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Hyundai Motor Corporation is an auto manufacturer located at the headquarters in South Korea, Seoul. The company was formed as a domestic auto producer in 1967 and has grown to become one of the largest and most significant automobile makers in the world. Hyundai has manufacturing plants and dealerships around the world including Asia, Europe, the North and South Americas, the Middle East, and Africa serving more than 200 countries (Hyundai, 2024).
Hyundai is engaged in the design, manufacturing and sale of passenger cars, sport utility vehicles (SUV's), commercial vehicles, and increasing numbers of electric or hydrogen fuel cell-powered vehicles. The breadth of Hyundai's product line ranges from entry-level affordable cars to very high-tech electric automobiles and results in Hyundai having a very broad customer base and being able to adapt to different cultures/economic conditions globally (Hill, Jones and Schilling, 2020).
Hyundai works in a fast, competitive and continuing changing global automotive industry. This change is due to many factors but primarily from climate change regulations, increasing sales of electric vehicles, the digital age and the transformation of consumer expectation. There are their legislative regulations in Europe, United Kingdom and other regions around the globe that compel manufacturers to lower emissions. At the same time, customers desire products to be sustainable, safe and technologically capable. Therefore, based on these data, Hyundai has repositioned itself as an innovator of the future in transportation through investing heavily into electric vehicle (EV), hydrogen fuel cell technology and self-driving vehicles (IEA, 2023). 
Hyundai’s internal resources include their emphasis on research and development (R&D), as well as their global manufacturing strategy (placing factories close to their target customers/markets) which will help Hyundai maintain its competitiveness with respect to battery technology, vehicle safety and smart mobility solutions (Hyundai Motor Company, 2024).
Hyundai increasingly values corporate social responsibility and sustainable development through its long-term vision of reducing carbon footprints, improving road safety, and benefitting society. This element supports stakeholder expectations as well as Hyundais’ brand image as a forward-thinking, responsible company (Kotler & Keller, 2019).
Hyundais’ organisational context is determined by the company’s global presence, innovation-rich corporate culture and strategic shift toward sustainability and smart mobility. All three factors provide Hyundai with the tools to successfully deal with industry disruptions and remain viable competitors in today's rapidly changing global automotive marketplace.
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Fig. 1 Financial performance indicators of Hyundai in 2024/2025
(source: Hyundai Motors)
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Hyundai Motor Company's operations exist in the global automotive industry, which encompasses the entire field of designing, building and selling vehicles. The automotive industry is highly competitive and capital-intensive, and requires a large investment to produce large quantities of products; develop new technologies; and conduct research and development.
In recent years, the automotive industry has experienced a significant transformation due to changing regulations regarding the environment; technological advances; and the evolving tastes of consumers. Many government entities, but especially in Europe and the U.K., have set emissions targets that are more stringent than before, leading to a shift away from gasoline and diesel vehicles to electric and other low-emission types of vehicles (IEA, 2023). Thus, Hyundai is increasingly positioning itself to operate within the electric and sustainable mobility segments of the automotive industry.
The automotive sector will continue to evolve under the influence of digital and connected technologies, including autonomous vehicle technology, artificial intelligence (AI), and intelligent manufacturing systems, which have increased competitive pressures and caused traditional automotive firms and technology-based companies to become more integrated (Hill, Jones, and Schilling, 2020).
Hyundai is in an automotive market that is evolving rapidly, and in order to retain its long-term competitiveness, Hyundai must focus on innovation, sustainability, regulatory compliance, and global supply chain management (Hyundai Motor Corporation, 2024).
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[bookmark: _1efv9xq0pib4][bookmark: _Toc225872687][bookmark: _Toc228400441][bookmark: _Toc228458914][bookmark: _Toc228458972]External Environment Analysis (PESTLE)
The analysis of external environments is an essential part of strategy development for an organisation because it helps to identify key macro-environmental influences over the long term that are mostly outside of the control of the organisation itself. The global automotive manufacturing industry has a high degree of sensitivity to external environment forces because of the capital-intensive nature of the industry, the regulatory burden placed on it, and the pace of technological advancements. In this part of the article, we will use the PESTLE model (Political, Economic, Social, Technological, Legal and Environmental) to review how the external environment impacts Hyundai Motor Company.
	Factor
	Key Issues
	Impact on Hyundai Strategy

	Political
	• Government incentives for electric vehicles (EVs) and green transport • Trade policies, tariffs, and localisation requirements • Geopolitical tensions affecting global supply chains
	Hyundai accelerates investment in EVs and hydrogen fuel cell vehicles to align with government sustainability policies. The company also adopts localisation strategies (regional manufacturing plants) to reduce tariff exposure and political risk (Grant, 2022; IEA, 2023).

