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[bookmark: _Toc64583797]Introduction
The world is facing a faster-growing business environment where billions of people are hyper-connected with each other in an unprecedented global network and it allows the businesses to share an almost instantaneous and frictionless spread of new thoughts and innovations (Marinov and Marinova, 2018). So coping up with these rapid changes and shifting values and attitudes in a growing economic environment is always challenging. From decade to decade, the world business environment is changing and businesses are also changing their techniques to cope up with the environment (Jennings, 2021). The car industry of the UK is not different from this changing environment and some major factors from both macro and micro levels are affecting the operations and strategies of the car companies to do better in the long run. Here, as a leading car multinational company (MNC), McLaren is chosen to see how operations and strategies are being affected by global business factors and how McLaren should react in this changing environment (Baron, 2016).
[bookmark: _Toc64583798]Major forces changing the business environment of the car industry
All the business organizations face a continuous change in the environment over the period where they used to operate the business and if they don’t come up with new ideas, they have to suffer losses in the long run. Some major forces are also shaping the car industry over the decades and making the companies change their operations (Isaac and Norton, 2015). Some major forces which are shaping the car business environment are mentioned below – 
· Invasion of technology 
All the car companies are industry-focused so that they can lead the market in the long run but to sustain in that race, companies always need to deal with reorganizing the new assembling technique for the changing demand of the customers. Car companies always focus on accepting the invasion of new technologies to leverage connectivity, network efforts and use artificial intelligence for a more enjoyable ride experience (Cruz, Fukui, Warford and Inui, 2020). 
· Evolution of money
The valuation of money is now more complicated than before as different countries follow different currencies to transact and car companies have to do business in many countries and convert them into home currencies. As conversion is more complex now, car companies have to have to analyze the returns more closely to see if the business in particular countries are bringing enough returns. This situation occurs in this decade and car companies are trying to maintain the business profitably in changing situations (Baron, 2016). 
· The landscape of wealth
The wealth of any business isn’t stagnant and so businesses always look for a way to get new opportunities with the changing wealth landscape. For being a leading MNC in the car industry, wealth is influential as it opens many scopes to the company. The car industry has been expanding in the present decades than before as the people are involving more to spend their money to ease their life (Marinov and Marinova, 2018). 
· The Eastern promises 
When a particular country flourishes, investments move to that country leaving other countries behind. This causes a crisis in new investment in less attracted countries and this situation also occurs in the car business too as most investors move to China in the last decades. They were offered to get more return at low cost in those investments as China has more cities with higher economic productivity than developed countries (Jennings, 2021). As most of the car-producing companies are from developed countries, they are trying to offer investors a cost-cutting formula so that they don’t have to lose market share to China. 
· Progress of technological acceleration 
As future car business will be changed many ways, companies always try to adopt the new technology in their new model. But it becomes costly to install new technologies and also it becomes available easily. Each year has new advancements than the previous, and the companies have to change the strategies again which upraises the price of the cars at national and international level (Isaac and Norton, 2015). 
· The evolution of green energy 
As this civilization is in the middle of a seismic shift to more reliable sources of energy, the car business is moving their engine system to more energy savings way so that they can be part of this sustainable development. Before the energy sources weren’t this renewable which cost the car companies to produce costly engine systems and harm the environment (Brinkman, 2017). 

· Changing human geography
Till now, the center of the car business is in developed countries and slowly they are expanding in developing countries. But things won’t be the same at the end of the 21st century as more large cities will be available in underdeveloped countries in Africa and Asia (Marinov and Marinova, 2018). This change in human geography will certainly change the market proposition of the car business and car companies have to bring new strategies to meet the demand of these new customer segments (Baron, 2016). 
· The trade paradox
Trade has always a rule which indicates that both parties should be benefited position and this concept is known as free trade where countries are working to remove barriers of tax, tariff, and other trade barriers. The car industry is getting more connected as different countries are now lowering the barriers which were impossible to imagine in the past (Aras and Crowther, 2017).  
