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[bookmark: _Toc57231536]Introduction
The business environment is one of the most dynamic and most vital factors which influence the working of a particular industry or an organisation. The internal as well as external environment affects the productivity and efficiency of an industry. The car manufacturing industry is one of the most active and is the most influential and fast-growing industries persisting in the world (Lin et al., 2018). This paper talks about all the factors which influence the global business environment and defines the changes in the environment. Models such as Porter's five Force model, product life cycle model and the PESTEL analysis will help in understanding the various micro and macro factors influencing the industry and its working. The car manufacturing company automotive industry consists of several ranges of organisations and companies inside it which focuses on designing, developing, marketing, manufacturing and selling of locomotives or motor vehicles. The revenue of the car industry is one of the highest in the world. A small thing to notify here is that the car manufacturing industry does not include industries dedicated to the maintenance of automobiles. Therefore, by reading this material one will be thoroughly enlightened with the various factors and conditions which influence the automobile sector. 

[bookmark: _Toc57231537]The major forces shaping the business environment of the car manufacturing industry
As specified above, the business environment plays the most crucial role in describing proper productivity and efficiency of a certain industry therefore it is very essential to analyse and understand the tractors of micro and macro environment which affects the industry both internally as well as externally (Musonera and Cagle, 2019). There are various factors which impact the industry. They are certain economic factors, political factors as well as technological factors with which the industry needs to be well versed. The PESTEL analysis and the product life cycle analysis below explain the forces which shape the business environment of the car manufacturing industry and also shows how the industry has changed in the last few years.



PESTEL Analysis

Political factors
Political factors consist of all the political changes that a particular country or the world is subjected to in the present time. Changes in political situations and the political stability of the country impacts directly or indirectly the effectiveness of the industry is working inside it. In recent times there have been numerous norms and policies which specified the use of low emission vehicles and also there has been a serious hike in the taxes of the luxury vehicles and fuel guzzlers (Ariffin and Sahid, 2018). The government is providing subsidies for low emission vehicles around the world and also is promoting environmental friendly vehicles. The import rules and taxes which are levied are different from country to country. These factors politically impact the working of the automobile industry.
Economic factors
Automobile industry was recently badly hit by the global pandemic and therefore its revenue came down and also certain parts of it have faced huge losses. Also due to the global lockdown economic condition of countries have reached to an extent in which global recession can become the fourth coming future (Reinhardt et al., 2017). The poor economic conditions also hit the demand negatively as the demand for the luxury products have shrunk immensely. Whereas the sales were higher in the developed countries but on a whole the negative impact was major. Economic condition of a country of the world impacts the automobile sector in a way that the demand for the locomotives falls and also this affects the prices of the Assembly parts, components, raw materials and the selling price negatively.
Social factors
The industry is deeply impacted by the social factors such as the change in culture and trends and people's preferences have been a major look out for the industry since the past few recent years. As the living standards of the ethnicity of the people are changing therefore their demand and requirements are also changing (Mathivathanan et al., 2018). Companies need to focus more on designing products which not only cater to the needs of the consumers but also so in fact the purchasing decisions of them. Demographics of a country also impacts the industry and its working as the age division among the people impacts the choice and preferences of the customers. 


Technological factors
The most important factor which influences the working of an industry is the day-to-day technological up gradation that takes place in the market. Innovation and technology goes hand in hand and therefore there has been a constant development in the automotive industry and its technology (Ariffin and Sahid, 2018). The technological aspect of the automotive industry has grown immensely and therefore now there exist a high number of locomotive companies with innovative designs and attractive technologies. 
Environmental factors
Environment also impacts the working of the industry because factors such as carbon footprint and ozone layer depletion have played a major role in defining the automotive industry in recent years. All the major players of the industry focus on understanding and eliminating carbon footprint and therefore are working collaboratively to work for the environment (Mathivathanan et al., 2018). For controlling the environmental footprint there have been various rules and regulations which directly or indirectly impacts the productivity of the industry.
Legal factors
Legal factors such as the laws and policies regarding the selling of vehicles in the international market and various policies guide the manufacturing of automotive units in a certain country impacts the working of the industry in a specific market (Reinhardt et al., 2017). Also, the government has brought in various rules and regulations related to passenger safety which is growing to be more strict in the recent forthcoming years. Other environmental laws and tax laws have impacted the operation of the industry. 

