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INTRODUCTION
The automobile international market is probably one of the most dynamic in the world. Throughout history, humanity looked for easy ways of transport which culminated with the invention of automobiles in 19th century. Since then, many producers emerged and evolved constantly competing to cater for an ever changing and growing request for better, faster, more reliable, price effective and, lately, environmentally friendly cars.
But, in 2019, a new virus spread rapidly across the world, affecting everybody and creating chaos in global markets, with lockdowns and border closures imposed by governments and travelling put to a halt. So, the automobile industry was directly impacted, with a decline in passenger car sales by 15.4% in 2020 (Carlier, 2021), while concerns over environmental issues, fuel crisis and global warming, fuelled requests for electric and environmental cars.
In such context, Dacia, a Romanian car producer and part of Renault Group is working towards maintaining it’s share in the markets already well established and gain access to new one, attracting new customers and becoming a brand internationally recognised. In order to do so, a critical evaluation of the company’s profile, internal and external analysis is required to better assess its advantages, weaknesses, challenges, advantages, and opportunities for sustainability.
Dacia was founded in 1966 in Romania, Mioveni, and it was the only national car producer for very long time, without any risk of competitions until 1990 and other well-known brands had access to Romanian market and became a real treat for the company. Without the advantages of the latest technologies, innovative processes and a marketing strategy, Dacia struggled and in 1999 was taken over by Renault, the merged company being known as Renault Group (Dacia).
For Dacia, the association with Renault was immensely beneficial, as it opened new perspectives, new markets and prestige by associating with a well-known international brand, as well as having access to Renault’s experts and engineers, marketing strategies and cultures, thus the factory suffered major transformations, investments and improvements, becoming a modern place where new vehicles could be designed, tested and manufactured, ready to be promoted worldwide (Ebbs, 2014).
From the beginning, the strategy was to produce cars that could rival well known brands at lower prices, and the trend continue to this day (Page, 2021). Presently, Dacia brand is a well-established presence in global automobile industry.
In order to maintain its position and develop further, detailed understanding of the global markets’ movements and trends, ever changing customers desires and needs, as well as environmental and legal requirements are necessary. In the following pages, we will analyse the internal and external business environment by well established methods such as SWOT, PESTLE, Porter’s five forces, and Value Chain, as well as competitiveness to achieve economic performance in the global business environment.





















DACIA SWOT ANALYSIS
Analysis of Internal environment can assist Dacia to identify its core strengths and weaknesses, as well as forecast market trends, and offer resources to develop products and services to capitalise on those dynamics, counter competitors' threats, and achieve competitive advantage (Morrison, 2011).
Dacia’s strengths
Dacia is a well-established brand name, with a very strong position in automotive markets as the second most reliable brand, which received various awards in the recent years, the latest being “Car of the year” in 2022, with its models Sandero being awarded “Best small car value” and Duster “Best family SUV for Value” (Dacia).
The organization strive to offer the best value for price, having a relatively low range of models offering various buying options and a policy of “design to cost” (Sigal, 2018), the product development helps it to attract new customers and maintain a strong position in the market and its broad geographical presence allows it to reach new clients and generate new sales.
Constant research and design in product quality and performance by benefiting of Renault and Nissan technologies as well as lower cost raw materials is essential to maintain lower prices offering a competitive advantage while keeping up with the market trends is essential to maintain its position in the market (Bell, 2022).
Dacia’s weaknesses
With the current trends towards environment protection by pollution reduction and greener alternatives, Dacia lack an efficient waste management and investments in research and development to create new products such as electric models.
Inability to understand the needs and expectations of customers leads to ineffective strategic decision-making, and poor customer service can impact the business negatively and damage brand’s image and growth, leaving the organisation unable to identify potential areas for improvement in product/service mix.
When compared to similar models’ characteristics produced by competitive brands, the products prices may not be seen as justified, therefor cost/value strategy proportion needs to be improved (Ingram, 2015), and a slow distribution network to a global market adds unnecessary costs. 

Dacia’s Opportunities
Creating new technologies to aid production processes and network for delivery of goods and services can help maximise the business operations, while technological integration can reduce costs, increase efficiency, and result in the rapid introduction of new products.
The exponential growth of the population represents a significant opportunity for the business and understanding customer needs, tastes, and preferences for new and creative products/services can be an opportunity.
The emergence of new market segments and niches, as well as a growth in disposable income and an increase in the affluent customer base can be used to introduce more high-end products and expand production lines, while high customer lifestyle and standards may result in increased consumption of goods and services.
Dacia’s Threats
Dacia is facing very strong competition from international and domestic rivals, as well as rapidly changing in customers preferences. As a result, the organization's identity as a strong and affordable brand may suffer.
The changing regulatory framework and the implementation of new stricter regulations pose a significant threat to the Dacia, making legal compliance more complex and challenging for the business organisation. (Winton, 2020)
The growing environmental sustainability trends pose a significant threat for Dacia and it attracts negative publicity and criticism from environmentalists and has an impact on brands image in a competitive market. 