	Economic
	• Inflation and rising interest rates affecting car affordability • Exchange rate volatility due to global operations • Economic growth in emerging markets
	Hyundai diversifies its product portfolio by offering affordable models alongside premium EVs. Geographic diversification helps reduce dependency on any single market and mitigates economic downturn risks (Wells, 2020; Hill, 2023).

	Social
	• Growing environmental awareness among consumers • Urbanisation and changing mobility preferences • Increased demand for safety, connectivity, and smart features
	Hyundai focuses on sustainable branding, advanced safety systems, and connected vehicle technologies to meet evolving consumer expectations, particularly among younger and urban consumers (Kotler et al., 2023; Hawkins and Mothersbaugh, 2020).

	Technological
	• Rapid development of EVs and battery technology • Autonomous driving and connected car innovation • Automation and smart manufacturing systems
	Hyundai invests heavily in R&D for EVs, hydrogen fuel cells, and autonomous technologies. Smart factories and automation improve efficiency, cost control, and product quality (Porter and Heppelmann, 2015; Deloitte, 2022).

	Legal
	• Strict vehicle safety and emissions regulations • Data protection and cybersecurity laws for connected vehicles • Labour and employment regulations across countries
	Hyundai strengthens compliance systems and invests in cleaner technologies to meet emissions standards. Legal compliance protects brand reputation and avoids penalties in highly regulated markets (European Commission, 2023; Brownsword, 2021).

	Environmental
	• Climate change and carbon reduction targets • Pressure to reduce lifecycle emissions • Expectations for sustainable manufacturing and recycling
	Hyundai commits to electrification, renewable energy use, and battery recycling initiatives. Environmental strategy supports long-term sustainability goals and enhances corporate reputation (IEA, 2023; Geissdoerfer et al., 2020).