Product Life cycle
The product life cycle plays a major role in the automotive industry. The marketing strategies, pricing strategies, product development strategy and market share strategies depend upon the product life cycle of the cars. Basically, to the product life cycle of a car contains four basic stages they are known as introduction, growth, maturity and decline. The introduction stage consists of the entry of a particular brand of car or a sub brand. This stage demands more aggressive androbest marketing strategies and information spread strategies regarding the particular product. as the product is new to the market therefore the consumers need to be properly informed about it and its benefits so that they get attracted to the product. One needs to pay more attention to the stage because this stage defines the base of the product and its productivity (Schöggl et al., 2017). Next comes the stage of growth immediately after introducing the product properly to the consumers. The sale of the product starts growing which is also due to the rigorous promotional strategies taken for promoting the particular product or car. The growth strategy needs rigorous marketing strategies and strategic planning but here the amount of effort needed is less than the introduction stage. After this comes the maturity stage, the maturity stage is starting but when a product becomes much of that is the market of the product becomes saturated. After a consistent growth the company on the manufacturer gets a substantial number of market share required and after that the market becomes stagnant and there stays no chance of increasing the market share of the market of the product. This stage can be influenced by introducing the strategy of product extension or market development in which a new product on a new product line is extended for a certain on tap market is considered for the product (Tsangas et al., 2019). If the manufacturers of the car fail in understanding the need of product extension or market development in this stage then the brand becomes stagnant and slowly but steadily the brand ultimately starts declining. Talking about the declining stage it is now very clear that this stage comes under the stage of maturity if proper precautions are not taken in time. when the market gets saturated then the demand for the product starts falling and therefore the industry of the company starts acquiring losses.
It can be said that the product life cycle is majorly used for understanding and avoiding the Strategies and plans which the management of a certain organisation or an industry needs to consider while introducing a particular product till the time it reaches its maturity. technological up gradation has been a major part of this cycle because it has changed the way the automobile industry used to work earlier and therefore had impacted the working of it immensely. 
[bookmark: _Toc57231538]Critical assessment of the opportunities and challenges
This section of the study paper critically analyses all the opportunities and challenges which the automotive sector faces by using the porter's five Force model. The porter's five forces model is used to analyse and determine all the threats which a particular industry faces by analysing the five key elements which are threats from competition, threats from substitute goods, bargaining power of the consumer, bargaining power of the supplier and the threat of new entrants. Below stated is the total analyses of the same model.


Porter’s five force model
Threat of new entrants
The threat of new entrants denotes the risk of new competition entering into the market. The barriers to entry in the industry defines the opportunities which organisations get for entering into the new segment. This becomes a major threat for the existing companies. The entry of new players often depends on the factors such as the investment required, governmental policies and taxation system, costs advantages for procurement and component parts and the production cycle and the learning curve (Ferràs-Hernández et al., 2017). This denotes whether a new player can enter into the market easily or not. Generally, the entry to the automotive industry is not that simple because of the huge investment and capital financing required for operating one locomotive industry. 
Bargaining power of suppliers
The bargaining powers of the suppliers denotes the relationship between the suppliers and the consumer (Kauerhof, 2017). If the brand is in high demand and is very strong enough positioning then the advantage of bargaining goes in the hand of the supplier which makes the customers vulnerable because the supplier sets the prices according to their needs. This generally depends on the factors such as the strength of the brand, number of suppliers, existence of monopoly or quality service of products. the lower the bargaining power of the supplier of the lower is the dominance of the supplier of the customers and the price of the products. 
Bargaining power of buyers
The bargaining power of buyers is basically the opposite of the above-mentioned bargaining power of the suppliers. It is defined as that if the dominance of the customers are high on the brand then the customers can easily influence the pricing of the products (ÖNEREN et al., 2017). The factor which is important here is how strong is the position of the buyer and how much can he or she influence the profit margins of the industry. The bargaining power of buyers depends on a list of factors such as the buyer's volume and concentration, price sensitivity of the consumers, threats related to the backward integration, range of information that buyers possess and competitive pricing. 
Threat of competition
Competition is one of the most important factors which creates difficulty in operating a particular industry productively. it influences the operation of a particular company and changes the Strategies and plans it uses. The level of competition between the existing players in the industry depicts the productivity and profit margins of the particular industry in the market (Izzaty and Sastra, 2019, June). The factors which influence the level of competition are the entry and exit barriers, if the entry and exit barriers are high then there is no chances of getting competition because only big players can operate in such conditions. Other factors are the growth of the industry, how the industry is operating in its long run and on what it is concentrated on. 
Threat of substitutes
Substitute of the are commodities which are similar or have a similar use with respect to the original product, the mean of tribute is that substituted generally cheaper and provides more or less similar value (Škerlič and Muha, 2020). The substitute products can at times even replace the original product in its use and therefore it is considered to be one of the major threats. Factors such as switching preferences of the customers from one product to another for being price sensitive influencers or increases the risk of shifting of the loyal customers to other brands. Norton mobile industry has a huge number of players persisting in the same area and working towards providing services with their products in the same manner and therefore there exists a lot of pressure coming from the substitute products. 


[bookmark: _Toc57231539]Conclusion
From the above analysis it can be understood that the automotive industry is one of the most influential parts of the market and consists of high competition inside it. Therefore, it can be concluded from the porter's five Force model analysis and the PESTEL analysis as well as product cycle analysis that the automotive industry is growing immensely and has the highest potential to further grow in the future. 
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