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Mercedes-Benz - Eine Marke der Daimler AG
Mercedes-Benz growth strategy dominates 2013
New production record set with over 1.49 million passenger cars
Model initiative for compact, high-end and luxury segment well under way
smart electric drive is market leader in Germany
‘Mercedes-Benz 2020 – Best Customer Experience’ marketing and sales initiative launched
First premium manufacturer to offer new vehicles online
Greater customer focus through sales restructuring
Stuttgart – It is the end of an important year for Mercedes-Benz. With over 1.4 million passenger cars sold in 2013, the Stuttgart-based premium manufacturer is not only on track for its best sales figures ever. Its annual production of over 1.49 million vehicles means that Mercedes-Benz has also surpassed the previous year’s record for the third year running. The Mercedes-Benz 2020 growth strategy is already showing tangible results. 
“In 2013, we have taken a decisive step forward in our strategy for growth. Our model initiative is well under way. The new ‘Best Customer Experience’ sales and marketing initiative has allowed us to align ourselves better to the needs of our customers. At the same time, we are also optimising our internal sales structures,” said 
Ola Källenius, Member of the Divisional Board 
Mercedes-Benz Cars responsible for Marketing & Sales. “That means we are well positioned to make 2014 a record year as well.” 
Model initiative delivers results
In April 2013, Mercedes-Benz introduced the new E-Class and the CLA compact coupe. The CLA is the third vehicle in the compact car family and the first that Mercedes-Benz has also made available to the US market in September. The coupe has quickly become a top seller: In only four months, over 12,000 vehicles were delivered to US customers.
Demand for the new S-Class was also so high in the few weeks following its market launch in summer 2013 that it has become the best-selling luxury sedan in the world. This was only possible because production started up in record time at the Mercedes-Benz plant in Sindelfingen. S-Class vehicles for global distribution are rolling off the production line here in a two-shift operation. Production is currently running to full capacity at an output of around 460 vehicles per day, the highest daily output ever for the 
S-Class. Thus Mercedes-Benz will be starting the new year with its biggest range of new models since 2009.
Expansion of the production network continues
Production capacity was not only expanded at the Sindelfingen plant in 2013 as part of the Mercedes-Benz strategy for growth. In addition to the billion Euros invested there in the past year, the company also invested 1.2 million Euros in the Rastatt plant aligning for compact car production. More than one billion Euros will be invested into the Mercedes-Benz plant in Bremen, primarily for the preparations for the plant’s role as center of competence for the new C-Class. 
In order to align production to market and customer needs, a decision was also taken in 2013 to invest over 300 million euros in additional powertrain capacity at the Romanian subsidiary Star Transmission. Together with the Chinese Partner BAIC, investments of about four billion euros are scheduled within the coming years to expand local production as well as build a new engine plant in China. In October the Stuttgart-based car maker announced that the next generation of the C-Class and the new GLA would be produced at a plant near São Paulo in Brazil, for which a further investment of around 170 million euros is planned. However, Germany is and will be the heart of the global production network.
smart goes electric
Even the smallest model in the product portfolio of Mercedes-Benz Cars has made it big in 2013. Since the market launch of the smart fortwo, over 1.5 million of the compact two-seaters have been sold. The electric version of the smart car became the number one battery-powered electric vehicle in Germany, securing a market share of around 40 percent. Some 1,200 smart fortwo electric drive vehicles are continuously deployed around the world in the car2go mobility service. Since November, the electric smart has also been on sale in China, making it available in a total of 
14 markets.
Even Pope Francis has now joined the ranks of electric vehicle users. Dr. Dieter Zetsche, Chairman of the Board of Management of Daimler AG and Head of Mercedes-Benz Cars, presented the Head of the Catholic Church with a smart ebike during his visit in July. 
China – focus on new sales company pays off
2013 was also a key year for the passenger car business in China. Since starting up the new sales company Beijing Mercedes-Benz Sales Service Co. Ltd. (BMBS) in March, business in China has gathered pace and is steadily growing. With the market launch of the A-Class in spring and the premieres of the long-wheelbase version of the E-Class and the new S-Class in autumn, three key model series have been introduced in the Chinese market. The Asian country is the biggest market for the S-Class, which has been specially tailored to the needs of Chinese customers. More than half of all S-Class sedans are sold there.
China is also one of the top markets for the E-Class. A hybrid version of the luxury-class sedan, manufactured at the local production plant, was recently launched there: The E400 is the first locally produced hybrid by a German premium car maker.
Mercedes-Benz also is substantially expanding its dealer network in China. This year saw the opening of 75 new dealerships, 36 of which were in cities where the brand had not been represented before. The smart dealer network is also growing: By the end of the year there will be around 100 sales and service outlets in 70 Chinese cities. 
