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[bookmark: _Toc74141064][bookmark: _Hlk77630561]Executive Summary
The assignment explores the realm of entrepreneurship through the Rusu car rental services and how it may prove to be beneficial in the pandemic situation in the UK. The assignment also focuses on market planning. A market strategy has been provided that may help the company to sustain and also provide a competitive edge. The business plan is analyzed through SWOT analysis, PESTLE analysis and marketing strategy have been identified through 4Ps marketing mix. The company’s success probability has also been properly described with financial details that are needed to establish the company.
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[bookmark: _Toc74141066]1. Business/company overview 
Rusu trans is a proprietary car rental service provider which is planning to start its operation for the residents of the UK. As witnessed by Kan, et al, (2021, p. 80) the company plans to provide reasonable car rentals in these trying times, and the car service has its unique traits of providing services without any booking fees or deposit fees, or anything similar. Indeed, low cost per van cost will attract many consumers as believed by the proprietor. The car service also plans to diversify its operation unit to different remote parts of the UK to gain proper visibility to gain a competitive advantage.
[bookmark: _Toc74141067]2. Products and services 
The products and services include car rental services in and around the UK which provide services to ease the transport cost for the residents of the UK and plans on providing hassle-free car rental services without any prior booking fees, deposit money, or other pre-booking conditions. As per the view of Tyas et al., (2020, p. 12), the Rusu Trans boasts of having a sole trader approach that would help in the management of the rental services.
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Fig 1: Increasing demand of car rental services in the UK, according to the type of cars
Source: (Melati et al., 2018, p. 40)
[bookmark: _Toc74141068]3. Market research
Potential demands for the rental cars
The customers of the rental services include professionals from different spheres of life, as witnessed by Grinevich, et al., (2019, p. 870). Owing to the growing demand for rented cars among professionals as well as students, especially after the pandemic, there will be presumably no shortage of drivers who would wish to rent the vans from Rusu Trans and then give services to such customers in the market. The target age group of the customers would be from 25 years to 60 years and a demographic as well as behavioral segmentation strategy would be feasible for identifying the target segment of the customers of Rusu Trans within the UK market, since this age group likes to take up driving entrepreneurship as their way of earning. 
Suppliers 
The suppliers of the Rusu Car transport consist of the 2nd hand car sellers who used to sell the good quality car at affordable prices to Rusu Transport. As witnessed by Naoui-Outini, et al., (2019, p. 190) the driver’s agency can also be termed as the suppliers as they provide self-employed drivers for the company. The mechanics and other similar staff who maintain the proper supply of the company to provide smooth operations can be termed as the supply chain for the company.
[bookmark: _Hlk77631333]Porter's Five Forces
Bargaining power of the suppliers: As Rusu Trans is a new rental service provider, it has been identified that the car rental service suppliers are already established in the market and many are large companies with a globalized approach. Thus, the company can expect fewer threats from the supplier. It can be deduced that the bargaining power of the supplier can be termed moderate.
Bargaining power of the buyers: Buyers in the car rental services like Rusu Trans can have a larger capacity of bargaining as several companies are operating in the car rental business and with the globalized and popular brands, which follows a reasonable pricing strategy can make the buyers spoilt for options. The buyers have the option to choose the service according to their preference (Morgan, 2019, p. 20). Therefore, the bargaining power of the buyers is high.
Threats of new entrants:  Many companies, especially those who have established business in the car rental market, adopt technological innovations that attract customers based on innovative services. It has also been analyzed that operating in the UK market is quite difficult thus it would become tough for the new company to enter easily. As witnessed by Amelia, et al., (2019, p. 35) the companies also provide other services and offer, and thus, the bargaining power of the new entrants in the car rental services are moderate.
The threat of the Substitutes:
Customer preferences and different services in car rental are present in the market. Indeed, governmental services do not provide the options and services that a privatized car rental can offer the customers. Therefore, the threat of substitutes is low.
Competition in the market:
The car rental service is one of the services that were present a few years back but with the high transport cost. Indeed, many people now prefer rental services over their transport and thus, various companies are working in the car rental services. Thus, the competition is comparatively high.
PESTLE analysis 
	Factors
	Description

	Political factors
	The political factors depend on the different governmental policies like the carbon emission acts related to the automobile industry, also the trading relationship policies of the government bodies that have provided an opportunity for the Rusu Trans.

