
International Journal of Engineering Applied Sciences and Technology, 2024 
Vol. 8, Issue 12, ISSN No. 2455-2143, Pages 308-313 

Published Online April 2024 in IJEAST (http://www.ijeast.com) 
 

308 

ANALYZING RETAIL FI NANCE STRATEGIES: 

A STUDY ON MERCEDES BENZFINANCIAL 

SERVICES 
SUNITHA J 

                                             Undergraduate, Department of Commerce 

                                                                  PES University    

                                                                                                                       Vidyashree C 

Assistant professor 

 Department of Commerce, PES University 

 
Abstract: This study delves into the ret ail finance 

strategies of Mercedes Benz Financial Services ( MBFS), 

with a  focus on their diverse financing options, 

customer profiling, and global perspective. By analyzing 

MBFS' s  market positioning, customer engagement 

approaches, and t he range of financial products offered, 

this  research aims to provide specific  insights into the 

financial strategies of a prominent automotive brand. 

Through a combination of qualitative and quantitative 

methodologies, including a questionnaire for 

data collection, the study aims to uncover challenges and  

opportunities in the sector, particularly 

concerning  Mercedes- Benz. Limitations include 

proprietary data constraints and regulatory fact ors. 

The findings of this research will contribute to a better 

understanding of ret ail finance strategies in t he 

automotive industry, with implications for both 

academia and industry practitioners.  
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I. INTRODUCTION 

Mercedes- Benz Financial Services ( MBFS) has e merged 

as a prominent player in the retail finance sector,  shaping 

its strategies to cater to the dynamic automotive market. As 

the financial arm of the luxury automobile giant, MBFS 

plays a pivotal role in facilitating vehicle acquisition for 

customers globally.  

MBFS' s retail finance strategy revolves around providing 

diverse financing options to meet the varied needs  of its 

clientele. Recognizing the diverse financial profiles of 

potential buyers, MBFS offers a spectrum of financing 

plans, including lease agreements, traditional auto loans, 

and innovative financial products.  MBFS places a strategic 

emphasis on crafting tailored solutions. This involves 

leveraging advanced data  analytics and customer profiling 

to customize financial packages. By understanding 

individual preferences,  credit worthiness, and market 

trends, MBFS ensures that its financing options resonate 

with the expectations  of Mercedes- Benz enthusiasts.  

In conclusion, Mercedes- Benz Financial Services 

strategically navigates the retail finance landscape 

by  offering a spectrum of financing options, employing 

data-driven customization, integrating 

technology,  managing risks diligently, and embracing a 

global perspective  

 

1. 1 Need/Importance of the topic:  
• It helps the company remain competitive, attracting a 

broader customer base by offering a versatile  range of 

financial products.  

• It enables Mercedes Benz financial services to align their 

offerings with the unique needs and preferences of their 

target audience, resulting in more effective and targeted 

business operations. 

• It enhances customer loyalty and satisfaction, potentially 

leading to increased customer lifetime value and positive 

word-of- mouth, contributing to the overall success of 

Mercedes Benz  financial services. 

 

1. 2 The theoretical implication of the topic:  
• Exploring the range of financial products offered by 

Mercedes- Benz Financial Services could contribute to 

theoretical discussions on the intersection of automotive and 

financial industries, examining how diversifying services 

enhance customer engagement and loyalty.  

• Identifying target customer segments for Mercedes-Benz 

Financial Services may contribute to theoretical frame 

works related to luxury branding, as it delves into the socio-

economic fact ors influencing consumers' financial 

preferences in the luxury automotive sector.  

• Examining the customization of financial products based 

on customer profiles may have theoretical  implications for 

personalized marketing strategies, shedding light on the role 

of data analytics and  customer segmentation in tailoring 

financial offerings to individual preferences wit hi n t 

he  automotive finance sector.  
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1. 3 Recent trends related to the topic:  
• Digital Transformation: The financial industry, including 

retail finance, has been undergoing a  digital transformation. 

Online platforms, mobile apps, and digital tools have 

become increasingly  important for customer engagement, 

loan processing, and account management.  

• Customer Experience Enhancement: Companies have 

been focusing on improving the overall  customer 

experience. This includes streamlined application processes, 

faster approvals, and  responsive customer service. Digital 

channels play a significant role in enhancing t he 

customer  journey.  

