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The Global Business Environment
For years the battery electric vehicle (BEV) has been considered as an unconventional technology, but it is finally being adopted as a competitive strategy by auto-manufacturers. Several positive forces have contributed to this change including customer attitude, technological advancement, and increased interventions by governments in promoting the adoption of BEV.  According to Deng, Bae, Denlinger & Miller (2020), the production and consumption of electric vehicles are likely to intensify in the present decade. The adoption of these vehicles is fuelled by the availability of cheaper batteries, vehicle diversity, and faster-charging technologies. Essentially, the attractiveness of the electric vehicles market can best be analysed based on the ability to maximize returns while minimizing the cost of operation. With respect to Europe, Deloitte (2019) predicts that the electric vehicles market will reach a peak pint in 2022.  Economists and scholars agree that high competition levels lead to decreased opportunities for maximizing returns. Thus, porter’s five forces, Product Life Cycle (PLC) and Porter’s Value Chain are useful in assessing the attractiveness of an industry by outlining the factors that are likely to affect the competition of the BEV, thus giving a clearer picture of potential opportunities and threats. 
Product Life Cycle (PLC)
Figure 1
The Product Life Cycle (Google 1, 2020)


Based on the technological complexity in the manufacturing of BEVs, it is impossible to predict the time that the life cycle of the product might take, but having an idea of the expected life cycle helps automakers in optimizing their marketing and production endeavours. The industry has been globalised, which further highlights the need to determine the anticipated life cycle span. The production of vehicles is experienced in three different life stages which are manufacturing, operation as well as end-of-life. The classification in each stage highlights the level of carbon intensity with regard to the electrification of BEV. For BEV, the energy requirement in the manufacturing stage is the main cause of Global Warming Potential (GWP).  In that, the development of polytetrafluoroethylene for example as an electrode paste binder contributes to about 97 per cent of ozone exhaustion (Lebedeva, Di Persio & Boon-Brett, 2016). In addition, both the production and shipping of the cell batteries containers, packaging and electrolyte normally contribute to low levels of environmental destruction leading to an inclusive rate of pollution of 10 per cent for each category. 
The production of BEVs is characterised by a long life cycle particularly based on the technological complexity and advancement that is involved (Chandrasekaran, 2020). The energy that is utilised throughout the production phase is high but the great life expectancy converses the overall environmental benefit per every energy use unit. The differences with regard to the designs of the electric batteries can result in significant variations. The use of electrified batteries helps in minimizing environmental consequences. In addition, changing the power density of the battery components can result in a 25 per cent reduction in the degree of energy that is required leading to a reduction in GWP impact by about 3 to 10 per cent (Lebedeva, Di Persio & Boon-Brett, 2016). 
The battery efficiency has proven to be a vital aspect based on an alteration of components by about 5 per cent and this allows a change of 8.23 per cent in the GWP life cycle following changes in the utilisation of phase electricity waste (Özel, Ernst, Davies & Eckstein, 2013). A fall of the life cycle is expected to occur to about one third which is equivalent to 30 to 40 per cent. The regular European electricity life cycle in the production of BEVs rises by about 10.16 per cent for the GWP. Close to 70 per cent of emission is generated throughout the manufacturing, production, and distribution processes (Özel, Ernst, Davies & Eckstein, 2013). 
There is a changing perception of the adoption of BEVs in Europe and globally. BEV is perceived as a potential tool for automobile companies to comply with the existing emission regulations. In addition, the product will help the companies to achieve a competitive advantage based on the ability to meet the changing needs of the consumers. Most of the automobile manufacturers have acquired dealerships with BEVs’ investors as well as manufacturers of electrified batteries to the extent of contracting with lithium mining firms (Özel, Ernst, Davies & Eckstein, 2013). The development proves the belief that automobile makers acknowledge the transition and is, therefore, preparing thoroughly to ensure that they produce efficient products. Thus, the sale of BEVs increased by 3 per cent in 2019 and a 14 per cent increase is expected by the end of the decade as illustrated below.
Figure 2:
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Porter’s Value Chain
Figure 3: Porters Value Chain. Source: Google 2, (2020)
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Inbound Logistics
For the competitiveness of Volvo, the company has to retain positive relationships with its suppliers, which allows it to acquire, store as well as distribute products. By analysing its inbound logistics, Volvo is able to identify its strengths and potential weaknesses that might affect the product development process. The analysis is focused on all phases from the acquisition of raw materials until the finished products are manufactured. 
Operations
The process of assessing operational activities starts once raw materials have been delivered for Volvo. The assessment helps in ensuring that the company is ready to support production and also introduce it into the market. Operations ranges from manufacturing to service operations, which is critical in boosting productivity, which helps the company in achieving constant growth, increased sales, profitability, and increases its competitive advantage. 
Outbound Logistics
The phase includes all activities that allow products to be delivered to consumers following a number of intermediaries. The activities include material processing, storage, scheduling, processing orders, distribution, and delivering finished products to their respective destination. Volvo similar to other companies can, therefore, assess and optimise the performance of its outbound logistics to attain a competitive advantage to enable it to achieve the set business objectives with regard to securing a significant BEV market share (Liu, 2013). Outbound operations are generally managed with optimal expenses and therefore, product delivery activities might create adverse effects on the overall quality and boost customer satisfaction as well as intensify the ability to explore all the economic opportunities. 

