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 The global business environment has undergone massive changes over the years. This is due to massive innovation and technological advancements that facilitate global business developments. Many businesses have been enabled to compete in outstanding capacity while others have been forced out of business due to competitive forces. The global business environment is steered by various environmental forces depending on the type of industry traded in. The car manufacturing industry operates within the broader automotive industry and even broader the technological industry (Kreutzer, 2019). The industry has existed for more than 150 years, with major historical players being companies such as Ford and Mitsubishi.
	This paper explores the environment of the car manufacturing industry by taking into account both the microenvironment and the microenvironment in relation to the forces within these environments. It also examines the various changes in the last few years within the context of these environments. In achieving this, the paper uses examples from Mitsubishi Motors company and its historical development in managing the environment.

Company overview
	Mitsubishi Motors Corporation is a Japanese multinational company that manufactures automotive products. It was founded in 1870 in Tokyo, Japan, where its headquarter lies. It is one of the largest automotive manufacturing companies with a stock price of 248 Japanese yen. It’s major subsidiaries include Pajero Manufacturing, Ralliart, Mitsubishi motors Europe, among others. The company sells its products all over the globe. In 2011, it was ranked the 6th largest Japanese automotive manufacturing company globally (Palepu, and Ciechanover, 2020).
[bookmark: _Toc45116471]PESTEL analysis
PESTEL analysis is an acronym used in the assessment of macroeconomic business environmental forces facing an industry or organisation. The tool is a flexible tool occasionally changed, depending on the industry to include an ethical environment (Kreutzer, 2019). The various factors in PESTEL analysis are;
Political factors
[bookmark: _GoBack]	These are factors that pertain to the rule of the government of the day. It refers to the policies instituted by the government and any other government influence and how they affect the industry. They include such things as political stability and instability, laws on foreign direct investment, labour laws tax policies, corruption, and trade restrictions, among others (Carley et al. 2017). These are factors that pertain to the political field, policies, who owns the power, and how the power is shared and utilised. In many countries, taxes on luxury cars and fuel guzzlers have increased tremendously (Ariffin and Sahid, 2018). This has increased the cost of production and reduced demand. For instance, the EU referendum created massive uncertain political and business environments that reduced trade in Mitsubishi Motor’s products. Trade between the UK and EU member states faced strenuous relationships. Mitsubishi Motors adjusted by adopting the latest car technologies to minimise pollution not only during production but also on products.
Economic factors
	These are factors relating to macroeconomic factors such as inflation rates, competition levels, interest rates, employment rates, consumer incomes, economic cycles such as recession, exchange rates, and economic growths, among others. These factors may be favourable or unfavourable to the industry. The industry has been hit by economic recessions severally such as the 2008 global recession (Christelis, Georgarakos, and Jappelli, 2015). Most notable is the ongoing global crisis caused by the coronavirus outbreak (McKibbin, and Fernando, 2020).  Many firms have closed, especially in the hospitality industry; many people have been rendered jobless, reducing consumer disposable income. Movement, especially between countries, have been restricted, hindering trade and imports (Ariffin, and Sahid, 2018).
Additionally, differences in development stages pose different market conditions in the industry. Developed countries possess higher demand, especially for high-value cars, while developing countries have lower demand and even lower for luxury cars. These factors have a significant impact on profitability (Kreutzer, 2019).  Mitsubishi Motors company has adapted to these differences and economic crises by customising production to the needs of different regions and different marketing strategies. On the bright side also, population increase is experienced in many countries globally, education levels are increasing, and employment rates and disposable incomes are increasing. Demand for cars is, therefore, increasing, thus pushing firms to increase their production levels. Market segmentation, targeting, and positioning have been massively used by Mitsubishi Motors company for these customised marketing strategies to facilitate its diversification strategies (Carley et al. 2017).
Social factors
	Social factors refer to issues pertaining to the cultural activities, beliefs, attitudes, and norms of a community. Cultural trends are changing every day around the globe, which causes massive changes in consumer tastes and preferences (Pham et al. 2018). Education has increased globally, which leads to changes in consumer preference to traditional means of transport. Luxury cars are increasingly being accepted globally, which increases demand (Kauerhof, 2017). The popularity of driving is growing every day, and it’s becoming commonplace for families all over the globe to own at least one vehicle. It has become a norm in developed economies such as the united states, the United Kingdom, and Canada for families to own more than one car.  This has massively increased demand for cars. Changing trends may, in many instances, make the older models obsolete. Every year, different car models are developed as per people’s trends (Ariffin and Sahid, 2018). Mitsubishi, in 2019, made tremendous improvements on its Mitsubishi Motors changing its design, engine, and interior features to facilitate customer trends. Different cultures and classes prefer different styles and models.  Automotive, through constant research, has adapted adequately by developing models that suit specific regional needs.
