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Marketing the Mercedes way
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The Quarterly: Which becomes a key facet of this new golden
age, does it not? The better you engage with your customer,
the stronger your customer’s experience going forward.

Ola Kaillenius: The founding father of our company called it:
“The best or nothing.” What did he mean when he said that? He was

not talking about a product description, per se. He was talking

about attitude. You don’t rest on your laurels. You move beyond.

We push the emotional button very consciously across touchpoints
in marketing. And the great thing with Mercedes is that you do
have emotional brands. When you buy a Mercedes, it’s always been
about the dream of the little kid one day driving the star. o
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