Table 1: PESTLE Analysis
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The global influence of Hyundai has resulted in a great deal of external input affecting its business. Global increases in environmental and resource-related concerns have led several governments worldwide to begin to intervene with the automobile sector through their respective policies resulting in moving their electric vehicle industry forward through funding, tax incentives and publicly funded charging systems; therefore, Hyundai will be aggressively pursuing the electrification of its automobile line as well as enhancing the development of hydrogen-based fuel cell technology.
Commercial & trade restrictions and competitiveness among nations have an impact on Hyundai’s price and availability of products. To help offset some of the political risks of conducting business outside of their home country; manufacturers are beginning to increase their production volume within their own respective countries, so they can mitigate those risks (Grant, 2022). Changes in trade relationships and industry regulations are now re-evaluating a manufacturer’s global manufacturing network; therefore, have had a major impact on the way Hyundai and all other automobile manufacturers determine their current global footprint of manufacturing (Financial Times, 2023).
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Economic factors are very important in the equation that defines the level of demand by consumers for vehicles (high-value discretionary goods). Macroeconomic variables including inflation, interest rates and employment levels have a direct effect on consumer's ability to afford and gain access to vehicle financing. Consumers tend to postpone large purchases in a economic downturn which negatively affects vehicle sales (Wells, 2020).
Exchange rate fluctuations are another major factor for Hyundai as a result of its export operations worldwide. Most of the research found in the international business literature indicates that currency fluctuations can greatly impact the profitability and pricing competitiveness of multi-national businesses (Hill, 2023). Increased fuel prices can also affect consumer behaviour by leading to a higher demand for fuel- efficient and electric vehicles. This topic is widely reported in the global press including The Guardian (Guardian, 2022).
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Automotive Consumption Patterns Are Intensely Influenced by Social/Cultural Trends. Environmental Awareness has Impacted Many Buyers to Look for Ethically Produced Vehicles That Produce Less Emissions. Research On Buyer Behaviour Reflects That Perceptions of Sustainability Are Now an Important Factor When Making Purchase Decisions, and this is especially true of Young Buyers (Kotler et al, 2023). 
Urbanization And Changing Lifestyles Have Changed the Need for Mobility, So There Is Less Demand for Large Traditional Sedans but Increasing Demand for Compact Cars, SUVs and Other Alternative Mobility Solutions. Academic Research Suggests Younger Buyers Are More Interested in Digital Connectivity/Safety Technology, as well as Brand Values Compared to Engine Performance Alone (Hawkins & Mothersbaugh, 2020).
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Hyundai is one of many automotive companies being significantly impacted by the disruptive nature of technological change. This disruption comes from a structural transformation of the automotive industry caused by electrification, automation, and digitalisation; all three facets of change are driving innovation and altering how competition occurs within an industry, as pointed out in a study done by Deloitte (Deloitte 2022). 
The amount Hyundai invests into battery technologies or hydrogen fuel cell technologies or autonomous technologies is a direct reflection of how other companies within the industry are transforming themselves as a result of these electrical and/o r automated technologies. In addition, new manufacturing technologies such as robotics, artificial intelligence, and smart factories are significantly improving productivity/savings over an extended period of time for automakers. According to Porter & Heppelmann (2015 ), when a manufacturer produces ‘smart’ and ‘connected’ products, the nature of competition is going to change dramatically because not only does producing ‘smart’ and ‘connected’ products create new forms of value for customers; but they also create new forms of uniqueness/differentiation.
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Companies involved in the design and manufacturing of automobiles have long faced many different legal obligations related to safety, emissions, and consumer protection; these vary widely among the many countries in which Hyundai must manufacture (compliance to each of the different laws is achieved through complex compliance systems). An example of the different legal frameworks (and their corresponding penalties or requirements) would be the laws regarding emissions for the European Union (i.e., there could be huge penalties for non-compliance, which are driving manufacturers to create low-emissions vehicles) (European Commission, 2023). In addition, many of the issues related to legal liability as vehicles become more connected and/or autonomous will also arise from possible legal exposure due to the increased number of connected vehicles and/or autonomous vehicles (e.g., data protection, cybersecurity, legal). There has been an increase in academic research examining laws governing both the use of vehicle-generated data and the use of AI within the mobility space (Brownsword, 2021).
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The automotive industry has made environmental concerns a large part of their future business strategies. There is an accelerating shift to electric vehicles (EVs) from internal combustion engines mainly due to climate change, greater emphasis on reducing greenhouse gas emissions, and increased environmentalism. The International Energy Agency states two of the main reasons for purchasing EVs are increased "regulatory pressure" and "increased environmental awareness" (IEA, 2023).
Consumers expect more than just low vehicle emissions from the auto industry; consumers desire sustainable production methods, resource-efficient processes, and recycling solutions for EV batteries. The growing body of scholarship on sustainability in higher education has identified the need for circular economy principles to mitigate the impact of the environmental impact associated with automotive supply chains (Geissdoerfer et al. 2020).
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	Force
	Intensity
	Key Implications for Hyundai Strategy

	Threat of New Entrants
	Low–Moderate
	Invest in EV and digital capabilities to defend against new technology-driven entrants

	Supplier Power
	Moderate–High
	Strengthen supply chain resilience and battery partnerships

	Buyer Power
	High
	Focus on value, pricing, warranties, and customer experience

	Threat of Substitutes
	Moderate
	Develop mobility solutions and EV offerings

	Competitive Rivalry
	Very High
	Continuous innovation, cost leadership, and differentiation