Marketing and Sales
In its marketing efforts, Volvo will be highlighting the value of its products and the benefits of its differentiation strategy so that it can persuade and attract more customers than its competitors. In that, the production of high quality automotive and offering them at low prices is not an adequate strategy for creating maximum value for Volvo in all its marketing and sales operations. Therefore, as the company ventures into the BEV market, it should place a significant significance on the outbound value and ensure that products are delivered fast to the consumers (Özel, Davies, Ernst & Nieuwenhuis, 2014). The approach is to achieve brand equity for the company to ensure that it stands out against competition presented by companies such as Tesla, which are highly established in the production of electric vehicles.
Products and Services
Sale services provided by Volvo play an important function in achieving customer loyalty. Automobile buyers tend to be loyal to brands that meet their needs and preferences. Marketing and promotional operations are vital in promoting sustainability (Özel, Davies, Ernst & Nieuwenhuis, 2014). Therefore, providing quality pre-sale and post-sale services will increase the ability of the company to attract and retain existing customers. To build a reputable image, it should use its services to create a positive impression on its brand. However, to achieve this, the company must build a stable infrastructure and retain a skilled labour force. 
Identification of New and Emerging Business Opportunities in Production and Marketing of Electric Cars
In the production and marketing of electric cars, various opportunities continue to emerge, which includes.  Some of the opportunities that will continue to emerge include Electric car charging station, EV charges, EV spare parts, and Blogging of EV and EV batteries. The number of existing electric vehicles charging station is still low and this is an emerging business an opportunity that is profitable as the sales of electric vehicles in Europe continues to grow (Bonges III & Lusk, 2016). The vehicles require constant charging given that they are mostly made for short travels. 
Besides, EV charges are in high demand as consumers continue to adopt electric vehicles. The ability to develop portable charges will be useful and it will attract a significant share of the market as consumers are willing to buy them for convenience of charging the EVs (Cano et al., 2018). In addition, as the shift from gas fuelled cars continue to decrease this will therefore intensify the demand for electric vehicles spare parts. Companies must therefore compete to ensure that the products are conveniently available to the consumers. Blogging is an emerging business as well in the automobile industry as consumers are in need of awareness about electric vehicles. Blogging will be useful in creating familiarity about electric vehicles, both for individual consumers and corporates (Bansal, 2015). Moreover, in the face of the rapidly advancing technology developing more durable and environment friendly batteries will be a valuable market in the next few years. Companies will be focusing on developing EV batteries with longer life, leading to customer and increased demand for the products (Larson, Viáfara, Parsons & Elias, 2014). 

Figure 4: EV Production Capacity Forecast 
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Source: (Deloitte, 2019). 