Sales and marketing initiative launched
This summer, the company consolidated its global strategic product initiative with the ‘Mercedes-Benz 2020 – Best Customer Experience’ sales and marketing initiative. Mercedes-Benz is reconfiguring its sales organisation to align it with the changing preferences of customers. The Stuttgart-based premium manufacturer is increasing its inner-city presence to get into direct contact with existing and prospective customers. Mercedes-Benz opened its newest city stores in Tokyo in 2011, in Milan in 2012 and in Osaka in 2013. By 2020 the number of these stores is set to more than double to over 40 worldwide.
Temporary sales formats offer additional contact points with customers: During the summer, a Mercedes-Benz pavilion in Warsaw attracted over 20,000 visitors. There were 600 test drives of Mercedes-Benz vehicles. The pavilion also served as a venue for over 80 events. Thousands of fans followed the events on Facebook. For many visitors, it was their first ever contact with the brand.
Another integral part of the new sales and marketing initiative is online vehicles sales. Since the beginning of December, 
Mercedes-Benz has been the first premium manufacturer to sell new cars on the internet. Within four weeks, over 60,000 prospective customers have visited the online platform and the first orders have already been placed. This digital sales channel complements the traditional dealerships and is intended to appeal mainly to young and media-savvy customer groups. It means that Mercedes-Benz is available for customers anywhere and anytime. 
Greater customer focus through sales restructuring
To further improve its focus on customers and markets, Daimler took the decision in September to restructure the organisation of the whole company more clearly along divisional lines. Responsibility for the key sales functions and the most important markets will thus rest directly with the business divisions Cars, Trucks and Vans. For the Group, this represents another strategic step forward in achieving its growth targets.
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Further information from Daimler is available at: www.media.daimler.com and www.daimler.com 
Forward-looking statements:
This document contains forward-looking statements that reflect our current views about future events. The words “anticipate,” “assume,” “believe,” “estimate,” “expect,” “intend,” “may,” ”can,” “could,” “plan,” “project,” “should” and similar expressions are used to identify forward-looking statements. These statements are subject to many risks and uncertainties, including an adverse development of global economic conditions, in particular a decline of demand in our most important markets; a worsening of the sovereign-debt crisis in the Eurozone; an exacerbation of the budgetary situation in the United States; a deterioration of our refinancing possibilities on the credit and financial markets; events of force majeure including natural disasters, acts of terrorism, political unrest, industrial accidents and their effects on our sales, purchasing, production or financial services activities; changes in currency exchange rates; a shift in consumer preference towards smaller, lower-margin vehicles; or a possible lack of acceptance of our products or services which limits our ability to achieve prices and adequately utilize our production capacities; price increases in fuel or raw materials; disruption of production due to shortages of materials, labor strikes or supplier insolvencies; a decline in resale prices of used vehicles; the effective implementation of cost-reduction and efficiency-optimization measures; the business outlook of companies in which we hold a significant equity interest; the successful implementation of strategic cooperations and joint ventures; changes in laws, regulations and government policies, particularly those relating to vehicle emissions, fuel economy and safety; the resolution of pending government investigations and the conclusion of pending or threatened future legal proceedings; and other risks and uncertainties, some of which we describe under the heading “Risk Report” in Daimler’s most recent Annual Report. If any of these risks and uncertainties materialize or if the assumptions underlying any of our forward-looking statements prove to be incorrect, the actual results may be materially different from those we express or imply by such statements. We do not intend or assume any obligation to update these forward-looking statements since they are based solely on the circumstances at the publication date. 

About Daimler
Daimler AG is one of the world’s most successful automotive companies. With its divisions
Mercedes-Benz Cars, Daimler Trucks, Mercedes-Benz Vans, Daimler Buses and Daimler Financial
Services, the Daimler Group is one of the biggest producers of premium cars and the world’s
biggest manufacturer of commercial vehicles with a global reach. Daimler Financial Services
provides financing, leasing, fleet management, insurance and innovative mobility services.
The company’s founders, Gottlieb Daimler and Carl Benz, made history with the invention of the
automobile in the year 1886. As a pioneer of automotive engineering, Daimler continues to shape
the future of mobility today: The Group’s focus is on innovative and green technologies as well as
on safe and superior automobiles that appeal to and fascinate its customers. For many years now,
Daimler has been investing continually in the development of alternative drive systems with the
goal of making emission-free driving possible in the long term. So in addition to vehicles with
hybrid drive, Daimler now has the broadest range of locally emission-free electric vehicles powered
by batteries and fuel cells. This is just one example of how Daimler willingly accepts the challenge
of meeting its responsibility towards society and the environment. Daimler sells its vehicles and
services in nearly all the countries of the world and has production facilities on five continents. Its
current brand portfolio includes, in addition to the world’s most valuable premium automotive
brand, Mercedes-Benz, the brands smart, Freightliner, Western Star, BharatBenz, Fuso, Setra and
Thomas Built Buses. The company is listed on the stock exchanges of Frankfurt and Stuttgart
(stock exchange symbol DAI). In 2012, the Group sold 2.2 million vehicles and employed a
workforce of 275,000 people; revenue totaled €114.3 billion and EBIT amounted to €8.6 billion.
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