Table 2: Five Forces Analysis
Hyundai's operations within the global automotive sector will be extremely competitive and are heavily capital-intensive. The automotive sector is also heavily impacted by technological change and the regulatory environment. An examination of the competitive forces used to assess comptitive rivalry via Porter's Five Forces demonstrates that Hyundai operates in a very competitive environment. Companies such as Toyota, Volkswagen, Ford, and other long-standing global automobile manufacturers compete directly with Hyundai. Additionally, companies that focus only on electric vehicles are emerging into the automotive sector provide intensively pressure upon Hyundai due to significantly high fixed costs associated with developing and producing new automobile models and also for launching new automobile models into traditionally mature markets with limited growth opportunities. Moreover, intense competition for limited automobile prices/receivables creates a constant pressure to reduce margins on an ongoing basis in a similar manner. Consequently, to provide a viable opportunity to Hyundai, it must continuously develop and implement new design, technology and sustainable production methods while simultaneously retaining their cost efficiency, (Porter, 2008; Grant, 2022).
The new entrant threat within the automotive sector remains low; however, the shift toward electric vehicle production as compared with traditional internal combustion engine vehicles has created a reduction in substantial barriers of entry, i.e., high capital investments, safety and emissions regulatory requirements, and brand loyalty associated with an existing automobile manufacturer. Additionally, according to various research studies, an electric vehicle contains fewer mechanical components than a traditional vehicle and therefore is less complex than producing a traditional vehicle; therefore, more technology-driven companies may enter the electric vehicle market more readily than traditional vehicles (Wells, 2020). As a result of these changes, Hyundai must further develop its electric ability to protect its competitive position in the automotive sector.
There is a moderate to high level of supplier bargaining power, particularly with respect to urgent components (e.g., batteries), semiconductors, and sophisticated technology. In recent years, global supply chain disruptions have created an environment in which suppliers have been able to exert more power over customers, particularly for battery materials required to manufacture electric vehicles. Industry research suggests that automobile manufacturers are relying more heavily on a select group of specialized suppliers, thereby increasing their overall costs and operational risks (Deloitte, 2022). In response to these pressures, Hyundai is developing long-term supplier partnerships, localizing their supply chains, and investing in battery technology to decrease their level of dependency.
There is a high level of buyer bargaining power due to an abundance of vehicle options available to consumers and the ease with which they can evaluate price, features, and quality across multiple vehicles. Customers also retain considerable buying power due to low switching costs and sensitivity to prices. Marketing literature suggests that buyers continue to seek value for money, innovative safety features, and high-quality after-sale support (Kotler et al., 2023). Hyundai addresses buyer pressure through competitive pricing, extended warranties, and product variety appealing to multiple income segments.
Ultimately, the number of substitutes for personal transportation is moderate. Substitutes for private automobile ownership, such as public transportation, ride share services, vehicle leases, and other alternatives are expanding. Increased urbanisation and environmental issues have made owning a car in certain cities less desirable; however, in many parts of the world with limited mass transportation systems, personal automobiles are still necessary (Hawkins and Mothersbaugh, 2020). In response, Hyundai is investing in electric mobility, smart transportation platforms, and flexible vehicle ownership models to meet the demands of changing transportation preferences.
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	Resource / Capability
	Valuable
	Rare
	Inimitable
	Organised
	Outcome

	Global manufacturing & distribution network
	Yes
	Yes
	Yes
	Yes
	Sustained Competitive Advantage

	Brand reputation (reliability & value-for-money)
	Yes
	Yes
	Yes
	Yes
	Sustained Competitive Advantage

	R&D in EVs, hydrogen & mobility innovation
	Yes
	Yes
	Yes
	Yes
	Sustained Competitive Advantage

	AI, digital systems & smart vehicle technology
	Yes
	No
	No
	Yes
	Temporary Competitive Advantage

	Financial strength & global investment capacity
	Yes
	No
	No
	Yes
	Competitive Parity

	Supply chain & supplier relationships
	Yes
	Yes
	No
	Yes
	Temporary Competitive Advantage