The Automotive industry which accommodates an extensive range of organisations consists within the design, development, manufacturing, advertising and marketing and selling motor cars and towing (Bansal, 2015). There are numerous commercial enterprises that are connected with global vehicle industry like manufacturing, production, advertising and marketing and many others. The enterprise makes their contribution through investing and controlling operations across the automobile industry in time period of producing vehicles as consistent with wishes and demands of market (Larson, Viáfara, Parsons & Elias, 2014). There are one-of-a-kind technologies which can be utilized by the control of enterprise agency like Volvo to fabricate automobiles. Marketing also serves as a different commercial business which helps in creating awareness about the existence of a brand in the market while also gathering relevant data about the ever changing needs of consumers. In addition, it is through marketing that companies understand the business is worth their investment by evaluating potential profit that they are likely to acquire. Besides, advertising is an aspect of business that helps in the publication of services and goods that a company generates within the automotive industry. The use of different advertising is required to maximize on its marketing gains which involves creating familiarity about the brand. 
The main businesses that play a crucial role in the automobile sector includes, gas, electricity, tire, glass and spare industries. The industries help in providing the companies with the needed materials for operations and production. They serve as the suppliers of the products that are required in production and designing of automobiles (Cano et al., 2018). For example, the tire production business is one that is well established in the industry. The production companies require these materials to develop their products. In essence, the oil and gas industry is one that is dominant in the industry based on the demand for its products by automobiles. Most vehicles today are fuel by gas and oil is an essential lubrication components (Larson, Viáfara, Parsons & Elias, 2014). Most of the products from the industries are consumed by vehicles which makes it a big contributor in the industry. 
In addition, the electricity sector is another business that significantly contributes in the industry. Production is heavily reliant on electricity and companies such as Volvo must use the product in manufacturing its product (Cano et al., 2018). The industry makes a significant contribution in the automobile industry. In addition, the product is needed even more but additional companies like Tesla in the production of electric vehicles. The demand for electricity is likely to increase in the near future therefore since companies are beginning to focus on the production of environmental friendly automobiles. The change will lead to a positive growth of the business as the demand for the commodity will intensify.


Identification of the Business that Linked to Global Automotive Sector and Not Able to Offer Profit In the Long Run to Invest In
While in the automobile industry certain business such as electricity business, marketing, glass and tyre industries are likely to benefit in the future due to technological advancement a few of them will suffer. The oil and gas business is an industry that will not be profitable to invest in for investors in the future. A successful business is one in which investors have the ability to maximize gains while operating under the least cost. As the automobile industry continues to embrace the production of electric cars, the demand for gas and oil will continue to decrease (Deng, Bae, Denlinger & Miller, 2020). Oil and gas are products that are mainly consumed by vehicles and automobile and with advancement of technology, electric vehicles will be produced in large scale and this will affect the demand for the service. 
Electric cars will be preferred based on their ability to protect the environment from pollution. Therefore, the demand for gas and oil will decline significantly as it will only be high for domestic purposes which are minimal. In addition, social media marketing continues to take control of the industry, which will lead to decreased marketing opportunities in general. Therefore, advertising across certain platforms such as television and billboards will not be a profitable business. In the long-term investors should not invest in these industries based on the inability to maximize earning. The industries that involve less of technological innovation and artificial intelligence will lose their overall profitability in the long-term since the future of the automobile industry will be characterised by innovation and the application of technological tools.


Conclusion

Based on the above analysis, it is evident that the global business environment provides numerous opportunities for businesses. The environment is becoming highly competitive and based on the extensiveness of the market and this implies that businesses can achieve a significant profit margin based on the ability to capture a huge customer base while enhancing their productivity through the use of technology. Businesses operating in the automobile industry can acquire and exploit new opportunities by making expanding their operations globally. Business diversification is vital to ensure that the provide opportunities such as writing blogs about different products, repairing electric vehicles, providing charging stations for electric vehicles and providing marketing services. Different businesses that will be profitable in the future of the automobile industry include tire, glass and steel businesses. However, the oil and gas industry will not be profitable in the future as the demand of electric cars will increase and in turn lead to a decrease in gas and oil production. Different external forces are responsible for shaping business across the industry. 
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