• Fintech Collaboration: Collaboration between traditional 

financial institutions and fintech start ups has become more 

prevalent. This partnership helps in combining the strengths 

of  established companies with t he innovative capabilities 

of fin-techs, fostering a more agile and  technology-driven 

environment.  

• Re mote and Contactless Services: The COVI D- 19 

pandemic has accelerated the adoption of  re mot e and 

contactless services in the financial sector. This includes 

online loan applications,  digital document submission, and 

electronic signatures.  

 

II. REVI EW OF LITERATURE 

Hu, Boqiang. (2024). Digital Transformation of Ret ail 

Financial Services Marketing i n t he  Information Era: 

Opportunities, Risks and Future. Highlights in Business, 

Economics, and Management.  2587-2594. 10. 54097/ 

ajza0373. This paper delves into t he challenges and 

opportunities faced by retail  financial service providers in 

adapting to consumer needs. It explores the potential of e 

merging technologies like AI, blockchain, cloud computing, 

bi g data, and IoT for personalized marketing experiences. 

However, the integration of these technologies poses ethical, 

legal, regulatory, and technical challenges that require 

a  comprehensive and strategic approach. Retail financial 

service providers can leverage e merging technologies for 

personalized marketing but must navigate ethical, legal, and 

technical challenges.  Successful integration requires a 

comprehensive and strategic approach to ensure customer 

trust and  satisfaction in the rapidly evolving 

landscape. Mahmood, Faisal & Al-Shattarat, Wasi m & Ha 

med, Ruba & Al-Shattarat, Basie m & Benameur,  Ka mel 

eddi ne & Hassanein, Ah med & Tahat, Yasean. (2023). The 

Influence of Urbanization and Environment al Fact ors on 

the Financial Performance of Ret ail and Automotive 

Industries in Chi na. The Journal of Strategic Information 

Systems. 16138. 10.3390/su152316138. This study 

investigates the interplay of urbanization, environment al 

degradation, and corporate performance in Chi na' s retail 

and  automotive sect ors from 2000 t o 2022. It unveils the 

contrasting impacts of urban growth, 

infrastructure development, and PM2. 5 pollution on these 

industries, highlighting how environment al 

consciousness influences consumer behavior. The research 

emphasizes the need for policymakers to navi gate 

sustainable economic growth amid evolving urban and 

environmental dynamics. Examining China' s retail 

and  automotive sect ors, this study reveals divergent effects 

of urbanization and PM2. 5 pollution on 

corporate performance. As urban areas burgeon, it 

underscores the crucial role of environment al 

considerations in shaping consumer preferences and 

industry dynamics. Policymakers should heed these findings 

to foster  sustainable growth and reduce environment al 

impact.  

 Chen, Jiayu. (2023). Transformation of Retail Banking wit 

h the Internet Finance Disruption.  Highlights in Business, 

Economics, and Management. 15. 162-168. 10. 54097/ 

hbem. v15i. 9335. This paper  examines the impact of the 

COVI D- 19  epidemic on banks' retail business a mi dst the 

rise of Internet finance.  It emphasizes the need for 

commercial banks to adapt by launching ne w products 

aligned with digital age  preferences, enhancing service 

efficiency through technology, and leveraging the long tail 

effect. The  pandemic has underscored the importance of 

transformation i n the retail banking sector to survive 

and  thrive in the post-pandemic era. The COVI D- 19 

pandemic has prompted banks to rethink and 

transform  their retail business. To succeed post-pandemic, 

banks must innovate by introducing digital-age 

products, enhance operational efficiency through 

technology, and capitalize on t he long tail effect, adapting 

to  changing consumer behaviors and preferences.  

Jung, Han- Na & Ki m, Sang- Kee. (2023). The Impact of 

Industry 4. 0 Technologies on  Employment: Focusing on 

the Finance and Insurance Industries. Korea International 

Trade Research  Institute. 19. 179-193. 10.16980/jitc. 19. 6. 

202312. 179. This study examines the impact of Industry 4. 

0  technologies, such as bi g data, mobile, cloud, and AI, on 

employment in South Korea' s industries, with a  focus on 

finance and insurance. Using data from 2017 t o 2020, the 

research finds that the adoption of  Industry 4. 0 

technologies correlates with increased employment in both 

overall industries and the finance  and insurance sect ors. 

Despite a general decrease in employment in finance and 

insurance, jobs related t o  Industry 4. 0 technologies have 

risen. The study suggests that Industry 4. 0 technologies 

contribute t o  increased employment in South Korea' s 

overall industries particularly in finance and insurance. 

