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[bookmark: _Toc92892413]Introduction
Strategic management analysis of the automobile industry helps a brand achieve its objectives by maximising its strengths and opportunities while also eliminating its threats and minimising its weaknesses. It also assists in decision-making and ensures that they don't waste resources (Boudreau & Jeppesen, 2015). Audi is an automobile brand specialising in manufacturing and assembling vehicles, with its headquarters in Germany. Audi AG is known because it produced military vehicles around the 1980s. Sales in the company have continued to increase because of the need for its customers to own luxury cars (Killian, 2018). In 2015, Audi AG sold more than 1.5 million vehicles majority of them being SUVs. The automobile industry is changing in that they are trying to switch fuel for electricity-powered vehicles, and Audi AG is not left behind. So that Audi retains its competitive advantage over its competitors, they perform strategic analysis on their organisation. The vision statement for Audi AG is "Unleash the beauty of sustainable mobility." The company's mission statement is "We delight customers worldwide." Audi AG's company values include integrity, openness, responsibility and appreciation. For instance, a SWOT analysis is a perfect mechanism to examine its strategic position. Analysing the internal and external environments of Audi AG will help them know how they can manoeuvre through the environments and achieve their goals.
[bookmark: _Toc92892414]SWOT Analysis
SWOT means strengths, weaknesses, opportunities and threats. SWOT analysis gives Audi AG the chance to improve its processes by analysing the internal and external factors are involved with the company. This is the principal strategic analysis mechanism for most companies, especially when trying to venture into new territory. Audi AG's SWOT analysis is as follows:
[bookmark: _Toc92892415]Strengths
Audi AG is a strong brand known for manufacturing luxurious cars and providing a beautiful driving experience for its customers (Lowrie, 2018). The quality of their products also provides them with a positive image. There are a few cases of accidents that involve Audi vehicles. The company developed the Audi Accident Research Unit, which critically analyses the risks of automobiles accidents. The team in this unit ensures that they do their best to reduce or eliminate accidents. In addition, they have several branches around the globe that are accessible for their customers. They also have e-commerce outlets that provide the customers with the best online customer service (Cennamo, 2019). They, therefore, keep their mission statement promise of keeping their customers happy throughout the world.
Their technological department provides the manufacturing sector with tech that ensures that the vehicle can automatically detect malfunctioning (Audi, 2020). It also provides the vehicle with control and assistance technology, especially in producing electronic vehicles (Lee, Alsoubie, and Daim, 2021). Similarly, their customers admire their design because they provide comfortable seats for the drivers. The designs provide a rich look which makes them attractive for their customers.
[bookmark: _Toc92892416]Weaknesses 
Most luxurious automobile brands, including Audi AG, do not conduct effective marketing. They believe that their customers go to them without extensive marketing. If they conducted extensive marketing campaigns for their brand, they would experience a much more significant customer base. Audi's competitors also adopt the growing innovations, and they might not always keep up with the frequent innovations in the automobile industry. The high quality of the brand's products makes it difficult to maintain and involves a lot of costs in trying to achieve the best quality. Also, despite the growing need to conserve the environment through electric vehicles, most of Audi's vehicles are still using fuel that destroys the company's brand.
[bookmark: _Toc92892417]Opportunities
The continued knowledge of the brand gives Audi AG the chance to continue its expansion in different regions such as China. Similarly, most people want to be associated with a luxury brand, and the more individuals get wealthy, the more they want the vehicle. The growing demand for electric vehicles is an opportunity that Audi AG can explicitly explore.
[bookmark: _Toc92892418]Threats 
Firstly, competition from other luxury brands such as BMW and Mercedes-Benz. The close competition between these brands hinders Audi from becoming the best. Secondly, as they expand in different regions such as China (YINGZE, 2020), they might not attain the target numbers for sales in the country because of the residents' preferences. Also, because of how expensive the brand is, they are subjected to high tax rates and harsh government policies.