Table 3: VRIO Analysis
Hyundai has several strong resources that are able to provide a sustained competitive advantage according to the VRIO analysis of the company. The main resources that provide Hyundai sustained competitive advantages include its global manufacturing networks, strong brand reputation and R&D capabilities in electric and hydrogen vehicles. These resources are valuable, rare, difficult to imitate and well supported by organisational systems; as such, they allow Hyundai to be competitive with other manufacturers across the globe in the automotive sector.
In contrast, other resources that Hyundai has, including AI systems, digital technologies and financial strength will only provide advantages temporarily if at all and therefore provide little if no competitive parity as many of Hyundai's competitors such as Toyota, Volkswagen and Tesla have these same capabilities. Supply chain relationships have provided Hyundai an advantage; however, these advantages are not fully inimitable due to increased global competition for components such as batteries and semiconductors.
Thus, the future success of Hyundai will depend majorly on its continued investments in innovation and in the development of its sustainable mobility technologies over the long term.
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Hyundai is dealing with critical strategic issues it faces is that of changing into electric vehicles (EV's) and sustainable mobility. This change in the market will require long-term investment in EV's, hydrogen fuel cells, and charging infrastructure and as a result, these changes will increase Hyundai's risk and operating costs (IEA, 2023; European Commission, 2023)
Competition in the automotive industry has never before been as competitive. The highest level of competition Hyundai faces will be from Toyota, Volkswagen, Tesla and the rapidly increasing number of Chinese manufacturers of EV's who will be looking to share market growth with Hyundai and all other manufacturers. The automotive market is already saturated and as a result, there is a high level of competition - therefore, all manufacturers are competing for the same customers (Porter, 2008; Deloitte, 2022)
Hyundai is also facing several supply chain challenges, and the limited availability of semiconductors and battery materials is restricting production output for manufacturing. Furthermore, the global automotive industry is becoming increasingly vulnerable to supply chain disruption due to the high level of complexity associated with the automotive industry's global supply chain (Wells, 2020; McKinsey & Company, 2022).
Rapid technological developments including artificial intelligence (AI), self-driving cars, and vehicle connectivity are accelerating the need for R&D investment. Companies that do not innovate run the risk of losing their ability to compete in the future of mobility (Porter & Heppelmann, 2015).
Consumer expectations for digital features, sustainability and flexible mobility services are transforming the way consumers think about purchasing a car, which will require Hyundai to offer new products/solutions (Kotler et al., 2023).
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Hyundai Motor Company has developed a Corporate Social Responsibility and sustainability plan that will allow the company economically viable through Environmental (Eco-Friendly) Stewardship, Creation of Social Value and Sustainability. Of the many Strategic Initiatives that Hyundai plans to implement, Environmental sustainability is the leader for the company, as it will be driven by Global Climate Goals and regulatory pressures. Hyundai's path to carbon neutrality is the conversion of traditional Internal Combustion Engine vehicles to Electric Vehicles (EV), Hybrid Electric Vehicles (HEV), and Hydrogen Fuel Cell vehicles, while improving Energy Efficiency both in Manufacturing and Operations of the company.
According to industry research, the transition to Zero Emissions (board manufacturers will need to meet global corporate climate goals) of mobility is both the most critical component of moving forward and the area's many manufacturers are investing in to develop EVs (International Energy Agency, 2023; Wells, 2020).
Hyundai has also embraced a Sustainable Manufacturing and Resource Utilisation practice which includes initiatives that reduce the amount of waste produced during Production, increase Recycling rates, and implement Renewable Energy resources where possible in the manufacturing process. According to research, the integration of Circular Economy Practices within the automotive industry indicates that both Recycling and Remanufacturing significantly reduces the Environmental Impact of automotive manufacturers whilst simultaneously strengthening the long-term resilience of these manufacturers (Geissdoerfer et al., 2020; Murray et al., 2017). Industry reports further indicate that the leading automotive manufacturers are accepting increasing levels of Responsibility regarding both the proper disposal of End-Of-Life Vehicles, as well as, the Recovery of Materials used in the manufacture of those vehicles (World Economic Forum, 2021).
Employee well-being, safety, diversity and inclusion, and community involvement are some of the company's key corporate social responsibility focus areas. Accordingly, training and skills development programs are designed to ensure that employees and workers have the best possible preparation to meet the demands of continuous technological change. Further, health and safety standards are rigorously upheld in factories and along the supply chain. Evidence from the academic literature on corporate social responsibility suggests that high levels of employee engagement and an inclusive culture contribute to an organization's superior performance and societal legitimacy (Du et al., 2011; Carroll, 2016). In this regard, Hyundai contributes to social development by offering community-based road safety education programs, youth STEM programs, and disaster relief activities. Corporate governance and business ethics are integral to Hyundai's sustainability strategy. The company also issues sustainability and CSR reports as part of its governance transparency. Transparency covers issues of governance, ethical compliance, and stakeholder relations, which are elements of good corporate governance, according to the literature (Crane et al., 2019). Ethical supply chain management ensures that Hyundai's suppliers comply with labour and environmental responsibility standards, thereby proactively addressing media scrutiny over the global supply chain's working conditions (Financial Times, 2022).
Hyundai aligns the sustainability goals it has set with globally recognized standards. Specifically, the company’s goals support the United Nations’ Sustainable Development Goals (SDGs), most notably goals related to clean energy (goal 7), sustainable cities/communities (goal 11), and responsible production (goal 12). Hyundai demonstrates that it is an active contributor to the global sustainability agenda (UN 2020). Also, the way that automotive companies and their commitment to sustainability have begun to shape consumer and investor expectations is evidenced by both the Guardian (2021) and the Economist (2022).
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	Perspective
	Objectives
	KPIs
	Targets
	Initiatives

	Financial
	Increase profitability and sustainable growth
	ROE, revenue growth, operating margin
	ROE above 12–14%
	Cost optimisation, EV platform efficiency, economies of scale

	Customer
	Improve customer satisfaction and brand loyalty
	Net Promoter Score (NPS), retention rate, EV sales growth
	Higher loyalty and repeat purchases
	Product quality improvement, digital customer experience, sustainable mobility solutions