Contrary  to concerns about technology replacing jobs, this 

research indicates that, at least in the analyzed 

period,  Industry 4. 0 technologies have not acted as 

substitutes for labor but rather as contributors t 

o  employment growth.  

 

III. RESEARCH METHODOLOGY 
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3. 1 Statement of the problem  
 Investigating Mercedes Benz Financial Services, this study 

aims t o analyze its retail finance  strategies, focusing on t 

he range of financial products, including leasing, loans, and 

insurance. The primary challenges include understanding t 

he diverse offerings, identifying the specific customer 

segments targeted  by Mercedes Benz Financial Services, 

and examining the level of customization in financial 

products based  on customer profiles. This research seeks to 

address these issues to enhance insights into the company' 

s  financial strategies and market positioning. " 

3. 2 Research gap:  
 The other literature studied covers a diverse range of topics 

related to retail, finance, sustainability, technology, and 

automotive industries. However, there is a notable gap in the 

context of a specific analysis focused on the retail finance 

strategies of Mercedes Benz Financial Services. While t 

he  broader financial services industry and t he automotive 

sector have been explored, there is a need for a  dedicated 

study t hat delves into the unique strategies, challenges, and 

opportunities that Mercedes Benz  Financial Services 

employs in the real m of retail finance.  

 

3. 3 Research objectives  
• To understand the range of financial products offered by 

Mercedes- Benz Financial Services, such  as leasing, loans, 

and insurance.   

• To identify the target customer segments for Mercedes- 

Benz Financial Services.  • To explore the customization of 

financial products based on customer profiles.  

 

3. 4 Scope of the study  
• Explore the comprehensive range of financial products 

offered by Mercedes- Benz Financial Services, including 

leasing options, loans, and insurance solutions.   

• Identify and analyze the target customer segments for 

Mercedes- Benz Financial Services. 

• Investigate how Mercedes-Benz Financial Services tailors 

its financial products based on customer profiles  

 

3. 5 Sources of data  
The study primarily focuses on relevant primary data which 

has been obtained from the following sources –  

• The combination of qualitative and quantitative 

methodologies provided a comprehensive understanding of 

Mercedes Benz' s retail finance strategies and customer 

preferences i n t he  automotive industry.  

• Through the primary data collection method using Google 

Forms, insights into the financial services offered by 

Mercedes Benz Financial Services were obtained directly 

from customers. This direct feedback is invaluable for 

understanding customer needs and preferences.  

• The probability sampling method ensured that the sample 

closely represented the target population of Mercedes- Benz 

customers interested in vehicle financing. With a sample 

size of 100 and a simple random sampling approach, the 

findings can be generalized wit h confidence to a larger 

population.  

• The utilization of the Chi-square test facilitated rigorous 

statistical analysis, allowing for the exploration of 

relationships and dependencies between variables. The 

descriptive statistics provided a clear overview of the data, 

enabling meaningful interpretations and actionable 

insights  for Mercedes Benz in enhancing its financial 

services offerings and customer satisfaction.  

 

3. 6 Limitations of the study:  
• Identifying specific target customer segments may involve 

proprietary data or market research conducted by Mercedes- 

Benz Financial Services, which might not be publicly 

available.  

• Customization details based on customer profiles are 

typically specific to the company's internal  processes and 

may not be publicly disclosed due to privacy and 

competitive reasons.   

• Regulations and policies governing financial services may 

impact the availability and features of  certain products, and 

these can evolve.  

• Market dynamics and company strategies are subject to 

change, affecting the nature and scope  of financial products 

offered.   

• The availability of financial products and services can vary 

by region or country due to regulatory  differences.  

 

IV. ANALYSIS AND DISCUSSION 

4. 1 Hypothesis:  
Null Hypothesis (H0): There is no association between 

familiarity with Mercedes Benz financial services  and the 

preference for receiving personalized financial offers from 

Mercedes Benz Financial Services. Alternative Hypothesis 

(H1): There is an association between familiarity with 

Mercedes Benz financial  services and t he preference for 

receiving personalized financial offers from Mercedes Benz 

Financial  Services.  
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Contingency Analysis of What financial service would you prefer when acquiring a vehicle through Mercedes Benz financi 

al services? By How familiar are you with Mercedes Benz financial services? Mosaic Plot  

 
 

4. 2 Contingency Table  
Ho w familiar are you with Mercedes Benz financial services? What financial service would you prefer when acquiring a vehicle 

through Mercedes Benz financial services? 

