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I. [bookmark: _Toc61058132]INTRODUCTION 
The crisis that companies are facing globally due to Covid-19 is challenging since the pandemic hasn't spared any industry of any size, nature, and scope. Businesses across the world have been affected. Howbeit, the business has to go on since only the ones, who pass the test of time, will survive in a competitive market. One such organization that has been affected tremendously due to the pandemic, yet has bounced back is KIA. KIA is the second-largest automobile business in South Korea with sales of over 3 million to date (Singh, 2020).  The pandemic has indeed transformed the business to an extent never imagined before. It is safe to mention that the crisis has revolutionized business policies, strategies, and operations from right, left, and center. Though indeed, a few modifications such as work from home for employees, reduced spending, etc is the tip of the iceberg, the real ones lay deep till the ocean bottom. Such changes are at the organizational planning level that is long term and pre-dominate target business continuity (Yan, Zhong, Tian and Jia, 2020). The modification can be observed at various levels and categories such as technical, human resource, financial planning, marketing and advertisement, brand promotion and public relation, market analysis, etc. 
The nerve centers of the report are:
· Understand the shift the pandemic has brought in the world of business in general and KIA in specific. 
· The sustainability of such changes and their implication in the long run
· Scope for improvement 





II. [bookmark: _Toc61058133]ANALYSIS 
1. [bookmark: _Toc61058134]Changes at KIA
As far as the automobile industry is concerned, Covid-19 is a combination of bliss and curse. Though on an immediate run, the industry is forced to witness its worse setback however when the economy is up and running, there is an exceptional probability that the demand for private transport to increase to escalate personal safety and flexibility. Nevertheless, such a vibrate environment for increased demand isn't expected till 2023, the least to say. 
Though not the best player in the electric mobility race to design, develop, build and market electric vehicles, however, KIA planned to enter the section through Citroën's little Ami, a micro electric car at a pocket-friendly price. The car is expected to be a perfect replacement for public transport which is currently posing a threat to safety against the threat of spreading the virus. Post the pandemic, preference for public transport has decreased from 65% to 34% when compared to figures recorded in the first quarter of 2020 (Yoo, Koh and Yoshida, 2020).  
With specific consideration to the employee, there are three focal points about employees at KIA. First, similar to other businesses KIA is encouraging employees to work from home to ensure social distancing. KIA has no plans of welcoming its employees back to the office until a vaccine for the virus has been administered to the majority of the public in the country. Second, for the employees whose presence is inevitable, particularly on the shop floor, provisions have been made to surge the importance of social distance. The shop floors work only at 60% capacity and workers attend work only in shifts. Third, KIA is weighing the scope and relevance of introducing robots to perform routine and non-intellectual work to decrease the demand for employees on the shop floor. Though the coming of robots is a long-term option, yet deliberation is on the way (Druml, Debaillie, Anghel, Ristea, Fuchs, Dubey, Reißland, Hartstem, Rack, Ryabokon and Ozols, 2020).  
Like the majority of the automobile brand, KIA too had a large dependence on China for spare parts, technology, and other peripheral components. Off late, China is becoming the epitome for the large-scale loss and damage due to its inability to dock the spread through swift administrative efforts. Hence a large business has preferred to outcast China and downsizes its business with the country. KIA is no exception (Bhatt and Varghese, 2020). KIA is actively looking out for viable alternatives for the production house and investment options. 
KIA in its financial publication has mentioned the need to focus on brand building and public relationships. KIA has realized the caliber of building a strong brand that is preferred and associated with trust and reliability. KIA has budgeted to slash its large-scale spending on the showroom that doesn't serve the purpose of customer engagement, most often. Thus, KIA has replaced its marketing techniques of discounts, promotion, and offer sale with customer engagement, brand awareness, and public relations (Goodell and Huynh, 2020). 
One of the major structural changes for KIA comes from its budgets. The top management of KIA has urged its mid-level managers to submit the budget. Although this might seem a customary activity, the twist is the managers will base their budget and estimate not on yesteryears demand but based on Zero Based Budget. The philosophy of Zero-Based Budget is the managers ought to contemplate the resource allocation that is essential for them to achieve the set target. Nevertheless, KIA hasn't introduced Zero Based Budget across operations and geographies since the plan is in its pilot runs stage (Radić, Radić, and Stevanović, 2020). The reason for the radical shift is to encourage managers to bargain for the limited resource to yield optimum results. 