	Internal Processes
	Enhance operational efficiency and innovation
	Production cycle time, defect rate, supply chain reliability
	Reduced costs and faster time-to-market
	Automation, lean manufacturing, resilient supply chain management

	Learning & Growth
	Develop future-ready workforce and digital skills
	Training hours, employee engagement, innovation output
	Continuous skill development
	AI and software training, leadership development, R&D capability building


Table 4: Balanced Scorecard for Hyundai
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Financial objectives at Hyundai include generating profits for the future, controlling costs, and creating long-term shareholder value. The goal is to achieve a balance between making substantial investments in EVs, hydrogen fuel cell technologies, and digital innovations with an adequate return on investment (a positive operating profit margin) in the conventional vehicle businesses. As R&D expenditures and capital investments keep increasing, so will the amount of financial risk taken by investing firms. Researchers like Kaplan and Norton (2001) and Wells (2020) have concluded that firms operating within capital-intensive industries must ensure that their innovation investing is aligned with their financial discipline to secure the long-term viability of their businesses.
[bookmark: _Toc228400454][bookmark: _Toc228458927][bookmark: _Toc228458985]Customer Perspective
From the viewpoint of the customer, Hyundai emphasizes trust in the brand, the quality of the product, innovation and their perception of sustainability. The goal is to create more satisfied customers by providing cars that satisfy these criteria through the provision of technologically-advanced, eco-friendly vehicles at an affordable price point. Analysis of current media identified that consumers are increasingly making correlations between sustainable and ethical practices and brands, which affects their buying habits in the automotive industry (The Guardian , 2021; Kotler et al., 2023).
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A Business Process Perspective is a broad way of thinking about how the internal processes of a company may be improved using various types of technology innovations. One of these innovations is to create a much more productive means by which to manufacture products. Another way of improving internal processes is through reducing the emissions that occur throughout manufacturing and/or through suppliers.
Research has indicated that being able to create supply chains that are both resilient and sustainable in their ability to operate under disruption such as semiconductor shortages and raw material shortages is of utmost importance (McKinsey, 2022; Porter and Heppelmann, 2015).
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The learning/growth perspective includes the development of employees (human capital), as well-as increased digital capabilities and building an organizational culture. To support long-standing innovation, Hyundai invests in employee training programs; AI-based systems; and preparing for future mobility skills. From the studies of CSR and HRM, companies must provide continuous learning opportunities and engage employees in order to develop a sustainable competitive advantage within technology-based industries (Crane et al., 2019; Du et al., 2011).
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Hyundai Motor Company has implemented several strategic changes in its company in order to maintain its competitive position as the global automotive industry continues to evolve rapidly. One of the most important strategic changes has been transitioning from being primarily a traditional automobile manufacturer to becoming a future mobility provider. In addition to EVs (electric vehicles), hydrogen fuel cell technology and smart mobility solutions are now core elements of Hyundai's operations/offerings. This shift toward alternative fuel technologies was in response to rising environmental regulations throughout the world and the increasing demand for environmentally friendly transport solutions. Research shows that automotive companies must invest heavily in low-carbon technologies in order to remain competitive and comply with climate change policies (Wells, 2020; International Energy Agency [IEA], 2023).
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Fig.2, Hyundai’s contribution to adhere to its strategic priorities and being in a top position in the market source : Umbrex

A second key strategic decision for Hyundai has been their significant investment in research and development (R&D) as part of an effort to support innovation in electric vehicle platforms, automated driving systems and digital technologies. As indicated by Grant (2022), an innovation-oriented strategy is critical for technology-intensive industries to achieve sustainable competitive advantage over the long term. Hyundai has accomplished this through the establishment of global R&D centres and strategic partnerships with technology-based companies, enabling them to develop innovative solutions for future mobility at an accelerated rate (Porter & Heppelmann, 2015).
Hyundai has a global expansion and localisation strategy in place, especially in major markets, including the US, Europe, and China. Their local production facility investment supports this initiative by expanding their production facilities in the United States to minimise supply chain risk, avoid tariffs, and improve response times for regional demand (Financial Times, 2023). This strategy also parallels the research that localisation creates greater resilience in the global supply chain (McKinsey & Company, 2022).
Hyundai is implementing its various localisation and global expansion strategies by restructuring its organisation, investing capital, and entering into strategic partnerships. Hyundai has invested heavily in the use of automation and smart manufacturing systems to improve efficiency and reduce production costs. In addition, Hyundai has formed partnerships with battery manufacturers and technology companies to further develop its electric vehicle ecosystem. A successful strategy requires alignment of the organisation's structure, resources, and market position with the execution of the strategy (Kotler et al., 2023). Hyundai has achieved this through a completely integrated global operation.
Hyundai incorporates sustainability and CSR into their strategic plan to enhance brand loyalty and create sustainable long-term competitive benefits through strategies that include reducing carbon emissions, improving energy efficiency and developing environmentally friendly vehicles. Academic studies indicate that developing sustainable strategies can result in greater brand reputation and improved long-term competitive advantage in the automotive industry (Crane et al., 2019; Geissdoerfer et al., 2020).
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Fig. 3, Hyundai Motor's Global Marketing Strategy source: Asia marketing journal 04/03/2014
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	Strengths
	Weaknesses