Technological factors
	The contemporary global business environment is massively steered by technology. Innovation in the automotive industry extensively determines a company’s market share. Car industries thus make massive investments in continuous research not only to understand market trends but to stimulate innovation across the industry. Many companies have adjusted by shifting innovation towards self-driving cars (Pham et al. 2018). Technological advancements such as the use of social media have extensively affected the car manufacturing industry; social media has affected every sector of the industry; political, ecological, cultural, and economical.  This has led to a change in lifestyles, attitudes, and beliefs. It has also changed marketing processes in the industry. For instance, Mitsubishi Motors has invested in producing driverless cars and has planned to make a launch in the coming years. Tesla has also communicated to have an almost complete autonomous car (Kauerhof, 2017). The is also constant effort to improve car safety from the time of introduction of the seat belt, to low emission cars, to use of airbags and speed and danger sensitive cars (Kauerhof, 2017). more importantly, social media marketing has taken centre stage in the industry to reach out to the enormous social media population.
Ecological factors
	These are factors that relate to issues of the physical environment in the ecological niche a firm operates. The automotive industry has numerous environmental factors, especially concerning air pollution. There are many campaigns and policies formulated to protect the environment. Green environment policies such as emission policies have pushed car industries to adopt technologies that minimise missions (Ariffin, and Sahid, 2018).  Pollution tests have grown even more strict in many countries; carbon (IV) oxide is one of the most severe environmental pollutants generated by the industry. Complete eliminating these emissions may require a total ban on motor vehicles. However, various systems have been adopted by manufacturers to minimise emissions. For instance, Mitsubishi Motors is developing cars that completely ban fuel to minimise emissions. It is also shifting towards the production of electric cars to minimise emissions (Kauerhof, 2017).
Legal factors
 These factors have a close relationship with political factors; however, these factors are more specific to the industry. Law may affect profitability either positively or negatively. As mentioned earlier, pollution laws have grown stricter, which massively affects the industry. It pushes industries to be more innovative (Pham et al. 2018). There is also increasing regulations on car quality and period of use.  There are also other laws, such as tax laws and laws intended to protect local industries, which massively affect the industry. Manufacturing companies have to adhere to these regulations while maintaining their share of the market.
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 One of the most critical forces in any business industry is the level of competition. The automotive industry is one of the most competitive industries (Arena, 2019). There are relatively fewer manufacturing brands globally but with extensive coverage and stiff competition. These companies have numerous subsidiaries and branches all over the globe. Additionally, companies such as Mitsubishi Motors have numerous car models and car brands that create diversified market coverage, further increasing competition levels. Porter’s five forces analysis thus provides critical insight into the competitive industry. 
Barriers to entry
 This is a measure of how difficult it is to enter the car manufacturing industry. It involves an analysis of such factors as costs of entry, accessibility of factors of production, government regulations and barriers, and access to channels of distribution, ownership of intellectual properties such as copyrights, patents, and branding, among others (Ariffin, and Sahid, 2018). There are very high barriers to entry into the automotive industry. This is due to the high amount of capital required to start a maintain a car manufacturing company. The high cost of operation includes the high cost of raw materials, the need for specialised labour and high marketing costs (Arena, 2019). There is also strict protection of intellectual property. Many new companies have resorted to car assembly rather than production.
Threat of substitutes
	This involves the ease of making a product that can be used instead of your product. It also involves an analysis of how likely the customers are to shift to competitor’s products. A product that can easily be substituted is a threat to the firm.  The car manufacturing industry rests on the broader technology industry (Ariffin and Sahid, 2018). The risk of copying one’s technology is very low due to protections such as copyrights. Producing products with similar features for the same transport service unlikely. The risk of substitutes is, therefore, very weak. Cars occupy the centre stage of land travel. There is a growing development of trains and other modes of transport, but cars still offer the best accessibility and convenience (Arena, 2019). They are hard to substitute.
Competitive rivalry
	This tool analyses the level of competition in the industry. It examines factors such as how fast the industry is growing, exit barriers, who are the dominant firms, how consumers identify with your brand, and if the product is differentiated. The car manufacturing industry has a compelling competitive rivalry (Ariffin and Sahid, 2018). The number of influential and well-recognized brands is low, and there are very high exit barriers. Exiting the industry would lead to remarkably high losses. However, different car brands target different consumer segments (Kreutzer, 2019). Many of them, however, overlap. Diversification in some brands is also intensive, which further amplifies competition levels. Competition is thus based on designs, technology, quality, and price, among other convenient features such as safety. Intense research in the industry has also led to massive inventions over the years, further increasing competition levels (Arena, 2019).