SWOT analysis is categorised according to internal and external analysis. The internal analyses have strengths and weaknesses, while the external analyses are opportunities and threats. The internal analysis mainly examines the factors within the organisation, while the external analysis looks at the factors outside the enterprise. Four strategies are used in SWOT analysis that helps improve the business. They include:
i. Strengths-opportunities-This is where Audi takes its strengths to maximise its opportunities.
ii. Strengths-Threats- Audi uses this strategy by using its strengths to eliminate its threats.
iii. Weaknesses-Opportunities-Audi maximises its opportunities which in turn improves its weaknesses. 
iv. Weaknesses-Threats-Audi tries to improve its weaknesses to do away with its threats.
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[bookmark: _Toc92892419]PESTLE Analysis
PESTEL analysis investigates an enterprise's political, economic, social, technological, legal and ecological factors. These are external factors that influence a company's operations. 
[bookmark: _Toc92892420]Political and Legal
As a result of the growing risks in the automobile industry, vehicle brands have been forced to follow regulations set by various government institutions like the European Council (Evas, 2018). Laws have been set to guide manufacturers in their production of vehicles and the state of the drivers' well-being to drive, which significantly influence the industry at large. Even with the latest trend in developing automatic vehicles, regulations have been placed to ensure that drivers don't take complete advantage of this development. Governments still require drivers to participate in driving the vehicle entirely. Thus if drivers still participate in driving, the production of automated vehicles becomes unnecessary (Fagnant & Kockelman, 2015). In addition, not all states have regulations set for the operations of automated vehicles, which can create uncertainty for drivers and the entire automobile industry. 
[bookmark: _Toc92892421]Economic
It is common knowledge that when the income increases, so do the demand for vehicles. During the Covid-19 outbreak, the economy for most countries was deteriorating, which resulted in reduced demand for vehicles. Most households only focused on basic needs, and luxury goods were not a priority. But as most countries try to revive their economies, the demand for Audi vehicles increases. 
[bookmark: _Toc92892422]Socio-cultural 
Socio-cultural factor affects how an organisation affects the surrounding communities. The main social issue that surrounds many brands in the automotive industry is the environmental impact (Ha, 2019). Fuel-powered cars face criticism because of their carbon emissions which contribute to the global warming factor. Societies are aware of vehicles' environmental impact, which should be a concern for automobile brands. According to statistics, it is seen that electric vehicles comprise just 3% of the industry (MarketLine-GAM, 2019). The rest of the percentage comprises unfriendly means. In addition, to have sustainability, Audi's evaluations prove that a large percentage of their customers use fuel-powered, which is what they essentially manufacture. They are then placed in a dilemma of prioritising sustainability or following the crowd.
[bookmark: _Toc92892423]Technological 
Technology is an evolving phenomenon, more so in the automobile industry. The industry players have to adapt to these innovations to have a competitive edge (Alghalith, 2018) quickly. Technology is mainly used in the manufacturing of electric cars. One of the main problems facing Audi in using technology is educating their customers of the advantages they get. Most individuals are not tech-savvy, which makes them difficult to operate their vehicles. Because they don't want to face any complications, they prefer fewer technological brands. 
[bookmark: _Toc92892424]Ecological 
The environment is an essential factor while manufacturing vehicles. Most fuel-powered vehicles produce vehicles that contribute to the ozone layer of the earth's atmosphere, which produces harmful effects evident in the ever-changing weather conditions. It was discovered by Australian authorities that if vehicles become more environmentally cautious, there would be a 50% drop in greenhouse gases. The imbalance in temperatures causes interference in the polar areas experiencing ice melting. In addition, emissions cause significant harm to the health of individuals. So that Audi AG proves that they are a desirable brand, they will ensure that they fix the ecological damages.