These are the major forces that are reshaping today’s global business environment of the car industry and affecting the operations of car businesses in this century. 
[bookmark: _Toc64583799]Defining McLaren‘s micro-business environment using Porter’s Five Forces model
In the increasingly competitive business environment, determining the success of a business is a critical role of the strategic management committee. As a leading MNC in the car industry, McLaren has to follow certain objectives to fulfill the mission of the shareholders and these objectives are decided based on analyzing and valuing the microenvironment of the car industry where McLaren operates the business (Cruz, Fukui, Warford and Inui, 2020). 
· Bargaining power of suppliers of McLaren 
Influencing the price of the cars is known as suppliers' bargaining power and suppliers are the providers of key components of a car. If there are a limited number of suppliers for key components of cars, there will be more bargaining power of the suppliers. The car industry is a high-end automobile industry where there are a few suppliers for providing high-performance engines and other high-tech components. For McLaren, the suppliers have low bargaining power because it has a prolonged partnership with Mercedes and they provide specialized engines for both formula one and road cars (Guy, 2019). 
· Bargaining power of consumers of McLaren 
The ability of customers to influence the price of the cars or their influence in the car industry is known as the bargaining power of consumers. For McLaren, as the customers are fragmented McLaren, they have less influence over McLaren’s cars and their price. Moreover, the cars of McLaren have symbolic value and most demanding among the customers which create less influence over its price or cars (Tayeb, 2018). 
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Figure 1: Porter’s Five Forces model for McLaren (Jennings, 2021)
· Threats of new entrants 
Competition rises when there is a possibility of entering new firms is high and the automobile industry is widely seen as free from the threat of new entrants as a car company needs large capital and resources for car production and marketing and distribution. Large capital requirements define the high costs of entering the industry and expanding with prosperity (Isaac and Norton, 2015). For McLaren, it enters the industry through diversification as it was previously involved in producing formula one racing cars and tailored customer’s cars for years (Alagan and Aladuwaka, 2018). While defining McLaren it can be said that it has a strong brand image, technical expertise, and experience to do mass marketing in the car industry. 
· Threats of substitute
McLaren MNC has niche marketing products for their valued customers as it produces specialized cars and they are non-standardized and unique. McLaren produces the cars in small amounts and they face fewer threats from competitors and substitutes.  Copying and doing the same isn’t possible in McLaren and customers will have to face high costs if they switch to competing cars. So, threats from the substitutes are very low for McLaren which creates high performance in selling (Kotabe and Aulakh, 2016). 
· Competitive rivalry within the car industry 
Competitive rivalry usually faces by high-end car producing company and the high-end company is free from any sort of giving and getting unethical favors. Competitive opponents aren’t threats for the company like McLaren as the company has fast-growing factories to produce cars and concentrate within the firm (Marinov and Marinova, 2018). McLaren can be easily identified by the customers for its unique value and production style and that makes the cars differentiated from others’ cars. 
These are porter’s five forces model which are the microeconomic factors affecting the business environment of the McLaren which affect the management and strategies of the McLaren to do better in the long run (Guy, 2019). 
[bookmark: _Toc64583800]Recommendation for better microenvironment factors for McLaren
McLaren’s strategic management should try to steer the business in a direction where the business will develop an era over rival companies. Porter’s five forces model can be used to have a better understanding of the microenvironment and how they should operate within the car industry. 
[bookmark: _Toc64583801]Analyzing McLaren’s macro business environment using PESTLE analysis 
PESTLE analysis stands for analyzing the macroeconomic factors of a business where the business is operating its activities and wishing to operate in the future too. For achieving the long-term goal of the company, each company analyzes and sees how this macroeconomic environment going to affect the decision-making process of the company (Brinkman, 2017). Here, through doing the PESTLE analysis, the effect on McLaren is seen below- 


· Political factors 
All over the world, governments are strict about safety while producing cars as it is involved with people’s safety and to secure the safety they produce many laws which McLaren has to obey. McLaren has to follow specific build requirements, such as seatbelts, wheels and this makes it hard to launch new cars in many countries (Alagan and Aladuwaka, 2018).