	• Global manufacturing network across Asia, Europe, and USA (Grant, 2022) • Strong investment in EV, hydrogen, and autonomous R&D (IEA, 2023) • Strong brand reputation for reliability and value (Kotler et al., 2023)
	• High dependence on automotive sales cycle (Wells, 2020) • Limited presence in luxury car segment (Kotler et al., 2023) • High capital cost for EV and hydrogen transition (McKinsey & Company, 2022)

	Opportunities
	Threats

	• Rapid growth in global EV market demand (IEA, 2023) • Expansion in emerging markets (India, Southeast Asia) (McKinsey & Company, 2022) • Growth of mobility-as-a-service (ride-sharing, subscriptions) (Wells, 2020)
	• Intense global competition (Toyota, Tesla, VW) (Porter, 2008) • Supply chain disruptions (semiconductors, batteries) (McKinsey & Company, 2022) • Rapid technological disruption in AI & autonomous driving (Porter and Heppelmann, 2015)
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In order to improve its long-term competitive position within the rapidly evolving global automotive industry, Hyundai should focus on increasing its out-of-home investments in electric vehicles (EV), hydrogen fuel cell technology and battery innovation through R&D collaborations with its global partners (IEA, 2023; Grant, 2022). Although Hyundai has a good track record of producing EV products, it is far behind competitors like Tesla and Chinese manufacturers of electric vehicles that are quickly advancing the development of their respective products.
Hyundai also should establish a more diverse and resilient supply chain for semiconductors, batteries and other automotive components by reducing dependence on single-source suppliers for these parts. Working with suppliers located close to its facilities will reduce Hyundai's vulnerability to supply chain disruptions resulting from shortages caused by COVID-19 or geopolitical risks (McKinsey & Company, 2022; Wells, 2020).
Third, as part of the company's future direction, expanding into mobility-as-a-service (MAAS) and digital mobility platforms such as ride-sharing, subscription-based access to vehicles, and connected vehicle services will enable Hyundai to adjust to changing habits by increasingly providing customers with access rather than ownership of vehicles (as noted by Kotler et al., 2023).
Fourth, Hyundai must build upon strengthening its Genesis brand to optimise its premium and luxury positioning in the automotive marketplace to decrease its over-reliance on mid-sized vehicles thereby improving the profitability margin for the high-value sectors of the automotive market (Wells, 2020).
Lastly, Hyundai must maintain its commitment to integrating sustainability and environmental, social, and governance (ESG) goals in the development of its global core strategies. This can be accomplished through the continued strengthening of their carbon neutrality targets, expanding the use of renewable energy sources in their plants, facilities and customer operations, in addition to improving ethical supply chain practices that will enhance Hyundai's brand image and attract ESG-minded investors (Crane et al., 2019).
In this reflective paper, I summarise my learning by discussing enjoying Hyundai Motor Company using various strategic tools (e.g., PESTLE analysis, SWOT analysis, VRIO analysis & balanced scorecard analysis). The intent of the project was to investigate the way Hyundai operates within the global automotive industry which is highly competitive and constantly changing.
While conducting the analysis, I have identified significant external influences such as a shift towards electric vehicles, advances in hydrogen technology, increase in regulations related to protecting the environment, increased competition among global competitors; that are changing the global automotive industry (International Energy Agency (IEA), 2023; Porter, 2008). Internally I assessed Hyundai's strengths that assist to create and maintain its competitive advantage which includes its global manufacturing network, investment in R&D and strong brand recognition (Grant, 2022; Wells, 2020).
My examination of how Hyundai leverages its performance frameworks, such as the balanced scorecard, (Kaplan & Norton, 2001) to support its strategy and align its objectives across financial performance, customer satisfaction, internal efficiencies, and employee development. This has given me insight into the way in which large global organizations convert strategic plans into quantifiable results.
[bookmark: _Toc228400461][bookmark: _Toc228458934][bookmark: _Toc228458992]Feeling
Initially, I found myself a bit confused when trying to figure out how to use the four strategic frameworks (PESTLE, SWOT, VRIO, and the Balanced Scorecard) for this task. However, as I started to work on assigning a framework to Hyundai's strategy, I became more confident and understood that each of these analytical tools can provide different insights into Hyundai's strategy.