DACIA PESTLE ANALYSIS
Dacia performs in a dynamic and complicated environment defined by legislative reforms, rising environmentalism, broad social trends, changes in technology, and a shifting law system. PESTEL analysis determines the main external factors that influence the strategy and market position, as well as improving its strategic decisions. 
Political factors
Different political factors influence business operations and tactical decisions, and a stable political environment promotes positive business environment and stable markets, while political unrest and instabilities in the global political environment can impact negatively company’s growth and opportunities (Rahman, 2021) and Dacia needs to keep up with changes in legislation and governments, policies towards business environment, level of corruption and bureaucracy, as well as taxation system and levels. 
The governmental support to improve the business environment in countries like Romania (Roberts, 2022) and Morocco where two of its factories are located, and Dacia should take advantage of these to access new markets, target a geographically dispersed customer database, and increase profitability by the diminishing boundaries and rise global interconnectedness.
Economical factors
It is imperative for Dacia to take into consideration economic factors such as exchange rate, workforce, inflation, to understand the country's economic environment, which can help estimating the projected value of the trade.  The economic growth of a country offers numerous opportunities for expansion, and it is important to understand the industry lifecycle, for example mature industries can challenging to access because of market saturation. Also, a good infrastructure is beneficial for the business and increases the potential growth in specific regions, while a high GDP may indicate the consumers willingness to spend more money on the products on offer. The organisation should also carefully consider interest rates, borrowing opportunities and investment capabilities. Furthermore, fluctuations in the exchange rate can have an impact on profitability and international trade, while volatile the local currency is a source of concern.
Social factors
By understanding social and cultural environment Dacia can determine successful marketing strategies and reach its objectives by understanding demographic patterns, hierarchies, customer spending habits, and beliefs local, by targeting specific consumer groups and increase the appeal of offered products to potential business partners. Demographic factors such as age groups, migration, social and economic variables are important in determining the market segment/segments with the best potential. Culture as an important factor to be considered, as each society has its own set of beliefs and values influencing purchases, while social classes can determine market segmentation.
Technological factors
Dacia’s success as a value brand have been the use of technologies of Renault and Nissan into its business model and using online platforms and services to market its product and services. The rapid evolution of automobile industry around the world has increased the importance of understanding innovation factors during the strategic decision-making process, therefor understanding global business environment and trends offer certain advantages, such as increased profitability, accelerated growth, and improved operational efficiency. To gain leverage over its competitors, Dacia working constantly to improve user experience, create comfortable and reliable cars while keeping cost down (Renault Group).
Legal factors
Dacia must understand the legal environment and regulations when accessing a new market. The health and safety regulations, anti-discriminatory laws are very important to be understood and followed, as some countries have strict regulations to ensure a secure and stable work environment for workers. Other regulations as data protection and consumers protection are factors to be considered when accessing a new market.
Environmental factors
Environmental consciousness and climate change have become the focus of global business markets and society in general. Different markets have various environmental standards, legislation, and regulations, and as an international player, Dacia needs to carefully analyse these differences to avoid unfavourable consequences before entering a new market or launching a new product. Concerns over pollution have determined businesses to find innovative ways of recycling and Dacia, as part of Renault group has adopted its innovative circular economy by turning waste into resources by recycling its materials and reusing them in new vehicles (Dacia).
With the latest trends and requests for electric cars soaring, Dacia intends to grab a slice of the market sector by launching a new model, Dacia Spring electric, and the ambition to be the cheapest electric car available on the market. (Hall, 2022). 

PORTER’S FIVE FORCES
Porter’s five forces is a system developed by Michael Porter in 1979 and it uses five factors to analyse and evaluate the profitability and competition of a business.
Bargaining power of suppliers
Taking into consideration that Dacia is brand recognised internationally and with and with a steady growth, the suppliers’ bargaining power is minimalised by guaranteed profits and positive image, therefor it’s the business partners are willing to maintain their association with the brand name.
Bargaining power of buyers
In Dacia’s case, buyers have strong bargaining power and forces Dacia to offer a high-quality product at a lower price, because of high variety of substitutes, easiness to switch to competitors and high customers preferences are changing constantly.
Threats of new entrants
Dacia faces a moderate new entrant threat, because to access the industry involve high costs and to develop brand image and gain customers trust is a timely process, while constant changes in demands and regulations necessitate constant investment in research and innovation.
Rivalries among competitors
The rivalries among competitors are very strong, creating difficulties for Dacia achieve growth targets, while product differentiation is low and increasingly difficult, affecting Dacia’s profitability
Threats of substitutes
The threat of Dacia substitutes has increased due to technological advancement, shift in consumers choices towards more environmentally friendly products, with higher performance/cost ratio which are easily available





VALUE CHAIN
Businesses have begun to develop and implement global networks to integrate supply chain through direct investment and create subsidiaries abroad for production and distribution of finished goods, as well as outsourcing activities such as research, development, design, assembly, component production, marketing, and branding to various countries around the world, based on the most favourable conditions for such activities exist.
Dacia is part of Renault Group, and because its position in the market and huge demands for its cheap and reliable cars, it has an important value in group’s value chain (Dieudaide, 2015). To achieve its goals, coordination and management of value activity needs more than production in countries that offer qualified workforce on lower wages such as Romania, Brazil and Morocco, it is also critical to achieve a high level of localization in procurement of components and raw materials.
The aspects of value configuration to meet the requirements of low-cost cars are under lot of pressure, a variety of factors such as economic stability, automotive industry requirements, competition, logistics, and the attractiveness of emerging markets are taken into consideration by Dacia and reflects in the models that are built.
Furthermore, the configuration strategy for development activities needs constantly to be adjusted, as although a centralised processes may seem advantageous for developing a low-cost car in the beginning, the independent development of activities is more beneficial for long term. At the macroeconomic level, low-cost cars and derived products aimed at the low-price segment of the market indicate that emerging markets are becoming centres of value creation capable of providing companies with global competitive advantages.
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