Besides controlling safety, McLaren also has to face emission policies in developed countries as to how much fuel the car will consume and how much carbon dioxide it will release into the environment so that cars cause fewer carbon emissions in that country (Aras and Crowther, 2017). 
· Economic factors
People are earning more and more money every year and this means they have more money to spend on luxury products like cars. Taking this into consideration, McLaren produces many cars which are more like a luxury item than necessary needs and this growing demand makes McLaren produce more cars than before. This also generates huge profits in many countries and makes the car business a profitable one (Isaac and Norton, 2015). 
· Social factors
In society, the popularity of driving is increasing and becoming common to own a car, and more and many people in the UK have more than one car. It has become normal to drive a car like using buses and bicycles and this changing behavior of people helps McLaren to produce more cars (Tayeb, 2018). 
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Figure: PESTLE analysis of McLaren (Cruz, Fukui, Warford and Inui, 2020)

· Technological factors
The advancement of self-driving technology of McLaren is a popular feature all over the world and this has a great impact on making decisions of the production of cars using new technologies. This new feature always makes McLaren change the existing strategy of marketing the cars in different countries (Guy, 2019). McLaren also focuses on the safety of the drivers with its advanced technology and promoting seat belts is a popular feature of McLaren’s cars. Introducing rolling out airbags is another added feature of McLaren which also becomes popular and increases the profits (Devinney, Pedersen and Tihanyi, 2018). 	
· Legal factors
These are the most crucial factors in a business environment which affect business management and strategies. If legal laws are not followed properly while producing cars and parts, then McLaren has to face legal actions. Besides, McLaren has to protect the brand value, shape through copyright, trademark, or patent law and these steps help McLaren to protect their intellectual properties from rival parties of the business (Alster and Brothers, 2016). 
· Environmental factors 
As carbon dioxide is the most harmful element while producing and using cars in the environment, McLaren has to bear carbon emission fees to bear the cost of producing carbon dioxide. As carbon emission has got global attention, the company is dealing strategically so that it has to face fewer fees and save profits from the selling of cars (Kotabe and Aulakh, 2016).  McLaren is moving to more environment-friendly cars so that the reputation can’t be damaged by rival parties in the automobile industry.
Above mentioned factors are considered as macroeconomic business factors where McLaren is conducting business and these factors are affecting day to day operations of the business and these factors also influence the strategies for future investment (Morrison, 2017).  
[bookmark: _Toc64583802] Recommendation for better microenvironment factors for McLaren
Automobiles are a vastly growing industry where proper and timely macroeconomic factors analysis is very fruitful. Cars are also changing regularly in terms of technology where advanced options make the people more attracted to McLaren’s cars (Devinney, Pedersen and Tihanyi, 2018). The strategic department of McLaren always considers these factors while making decisions for production, marketing, and promoting new cars. So, McLaren should continue to analyze these factors with the changing environment to come up with new ideas and mechanisms to attract new and existing customers in different countries (Alagan and Aladuwaka, 2018). 
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Changing business environment is always consisting of micro and macro environment where they lead a company positively or negatively. So these factors should be considered with care and produce a positive impact on the business because proper management can use these to tackle challenges over time in the business environment (Alster and Brothers, 2016). McLaren should consider the micro and macro factors to produce cars cost-effectively and flourish business in more countries. As McLaren is already enjoying a prolonged partnership with suppliers, they should maintain this in the future to get key components at a lower price. Besides, the technological invention should not be stopped to add value as customers always keen to enjoy the new experience while driving (Tayeb, 2018). McLaren should use its huge customer base to get quick feedback and make that feedback reflected in production and marketing strategies. This may include severe quality checks which can save huge costs involved in recalls and dictation of problems. After observing all the micro and macro environmental factors through Porter’s five forces model and PESTLE analysis, it can be said that all these factors are directly influencing the management and strategic teams of McLaren while doing business in the global business environment (Aras and Crowther, 2017).  
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