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[bookmark: _Toc45056364]Introduction
Globalisation continues to grow across the world as businesses expand their operations to more than one country. With globalisation, there is an increase in the complexity of businesses in their international environment. The global business environment entails the context whereby different countries influence the resource use and the decision-making process of a business. The complexity of the global business environment is characterised by aspects, such as various political systems, different economic systems, technological aspects, and social aspects among others. Research indicates that various forces drive the global business environment. There are certain reasons why businesses engage in global operations. Besides, different global markets have influence on the world business operations. The paper shall explore the concepts of global business environment while also focusing on the operations in Toyota UK Company. 
[bookmark: _Toc45056365]The major forces shaping the global business environment
Changes in social and cultural environment
Social and cultural aspects have changed favorably over time; enhancing global business growth. Some products are not considered culturally and socially relevant. Furthermore, people have loosened their hold on cultural believe with having them diluted. The change makes it easy for global businesses to expand their operations to different cultural contexts (Cuervo‐Cazurra, 2011). Cultures are said to be converging in their attitudes and values in the recent years. The convergence leads to multi-ethnic societies that in turn creates opportunities for businesses. Multi-ethnic societies lead to diverse consumption patterns and products’ demands. 
Legal forces
The legal environment affects the operations of a business due to the involvement of law and legislation in business-related relationships. Legislation impacts the contractual relationships the business operators create with their customers and suppliers. Also, businesses owe care duty to the general public as incorporated in the Corporate Social Responsibility. In addition, the aspects control business licensing and registration to operate globally. 
Technological forces
The change in technology has impacts on global business environment. Technology has been advancing over the years making communication easy. Besides, it creates the possibilities of businesses to operate through the use of internet in conducting activities, such as marketing and sale of products (Randolph, 2011). Advancement of E-commerce has caused the creation of companies including Amazon, ebay.com and Alibaba. With such companies, businesses are able to outsource their activities to other countries while controlling them remotely.
Political forces
The political stability that has been manifesting across countries have created a workable global business environment. The stability influences confidence of global business managers. The legislation developed by governments have a direct impact on business operations. Besides, the agreements between different countries’ governments can either boost or hinder business. On the other hand, the governments themselves are major consumers of the global businesses (Cuervo‐Cazurra, 2011). For instance, in democratic governments, changes in power causes changes in the business environment. Thus, the politicians in government determines the government policy adopted. 

[bookmark: _Toc45056366]Application of Porter’s value chain analysis in electric car industry
The model is a concept of business management developed by Porter. The model defines value chain as a collection of practices conducted by a firm to develop value for its clients. The activities and systems are focused with the customer considered as the central principles (Rich, Ross, Baker and Negassa, 2011). The model shall be applied to analyse the international business environment with reference to electric industry.
Primary activities
The primary activities in the electric car industry are discussed as follows:
Inbound logistics: This is the first stage in the production process whereby the raw materials are received from the suppliers. There are many suppliers in the industry across various countries. Upon the receipt, the raw materials are distributed across the manufacturing units in the particular company (Fearne, Martinez and Dent, 2012). In the case of remaining raw materials, it is stocked in the warehouses for future use. Toyota UK contains a large supply chain whereby it receives raw materials from many suppliers from different areas around the globe (Toyota, 2020). Besides, it contains many distribution centers and warehouses where the raw materials are received and stored. 
Operations: The stage covers the major production level whereby raw materials are combined to make the product. The car manufacturers have various manufacturing facilities in different locations. Toyota Company operates in the global context with a strong international distribution networks. The distribution centers supply the products to the retailers. 
Outbound logistics: At this level, the products are moved out of the manufacturing units upon the completion of operations stage. They are moved to the retailers for sale. Many electric cars manufacturers have showrooms where their customers view their products. Toyota Company ships many parts of raw materials from its network of distribution centers and raw materials. The central distribution center for the company is ‘the Toyota Parts Center Europe’ (Tomino, Hong and Park, 2011). The center is located in Belgium and ships many parts each day to the various depots in the region. 
