key markets of Chennai and Delhi. In 2016, Mercedes-Benz introduced 

12 new products, some of which without any predecessor in India. The company will also 
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inaugurate 10 new outlets across existing and new markets and launch innovative retail 

activities in Tier II and III markets to drive the brand’s growth in these potential markets. 

Experience has led the company’s growth story with a total of 64 outlets located in 36 Indian 

cities, making it the brand with the densest network in the luxury segment. It also offers an air 

balancing package, enhanced leg-room with leg support for rear passengers, magic vision 

control, split view, and the highest level of customisation apart from offering the highest safety 

standards with a rear seatbelt air bags and cushion bags, both first in the country. 

Its growth story revolve around the slogan ‘Winning with Mercedes-Benz’. 
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