[bookmark: _Toc92892425]Michael Porter’s Five Forces Model
Michael Porter's five forces provide a mechanism for analysing the industry and its competitiveness. They include:
[bookmark: _Toc92892426]Threats of New Entrants
The rate of competitiveness in this force is low. Firstly, entry into the automobile industry requires high initial capital. For Audi AG to have become where it is now, it probably didn't start as a luxury brand. As they progressed, they faced threats as they got into the luxury automobile industry( Sull & Reavis, 2019). They faced difficulties as they were trying to acquire fixed costs and a lot of profits. In addition, they were getting into an industry that experienced harsh government regulations, which caused problems as they were trying to navigate through the high taxes and "unfair" laws.
[bookmark: _Toc92892427]Bargaining Power of Suppliers 
The rate of competition is moderate. Because the industries rely on manufacturing, suppliers play a significant role. Because of the existence of standardised car parts, bargaining power among suppliers is low. The prices across all suppliers remain the same. These suppliers relate primarily with the big players in the industry, especially when the demand for the products increases.
[bookmark: _Toc92892428]Bargaining Power of Buyers
Buyers are more educated about the automotive industry and its productions now more than ever. Customers know about the durability and miles per gallon are a threat to Audi AG. The bargaining power of buyers is not at the production level but the marketing level. Therefore, the bargaining power of buyers is at a higher level, and manufacturers are tasked with adapting to the needs of the customers whenever there is a change in preferences.
[bookmark: _Toc92892429]Threats of Substitutes
Threats of substitutes are considered to be moderate. This is because substitutes do not cause much competition towards Audi AG. About the economy, most individuals preferred less luxurious brands because of their low-income generation while also looking for value. In recent times, individuals have searched for value in luxurious vehicles. However, some individuals still use motorbikes and bicycles, which are not a threat to a luxurious brand like Audi AG.
[bookmark: _Toc92892430]Rivalry
The rate of rivalry in the automobile industry is at an all-time high. The market is not saturated, but it experiences increasingly high competition from Mercedes-Benz. Audi AG faces intense competition that makes both companies remain on the same level in the market. Competition is primarily due to innovations and production. So that they can maintain a high rivalry edge, Audi chose to prioritise the production of electrical vehicles. 
[bookmark: _Toc92892431]Value Chain Analysis
The Porter generic value chain is a starting point for dissecting value chain activities inside PAM to define relevant value chain activities. The emergence of AVs and EVs demonstrates how significant shifts are altering people's perceptions of vehicles and the desire for their capabilities and use. Because of the product-centric nature of the scenario analysis, it will primarily focus on those value-creating activities related to the creation and distribution of the actual product (Kingkaew and Dahms, 2018), which match Porter's significant activities. As technical complexity grows, research activities such as sourcing innovations and managing capability growth provide more direct product value, which is why technology as a support function should be included in the primary activities. As a result, the following analysis will begin with the value chain activities of producing product innovation and enhancement ideas, followed by the value chain activities of turning those ideas into marketable concepts. According to scholars, the value chain has progressed beyond simply examining a firm's ability to receive, store, and convert raw materials into outputs (Won and Park, 2020). Instead, they claim that the value chain is a set of actions in which a company forms a web of organisations, in this case, vendors, clients, and other key parties, to construct a set of necessary abilities and therefore gain value from counter connections.
[bookmark: _Toc92892432]Conclusion
The luxurious automobile brand Audi AG uses SWOT and PESTEL analysis to achieve its objectives. The SWOT analysis for Audi AG technology and socio-cultural factors affect their operations. Because their main factor is the customers, they ensure that they produce products suitable for their target customers and try to make their vehicles environmentally friendly. In addition, the company's brand is not an issue because it has already been established that it is a luxurious brand. The external and internal environments of Audi AG help them create strategies that would provide the company with appropriate knowledge to succeed financially and in the industry. I would recommend that Audi AG consider doing extensive marketing of their products and services to acquire a large customer base and hence increase sales. In addition, further studies could be conducted on the company's marketing strategies.
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