As I did my research on Hyundai's transition to electric vehicle (EV) production and hydrogen-powered vehicles and their commitment to sustainability, I became interested in how they are responding to both global trends and changes in the automotive industry (IEA, 2023; Wells, 2020). Connecting academic material has sometimes been difficult for me; however, my research has helped me build confidence and knowledge because of the quality of my references.
Through my analysis of Hyundai using strategic tools, I have gained an understanding of how a global automotive manufacturer reacts to a changing external environment.
[bookmark: _Toc228400462][bookmark: _Toc228458935][bookmark: _Toc228458993]Evaluation
Using structured frameworks like PESTLE, SWOT, VRIO, and Balanced Scorecard provided me with a way to evaluate Hyundai’s internal capabilities and external pressures. My research revealed Hyundai’s strategic competitive advantage lies in their investments into electric vehicles, hydrogen technology, and global scale of manufacturing that will support long-term competitive advantage (Grant, 2022; Wells, 2020).
However, I have also identified limitations in my analysis; initially, I focused too much on describing models, rather than making connections between those models and real business evidence. Over time, I have enhanced the academic and industry evidence that supports my evaluation (IEA, 2023; McKinsey & Company, 2022), therefore increasing the accuracy and depth of my evaluation.
Additionally, as I continue to learn about the challenges that Hyundai faces (i.e., high levels of global competition; supply chain risks; rapid and transformational levels of technological change) if not managed correctly will hinder their future performance (Porter, 2008; Porter and Heppelmann, 2015), it becomes clear that the need for ongoing innovation and strategic flexibility drive competitive advantage.
[bookmark: _Toc228400463][bookmark: _Toc228458936][bookmark: _Toc228458994]Analysis
Hyundai Motor Company's strategy is focused on innovation, sustainability and global expansion. Through an analysis using various assessment tools such as PESTLE, SWOT, VRIO and the Balanced Scorecard, we were able to identify how the company responds to external pressures including environmental regulations, technological advancements and strong competition in the global market (IEA, 2023; Porter, 2008).
Within Hyundai, significant strengths include their global production network, a strong R&D budget, and an increasing amount of capability to produce EVs and develop hydrogen technology which all create a competitive advantage for years to come (Grant, 2022; Wells, 2020). At the same time, however, there are weaknesses such as high cost of capital investment and reliance on only one industry - automotive.
[bookmark: _Toc228400464][bookmark: _Toc228458937][bookmark: _Toc228458995]Conclusion 
Hyundai has a solid global strategy with significant investments in EV's (electric vehicles), hydrogen fuel technology and advanced manufacturing capabilities, that place it ahead of global trends such as sustainability, digitalisation, and changing consumer preferences. Strategic analysis indicates that Hyundai's advantages including R&D (research and development) capabilities and global presence help keep it competitive within the fast-paced international automotive industry (Grant, 2022; Wells; 2020). Nonetheless, continuing issues including intense competition, supply chain risk, and high capital expenses may impact future Hyundai performance if they are not managed well (IEA, 2023).
[bookmark: _Toc228400465][bookmark: _Toc228458938][bookmark: _Toc228458996] Action Plan
Increase investment in research and development to accelerate innovation within their electric vehicle and hydrogen vehicle units while also forming partnerships with other technology companies. Continue building supply chain resiliency by diversifying suppliers for critical parts (e.g., batteries, semiconductors) and increasing production of these parts within the domestic market. Develop and expand their digital mobility services including connect vehicles, artificial intelligence driving systems and mobility-as-a-service platforms. Improve premium brand perception by further developing their Genesis luxury brand to create greater shareholder value. Enhance sustainability strategy by more closely aligning with their ESG goals; implementing processes to reduce carbon emissions throughout manufacturing and logistics operations. These strategic actions will enable Hyundai to successfully compete in an ever-changing automotive landscape while also preparing themselves for future disruptions within the auto industry.
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