Marketing and sales: The stage entails activities such as advertisement, promotions, distributions, CRM, and sales management. This stage is critical as it involves the engagement with the customers and it determines the profitability of the firm. The main purpose of the marketing and sales is to ensure that products reach the targeted customers. The electric cars industry conduct a lot of advertising and marketing of their brands to get customers (Bierau et al. 2016). The level of competition faced by Toyota is very high as received from other vehicle brands. The firm makes investments in the promotions and marketing to establish its brand in the market. Toyota makes use of modern and traditional advertising media to promote the products. The firm uses social media, website, and distribution and sales channel in marketing. In the year 2015 and 2016, Toyota made an investment of approximately $4billion in conducting advertisement (Toyota, 2020). 
Services: This is the final stage in the value chain that entails addition of value to the products. The services seek to support customers after the sale of the products such as the maintenance of the cars. The services satisfy customers and ensure they are retained in the particular company. Toyota Company provides after-sale services to its customers through its big network of retailers as well as service stations. 

Support activities
Infrastructure: The infrastructure contained in the organizations in the industry include culture, structure, finance, and management. Proper management of the infrastructure is necessary for profit-making. Toyota Company has maintained a big infrastructure internationally providing an extensive presence throughout the entire globe (Tomino et al. 2011). The brand contains presence in terms of distribution channels and other operations across the globe. 
Human resource management: Highly-skilled professionals are needed in the electric car companies to manufacture good vehicles that are appealing to the customers. The human resource department ensures that top talents are acquired and managed to ensure the company achieves its objectives (Schifrin, Burgelman and Grove, 2010). Activities such as employees’ motivation helps in boosting their productivity. Toyota Company uses people centric strategies in managing its employees (James and Jones, 2014). The workers recruited are highly talented to ensure that they achieve effectiveness in operations. They are also trained to boost their skills and capabilities. 
Technology: The advancement in technology is incorporated in the manufacture of products in the industry. It is employed throughout all the stages of the value chain. Technology helps in obtaining effectiveness and efficiency in operations (Hertzke et al. 2018). The aspect has been applied in the industry in vehicle design, safety of the passengers, control of emissions, and rider convenience among others (Bierau et al. 2016). Toyota is widely known for its engineering and technology that propels its growth. It contains research centers that enables it to innovate every year. The firm has invested a large amount of money in R&D for Robotics and AI (Toyota, 2020).
Procurement: Management of procurement is required to be effective down the value chain of the electric vehicle makers. It entails the practices of procuring materials from the suppliers for use. Proper management of the activity helps in saving costs and ensuring production of high-quality products. The raw materials in Toyota Company are procured from many suppliers across the globe (James and Jones, 2014). The choice of the suppliers is done with an aim to support the local economies. 
[bookmark: _Toc45056367]The reasons why organizations engage in international trade
Expansion of sales: Most companies seek to engage in international trade to expand their sales as they can obtain a wide customer base. Acquisition of new markets gives the businesses an opportunity to develop new products and improve on the existing ones (Bedianashvili, 2016). Having a wide customer base means there shall be an increase in the sales made as well as the profits made.
Competition reasons: Growth in globalization has led to increase in the competition for the local firms. Global firms have a wider reach and use better and innovative incentives in their operations. For this reason, the local companies seek to be as competitive in the market as the global firms; propelling them towards engagement in international trade. Going global enables them to reach a bigger target market as they implement competitive strategies in the market (Randolph, 2011). 
Acquisition of resources: Firms are able to acquire resources while operating at a global context. This is especially applicable when the focus is on the developing countries that contain unused resources such as the raw materials and agricultural products. Most of the developing countries contain unexploited resources that are utilized by companies to manufacture their products. Ultimately, their cost of production is relatively low while operating at a global context.
[bookmark: _Toc45056368]Markets in action and their microeconomic and macroeconomic foundations
The global companies operate under markets that contains microeconomic and macroeconomic foundations. The macroeconomic foundations are free exchange and competition. The microeconomic foundations are those that can be controlled by the particular firm including supply and demand (Cuervo‐Cazurra, 2011). The markets contains freedom for every investor to sell their property for money, for another property, or even use it for further production according to their desires. The freedom applies to the private properties but not to the communally owned property. The owners also have a right to dispose their items rather than exchange it for some value. 
Competition is another macroeconomic foundation that allows every competitor to meet the prices in the market. If he/she needs to make profits, the unit cost of production must be maintained below the unit price of products. If the business operator experiences losses for over a long period of time, the business is deemed to fail. Free competition is promoted in the market as it promotes the development of production incentives. 