Bargaining power of buyers
	This involves an analysis of the position of buyers. It examines how strong the buyers are in controlling marketing through such things as consumer unions (Arena, 2019). It examines factors such as consumer-level of knowledge, buyer concentrations, competitive prices, and how sensitive they are to prices, customer loyalty, and the threat of backward integration, among others. The bargaining power of buyers in the industry is strong. The majority of buyers are low to medium scale earners. Many of them thus buy single cars (Ariffin and Sahid, 2018).
Nevertheless, there are large scale earners and government corporations that buy vehicles in fleets. More importantly, the industry has firms with numerous car models and different features that stimulate competition. Buyers are, therefore, able to bargain for lower prices as they can change between brands with ease. Bulk buying also provides power to bargain (Coutts and Gudgin, 2016).
Bargaining power of suppliers
	This examines how strong the suppliers are in relation to the company.  It examines the strengths of sellers, the concentration of suppliers, the existence of monopolies, and how easy it is to switch between suppliers. The car manufacturing industry has a weak bargaining power of suppliers. Many suppliers in the automotive industry are small players. There is also a very minimal threat of inward integration, making various reasons such as high costs. Suppliers, therefore, have to play with the choices, rules, and strategies of the manufacturing firms (Ariffin, and Sahid, 2018). Major brands such as Mitsubishi, Ford, VW, and BMW hold powerful clout due to the availability of raw materials and thus can switch between suppliers. 
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	The analyses have thus provided a great insight into the strengths and weaknesses of the industry (Gürel, and Tat, 2017). SWOT analysis, therefore, borrows from the factors identifies in the PESTEL and Porter’s five force analysis. 
Strengths: Evolution due to technological innovation and rising demand. This is the most important part of the 21st century. Mitsubishi Motors must adopt the latest technology such as artificial intelligence and decision support systems at every stage and every subsidiary to aid in continuous research and collection of most valuable data and information (Coutts and Gudgin, 2016).
Weaknesses: high bargaining power of consumers due to numerous car models and constantly rising population. Stiff government regulations, especially in developing countries as countries, make an effort to protect domestic industries and high employee turnover (Zhikang, 2017). Companies, especially Mitsubishi Motors company, must extensively invest in product diversification to stimulate satisfaction of customer needs and increase demand.
Opportunities: shift towards fuel-efficient vehicles to move ahead of the competition, meet consumer preferences, and increase demand. Changing consumer’s lifestyles, attitudes have favoured ownership of cars, thus increasing demand (Coutts and Gudgin, 2016).
Threats: volatility in fuel prices. This has increased the cost of production and lowered demand among consumers who prefer using rather than owning to cut costs. Global COVID-19 pandemic that has rendered many people jobless and led to the cessation of movement, reducing demand. Macroeconomic cycles such as recession that cut down demand and rising competition due to massive technological innovations and changing consumer trends (Zhikang, 2017).
How the industry has changed over the last years
	In adapting to the forces of the environment, striving for greater competitive advantages, and maximising on opportunities, various changes have taken place. 
Creation of an “EASCY” future: this is an acronym developed in the industry to mean electrified, shared, connected, and yearly updated.  Companies, such as Mitsubishi, are developing electric cars to minimise emissions (Kuhnert, Stürmer, and Koster, 2018). Autonomous cars are also under development over the last few years to minimise time and create more space and comfort. Accessibility has continuously been advanced due to automation and less need for driving license. Continuous research has facilitated yearly updating to suit customer needs (Coutts and Gudgin, 2016).
	Focusing production on the user: this is a major marketing trend over the last years—investment in creating value for customers by focusing production on consumer needs. Mitsubishi Motors has been at the forefront to expand models that cover operational elements as created by market targeting strategies (Kuhnert, Stürmer, and Koster, 2018).
	Technological interaction: integrated research, innovation, and marketing have become a crucial part of car manufacturing and sales. Various technological advancements, in adapting to the technological environment, have been developed. Use of security devices such as car trackers, remote controls, use of mobile smartphones, and apps to facilitate transport and the use of inter-modal approaches (Kuhnert, Stürmer, and Koster, 2018).
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[bookmark: _Toc45116475]	Die to the massive strength possessed by the forces within the car manufacturing industry, further investment in research to closely monitor competition levels, consumer trends, and to facilitate technological innovation is critical. Firms must seek to continually take advantage of the opportunities presented and minimise the threats.
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