 

Count 

Total% 

Col% 

Row% 

Financing Leasing Other service providers Total 

Not 

familiar 

1 

1.00 

2.86 

14.29 

3 

3.00 

6.98 

42.86 

3 

3.00 

13.64 

42.86 

7 

7.00 

Not very 

familiar 

6 

6.00 

17.14 

21.43 

14 

14.00 

32.56 

50.00 

8 

8.00 

36.36 

28.57 

28 

28.00 

Slightly 

familiar 

10 

10.00 

28.57 

24.39 

22 

22.00 

51.16 

53.66 

9 

9.00 

40.91 

21.95 

41 

41.00 

Very 

familiar 

18 

18.00 

51.43 

75.00 

4 

4.00 

9.30 

16.67 

2 

2.00 

9.09 

8.33 

24 

24.00 
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Total 35 

35.00 

43 

43.00 

22 

22.00 

100 

 

 

Tests  

N DF -Log Like R Square 

(U) 

100 6 11.578989 0.1089 

 

 

Test Chi Square Prob>ChiS 

q 

Likelihood 

Ratio 

23.158 0.0007* 

Pearson 23.866 0.0006* 

 

4. 3 The final outcome  
The chi-square analysis conducted with a significance level 

of 0. 05 aimed t o examine the association  between 

familiarity with Mercedes Benz financial services and the 

preference for receiving personalized  financial offers from 

Mercedes Benz Financial Services.   

The null hypothesis ( H0) stated that there is no association 

between familiarity with Mercedes Benz  financial services 

and t he preference for personalized financial offers. 

Conversely, the alternative  hypothesis ( H1) proposed that 

there is indeed an association between these two variables.  

The test statistics obtained for the likelihood ratio and 

Pearson chi-square tests were 23. 158 and 23. 

866,  respectively, both yielding p-values of 0. 0007 and 0. 

0006, respectively. These p-values are below the  chosen 

significance level of 0. 05, indicating significant evidence to 

reject the null hypothesis. Therefore, we can conclude that 

there is indeed a statistically significant association between 

familiarity with Mercedes  Benz financial services and the 

preference for receiving personalized financial offers from 

Mercedes Benz  Financial Services.  

In practical terms, this suggests that individuals who are 

familiar with Mercedes Benz financial services are  more 

likely to prefer personalized financial offers from the same 

company compared to those who are not  familiar with their 

services. This finding could be valuable for marketing 

strategies and customer  relationship management wit hi n 

Mercedes Benz Financial Services, indicating a potential 

avenue for  improving customer satisfaction and 

engagement through tailored financial offerings.  

 

 

V. CONCLUSIONS AND IMPLICATIONS 

In conclusion, the analysis reveals key insights into the 

demographics, preferences, and concerns of  respondents 

regarding Mercedes Benz Financial Services. While there is 

a strong interest in personalized  offers and a preference for 

medium-term financing agreements, concerns regarding 

transparency and  customization persist. To capitalize on 

this interest and address concerns, Mercedes Benz should 

focus on enhancing awareness, improving transparency, 

personalizing offerings, streamlining documentation 

processes, and prioritizing customer experience. By 

implementing these recommendations, Mercedes Benz  can 

strengthen its position in the financial services market and 

better cater to the evolving needs of its  customers, fostering 

long-term satisfaction and loyalty. Invest in targeted 

marketing campaigns to increase awareness of Mercedes 

Benz Financial Services among potential customers, 

leveraging channels that  resonate well with the identified 

demographic, such as online platforms and in-person events. 

Address concerns regarding transparency by providing clear 

and comprehensive information about financial  products, 

including terms, conditions, fees, and customization options, 

to build trust and confidence among  consumers. Utilize 

data analytics and customer profiling techniques to tailor 

financial offers and packages  according to individual 

preferences and needs, enhancing t he appeal and relevance 

of Mercedes Benz  financial solutions. Implement digital 

solutions and streamline documentation processes to 

offer  convenience and efficiency to customers, allowing for 

online submission and electronic signatures, while  still 

offering in-person support for those who prefer it. Prioritize 

customer satisfaction by offering  exceptional service 

throughout the financing journey, including prompt 

responses to inquiries, personalized  assistance, and ongoing 

support to build long-term relationships and loyalty.   
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