Supply and demand are constant aspects of a market that should be controlled by a business. The marketers evaluate the demand for products in the market and formulate ways to meet it through either increasing or decreasing the products offered. The supply of products is purely determined by the particular companies in operations. On the other hand, the demand can be influenced by a business to some extent (Randolph, 2011). Innovation can be used to develop attractive and unique products for the customers and in turn attract them to purchase the items. Besides, the companies can use pricing strategies that make products to be highly affordable for the customers targeted. 
Different market structures and influence on firm strategy
There are four major market structures including perfect competition, monopolistic competition, monopoly structure, and oligopoly market structure. 
Perfect competition market structure: The type of structure the supply and demand force causes the determination on the amount of products and services produced (Horstmann and Markusen, 2015). The structure makes an assumption that the climate or the environment is in line with the facilities within it. There is free entry and exit of businesses in these structure. Managers in such companies choose to exit based on whether the structure has proven to be profitable or not. In the structure, the effect of a single firm or buyer is small whereby it does not affect the overall market. In making the decisions on products’ prices, the managers consider the supply and demand forces in play. Agricultural markets are examples that use the market structure.
Monopolistic competition market structure: The market structure does not assume the lowest cost production possible. Firms in this market structure sell similar products that contain only slight differences (Franck, Verbeek and Nüesch, 2010). The common products are used as the basis of the advertisement and marketing practices. For instance, several companies might be selling soaps with only slight differences in terms of shape and fragrances. The strategic actions in such companies are barely flexible as they do not accommodate a lot of changes. Examples of such markets are spas and beauty salons, tutoring companies, and repair and service markets. 
Monopoly market structure: Then market structures are at the end of market extremes whereby they maximize profit while minimizing costs. The market contain a single supplier who offer supplies to all the businesses in the market. There are high barriers to entry in these markets as a single supplier manifests (Horstmann and Markusen, 2015). Besides, there is no price competition in the market as the supplier is the only price maker that sets prices in a way to optimize profit. Some monopolies are natural such as those developed through legislation such as state-legislated businesses. The strategies designed and implemented in these markets are done without influence and consideration of other businesses as they do not exist in the market. In essence, the business objectives are prioritized in developing strategies. 
Oligopoly market structure: The market structures have many companies working together in a market. Through working together, the companies dominate a market and limit competition. The market structure discourages competition whereby the producers are able to come up with prices for their products (Franck et al. 2010). If one firm sells products at high prices, the consumers move to the substitutes in the market. While developing business strategies, firms operating under this market structure consider the competing firms. For instance, a company develops a strategy that is more advantageous than that of a competitor in the market. 
Major features of the current international economy
The current international economy contains features including more production options, chance of creation of new markets, and cultural convergence. Global businesses are able to get exposure of more production options (Cuervo‐Cazurra, 2011). The resources and capabilities differ from one country to another. Thus, working in different countries gives an opportunities to acquire variety of capabilities and resources for use. With the resources and capability, effectiveness and high productivity are achieved. Besides, some businesses opt to outsource their activities or establish their operations in the foreign countries.
Every global business acquire the chance to create new markets in the countries targeted. The current world economy provides a variety of opportunities for investors to innovate and invest. Thus, a business has the power to create a market themselves through developing products that would satisfy the targeted people. Besides, the current global economy is characterised by cultural convergence (Randolph, 2011). Different cultures have their values diluted whereby they have let go their cultural beliefs and practices. The convergence has given the global businesses an easy time to operate in the contexts. A wide variety of products can be provided without limitations that attribute from cultural beliefs. 
[bookmark: _Toc45056369]Conclusion
In summary, global business environment is complex due to the influences by many aspects. The global business is driven by forces, such as the political and legal factors. These forces determine the lift of trade barriers preventing international trade. The other forces that drive the business are technological, social and cultural factors. Such factors have been evolving to favor global business operations. On the other hand, the reasons that makes businesses to engage in global trade are the need to be competitive and the need to access to vast resources. Additionally, the investors seek to take advantage of the global economy whereby the changes in exchange rates favor the business operations. 
Electric car industry is growing at a high rate at the global context. The industry comprises of companies, such as Toyota Company that employs incentives to make it competitive in the market. The firm seeks to employ strategies that provide and improve value for its customers. Various companies fall under different market structures that affect their strategies. The structures explored include the perfect competition, monopolistic competition, monopoly, and oligopolistic structures. The fearures of global economy favor the operations of businesses. The businesses are able to acquire more production options and creation of new markets.
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