	Economical factors 
	The economy of the UK is stable and it helps the company to operate successfully. Indeed, it would be effective and beneficial for the companies to grow and expand (Kitamura, et al., 2020, p. 1030). 
With the economic development and higher disposable income, many people now can afford the rental services which have been a boon for Rusu Trans.

	Social factors
	The social factors of the car rental services like Rusu Trans face social factors like the cultural trends or the current trends of preferring a self-driving car that may impact the business strategy of the company.
The demands of the customers especially after the pandemic, to avail personal transport facilities to move around, especially during the periods of lockdown, positively influences the business of Rusu trans

	Technological factors
	Technological innovation has attracted many consumers the car rental services (Ali et al., 2021, p. 35). The other innovative measures have provided the opportunity to have a digital presence like the apps designed for booking the cars and making arrangements for digital payments by the customers (Han et al., 2019, p. 5668)

	Environmental factors
	The environmental factors include the environmental policy that has helped Rusu Trans to establish the business. The company has not yet started its operation but with the establishment of the company, the company will look for renting out vans with smoke emission controllers and filters, to reduce the smoke introduced to the environment.

	Legal factors
	The legal factors provide certain legislative laws, like the employment laws, company establishment acts, and other legal procedures that have created opportunities for Rusu Trans to rent out cars on contract, complying with the laws.


[bookmark: _Toc74141069]4. The Target market
Competitor analysis 
There are many competitors in the field of car rental services in the UK and many car rentals have established business in the UK and have a loyal consumer base (Da Silva, et al., 2017, p. 25). The competitors are motivated by technological innovation, pricing strategies, and other similar strategies that make the companies ideal competitor for Rusu Trans.
	As
	Hertz
	Avis
	Rusu Trans

	Price
	Competitive pricing strategy
	The high price due to the multinational presence
	Pricing has been kept at a minimum with no prior booking charges and no deposit charges; a penetrative pricing strategy is being followed within the organization

	Product/Service
	Car rental services with reasonable pricing strategy and use technological innovation to attract consumers.
	Car rental services with a traditional approach as the company were established in the 1970s, offering rentals in the traditional ways of service like offline booking from office
	A start-up car rental service in the UK that will provide services to all professionals at reasonable, penetrative prices.

	Place
	The UK and other European countries.
	Provides car rental services in countries of Europe, Asia, and the UK.
	Will be providing car rental services in the UK and other parts of the British Isle.

	Promotion
	The company is promoting through billboards that will have proper attraction while stuck in traffic and also prefers promoting in digital media through display ads, PPC, and social media. 
	Avis is a popular brand and it does not need any new promotion but the brand has a presence in social media like Facebook that can create a more diverse marketing strategy for the company.
	The company has a social media presence and also has been prominent on the billboards of London and other parts of the UK. The company also aims to tap digital media for advertising its services to the youth



[bookmark: _Toc74141070]5. Marketing plan
Objectives of marketing 
The marketing objectives of the Rusu Trans Company are to provide an affordable car rental facility to all groups of people who can enjoy the car ride and can avail the facility of rental service but do not need to spend excessive money for that. As witnessed by Akay, (2021, p. 100) with the current situation of Pandemic car services have become essential for the people who want to have a ride for accomplishing a purpose. The company wants to earn a profit by engaging second-hand cars and with self-employed drivers who will help in car repair and assist in roadside car breakdown (Pomering, 2017, p. 160). The maintenance team will assist 24/7 so that it will be easier for the company to maintain and earn better sales margins and gradually grow and expand.
The objectives will be:
· To increase the revenue generated by Rusu Trans by 20%, within the second year of its operation
· To enhance reachability amongst its customers by 30%, through designing appropriate marketing content and initiatives


[bookmark: _Hlk77631422]SWOT Analysis
	Strength
	Weakness
	Opportunity
	Threats

	The strength of the company is to provide hassle-free car rental services with no deposit fee or booking charges.
	The company is a start-up and has not backed up with technological innovations that may create problems in marketing strategy.
	The company can get an opportunity for weekly or monthly riders for work purposes and may create a new genre in car rental services.
	The threats the company can face are the fear of substitution, the fear that already the company has high competition.