2. [bookmark: _Toc61058135]Sustainability of the changes adopted by KIA
It is essential to understand that any change that isn’t in tune with the market needs and business environment evolution is sure to face the end with no successful results. This section will analyze the sustainability of the changes adopted by KIA using theoretical frameworks namely PESTEL and Porter's five force model. It will also justify the changes adopted by KIA is in line with the framework that ensures its sustainability. 
PESTEL Analysis 
The withdrawal of KIA from mainland China for the procurement of spares and components is largely driven by world politics. Strong political parties across the globe have expressed their dissatisfaction over China's failure to identify and contain the spread.  The move can be seen as an immediate response to the political shift against China and obliging to an indirect message that KIA stands with the majority. 
The introduction of Citroën's little Ami, its micro-electric car can be attributed to:
· The physiological change (social factor) by the customers to opt for personal transport instead of public means to avoid the risk of infection. 
· The electric car is considered a viable option since the price of the car is extremely pocket friendly and will not burn the pockets of the customers (economic factor).
· The possibility of the introduction of the electric car as a perfect substitute for fuel cars is possible solely due to advancement in technology and more to the increased willingness to adapt to innovation (technological factors).
·  There are no doubts that fuel cars are one of the major contributors to environmental pollution namely air, sound, and light. The electric car is considered to be the next best option that will suffice the need to preserve the environment yet not compromise on the need for quick, modern, and reliable means of transportation (Zulkifli, Yazid, and Shamsudin, 2020). 
KIA has introduced an aggrandized variety in human resource management. Such changes can be linked to legal factors. The United Kingdom is one country that has been under lockdown for a longer tenure than any other country. Under such a juncture, the only option left is to minimize the movement of employees yet ensure the normal business operation is carried out. Such is possible only through providing the flexibility of working from home, limiting the number of employees at the factories, the introduction of rotational shift at working at 60% capacity, and introduction of machines to take over tasks performed by employees previously. 
Porter’s Five Force Model 
KIA has rightly deflected its focus from promotional and other lived gimmicks and emphasized the need to connect with the customer through relationship, satisfaction, and engagement. These are a response to the fear of losing out the market to the existing competition and also to the new entrants. Though the automobile industry has the privilege of the economics of scale however losing out to competitors is a common issue. The tentative introduction of Zero-Based Budgets at KIA is also a response to the growing cut-throat competition. With reduced spending and increased revenue, the probability of multiplication of profitability is high. Such a shift in focus is also since the bargaining power of customers is high due to the presence of multiple similar competitors, offering a similar product at competitive prices thus increasing the bargaining power of customers. 
Though KIA's forte is fuel cars with increased customer conscientiousness and market evolution towards the electric car (green technology or fuel), there is a fundamental pressure to explore substitutes that will keep the brand alive and floating in the competitive space (Barbosa, Bresciani, Graham, Nyquist and Yanosek, 2020). Hence the introduction of the electric car is a response to the increased need for substitute products with similar functionality and operation.  
KIA has publicly announced its intention of cutting off its tie with China through finding alternative means for the supplier for spares and components. Such declaration was within reach since the number and intensity of suppliers for such components are large with minimal cost of switching (CEPAL, 2020). Since the bargaining power of the suppliers in China was limited, such an important move to find other suppliers was as simple as ABC. 


3. [bookmark: _Toc61058136]Recommendation to adapt to the crisis
One of the most complex yet fragile links at KIA is the supply chain management. There is very little knowledge of such an important operation. it is high time KIA focuses on integrating the supply chain (both backward and forward) with KIA itself (Barua, 2020). Such culmination will accelerate the chances of reduced cost, in turn having a positive impact on price. Mere withdrawal China doesn't vouch for a healthy and transparent supply chain thus the focus must be on reliable, low-cost, and customized partners. 
Yes, it might sound strange and unreal but it is time to introduce an online sales portal for automobiles. KIA can be a trendsetter by restricting wasteful investment in showrooms and rather invest them in other production operations. The showroom should contribute to adding value, enriching customer experience, and imbibing the culture and mission of KIA to its customer rather been a showcase of glitters and light (Kanapathipillai, 2020).  Though it might be impossible to seek immediate results, a digital platform can be put to use to assess the viability of the idea. 
Undoubtedly, safety is the mantra of the day. Customers seek better safety, hygiene, and health provisions. KIA can design cars that focus on these golden rules of providing in build sanitizers, provision to sanitize the interior and exteriors of the cars, air purification mechanize that helps in fighting bacteria and virus, etc. a car of this caliber is capable of revolutionizing the market for all times to come (Peraković, Behúnová, and Knapčíková, 2020). Though soon, the chances for a spike in demand for public transport can't be seen however this trend can't live forever. Having such a day as the hub, KIA can indulge in building vehicles for public transport. Such a section will be a new product line that certainly has potential once the pandemic is over (Harris, Sunley, Evenhuis, Martin, Pike, and Harris, 2020). 



III. [bookmark: _Toc61058137]CONCLUSION
KIA has over time has proved time and again that it has the nerve and strength to meet the demands of the market and make the competitors run for their share of the pie (market). However, with the present Covid-19 pandemic, the competition within KIA sounds to be more relevant and urgent than with its competitors. Today's market is one of its kind and the chances of another similar are rare (and more importantly uncalled for). To survive such a severe crisis that has taken down operations and production, employees, financial stability, market growth, customer, and other stakeholders alike, the only option left for KIA is to evolve rather than to adjust. It is important to draw a tactical plan but it is only the strategic plan that will act as a helping hand in the long run. The focal point of the change should be sustainable and long term than be adaptive and reactive. To ensure appropriate and sound decisions are implemented, it is essential to understand the market dynamics (internal environment also) based on which changes can be made. Until the changes introduced at KIA lack synchronization with environmental factors, the need and success of such change are awful and doomed.  Though many players in the automobile industry must have charted out plans similar to that of KIA, however, the style, decisiveness, and perseveres to rightly implement them can make all the difference between the winner and the defeated.  
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