	The company also provides car maintenance services with 24/7 roadside assistance, mobile technicians who can provide car repair services.
	The company works on a weekly or monthly basis that can create repulsion in a once in a while rider.
	The company also has opportunities in car repairing with the management of the car maintenance and services that can make Rusu Trans a profitable business.
	The car rental service may lose its importance in the post-pandemic era as the rate of infection will be going down (Nhamo, et al., 2020, p. 180).


4Ps of marketing 
Product/ services: The product or the services of the company is car rental services that are based on the concept of affordable pricing that can provide a better marketing edge to the company. Rusu Trans is the new age rental service that will work on a weekly or monthly basis within a contract, allowing speedy transportation facilities to the customers, while catering to their comfort while traveling (Zuo, et al., 2019, p. 1008).
Price: The company will not charge any booking charges or deposit money but will be providing an affordable pricing strategy that will enhance the customer base of the company. Penetrative pricing strategy will be followed and there will be no third-party charges included, which will simplify the payment systems
Place: Rusu Trans will be operating in major cities in the UK like London, Edinburgh as well as some popular townships
Promotion: The Company has been providing a website that will have all the details of the services provided and the social media handles of Instagram and Facebook will be the medium for promotion for the company (Su et al., 2021, p. 390). Also, the display advertisements and PPC will provide ample visibility. The company is also planning for digital media presence through flash advertisements during video games and others, for the successful promotion of their business services.
[bookmark: _Toc74141071]6. Management team and operations 
The company will have several operational teams that are essential for the company to work smoothly. The management team, finance, and accounts, HR, marketing teams all the teams that will work simultaneously for the smooth operation of the company. The management team will manage the team working and operations and looks after the supply chain, salaries, drivers, workers, and other team members who maintain the total company proceedings. They would also be responsible for looking after the damage and maintenance of the rented vans, employing technicians to fix any glitches in the vans, on road, in the long run. The finance team works on the financial credits, loans and other balance sheets, revenue channels, taxes that are essential for the working of the company. The finance and accounting team is also responsible for getting and providing loans for the company from banks or other financial institutions (Martín, et al., 2019, p. 739).
HR of the company will be looking after the employees or in this case drivers or the repair persons who are working for the company. The recruitment, retention, and other important decisions should be taken by the HR of the company for better credibility. All arrangements for proper and appropriate employee appraisal as well as positive motivation are made by the company, to retain their employees and motivate them to work towards the realization of the organizational objectives. Marketing teams will be engaged in the promotion of the company as the promotions are important for any new start-ups who want to grow and car rental is an important service that needs proper promotion and marketing. 
[bookmark: _Toc74141072]7. Financial plan 
The company is a new start-up with limited resources and thus, the company plans to take loans to achieve the following financial plan in the Rusu Trans.
	Purchased good
	Purchased good units
	Final price 

	Vans 
	5 units 
	4000*5= 20,000 pounds

	Road tax
	5 units
	60*5=  3,000 pounds

	Trade insurance
	5 units
	300*5= 1500 pounds

	Maintenance
	5 units
	2000 pound

	Accountant
	N.A
	1200 pound

	Marketing team
	N.A
	1000 pound

	Fuel gas and GPS
	5 units
	3000 pounds

	HR team
	N.A
	1200 pound

	Total
	
	32,900 pounds


Of the amount required, 900 pounds are present as cash-in-hand, which had been collected from personal savings and other significant sources and so the 32,000 pounds amount would have to be put up for receiving loans, which would suffice the purpose of getting financial help for initiating the business. 
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