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Topic: Consider the automobile industry, select a brand and critically evaluate the challenges of their internal and external business environments. In your evaluation, you should reflect on the challenges they encounter in trading across the globe; your evaluation should be critical enough to address their SWOT, PESTLE utilising Porter’s Five Forces, Value Chain, and their competitive advantages concerning their core values on sustainability. 
(NISSAN MOTOR CORPORATION)
Introduction
Nissan Motor is a vehicle developer from Nishi-ku, Japan. The organization was formed by Yoshisuke Aikawa in 1934. Nissan strived to form a good foundation for itself as a worldwide automotive leader, partnering under the Renault-Nissan union in 1999. In 2015 alone, Nissan alone sold 5.4 million units around the world, while the entire union sold 8.4 million units jointly. This allowed the coalition to gain 10% overall market pie and become the fourth biggest vehicle producer collectively, on the planet (Toma & Marinescu, 2013). Nissan sells its vehicles under 3 unique brands: Nissan, Infiniti and Datsun. The organization's primary business markets are the U.S., China, Japan and, Russia.
SWOT Analysis
· Strengths 
i) Proper harnessing of technology
Nissan Intelligent Mobility™ is a set-up of cutting edge safety systems that cooperate to keep you secure while out and about. Utilizing a multifaceted system of sensors and screens, the new Nissan can effectively filter its environmental elements and inform drivers of expected dangers. The technology recognizes when the driver is going to start an activity, from stepping on a pedal to turning the control wheel, and would begin this movement before contact – further improving the vehicle's response times by 0.2-0.5 of a second.
ii) Centred research and development (R&D) expenditure creating a top-rated electric vehicle globally
Nissan invested ¥531.9 billion of Japanese yen, equivalent to US$4.42 billion in R&D in 2015. While this isn't the biggest measure of cash spent for R&D between the vehicle companies, it is very much centred by Nissan to a couple of regions, particularly electric vehicles (EV). Focused R&D expenditure has permitted the organization to create the top-rated electric vehicle Leaf, which sold 200,000 units in 2015 (Nayebpour & Saito, 2007).
iii) Solid presence in the top and emerging automotive markets 
Nissan through its coalition with Renault and different acquisitions have expanded their market base globally. The organization effectively contends in the U.S. what's more it has bases in China, Mexico, Russia, Brazil and other developing countries. The Market Share is as per the following: Russia 32.3%, Mexico 27.6%, France 30% , Spain 18.3%, Japan 11.7%, United Kingdom 9.9%, Brazil, 9.8%, United States 8.5% , Germany 7.4%, and China 5.3%,. Developing presence in the developing markets, will permit the organization to reinforce its image amidst cutthroat competition.
· Weaknesses 
i) Poor public image
Carlos Ghosn, Nissan's former CEO, had been rummaging the organization since around 1999. His management style weakened the feeble Nissan Company, and Ghosn keeps being a criminal fugitive even after his terminating from Nissan. The organization's operations and processes were hard hit during Ghosn's time.
ii) Weak marketing and promotional strategy causing weak brand presence 
Nissan could work on its marketing and publicizing skills. The organization spent approximately ¥342.2 billion Japanese yen or US$2.85 billion in promotions in 2015. This is more than what Hyundai, Honda or Audi spent during the same period, yet, the organization gained zero in brand presence for the cash spent (Mikami & Bird, 2022).
iii) Enormous product recalls around the world
Product recalls truly harm the organization's image and sales within the country. In 2015, the organization recalled 930,000 Nissan Altima models and 768,000 different SUVs and hybrids models. In 2016, the organization recalled 3.53 million different vehicles' models over safety bag problems.
•	Opportunities 
i) Rising government regulations
Numerous governments around the planet are focused on reducing ozone depleting substance and are empowering eco-friendly initiatives. Nissan might exploit this by providing more vehicle models running just on electricity, and bypassing all government guidelines related with the ozone-depleting substances.
ii) Rapidly developing markets 
Indications of a developing economy and rising shopper confidence have been mirrored in the expansion in new automobile sales for over 10 years in worldwide market. In the U.S., 17.5 million new units were sold in 2015, a 5.7% expansion from 2014. In such financial conditions, Nissan has a chance to gain the higher market share overall and sales increase in the worldwide auto market (Matsudaira, 2010).
iii) Tactical timing and rate of new vehicle releases
The market pie of the auto industry is altogether affected by the timing and rate of new model releases. Because of the growing buyer expectations corresponding to in-vehicle technology and the cutthroat nature of the business, there is a need to release updated models all the more regularly. Nissan is well-situated to do this.
· Threats
i) Rising competition 
Nissan is confronted with a consistently increasing rivalry from the conventional automotive business and emerging players. In China, new local Chinese producers are competing by offering lower costs and the comparative features. Nissan's global opponents, for example, Toyota, General Motors, Volkswagen, and Ford have greater expenditure and greater brand recognition and could undoubtedly grow in U.S., China, and European markets by transferring the market pie from Nissan.
ii) Cataclysmic events
Nissan has production plants in China, Indonesia, Japan, and Thailand. These nations, including others, are frequently caught by cataclysmic events that disturb production cycles and result in reduced production capacity and benefits.
PESTLE Analysis 
Political Factors
Nissan is no exemption for the impacts of legislative agenda, particularly because they are a worldwide organization serving a large number of locales. In 2019, Nissan took an unexpected U-turn by moving the production site of their then recently launched vehicle back to Japan from the UK. This happened mostly because of the vulnerability that Brexit carried with it in those days and partly in light of the fact that the diesel market was not excelling at that point (Barmeyer & Mayrhofer, 2015).
Economic Factors
The Covid-19 pandemic has been an immense issue for everybody including businesses. Nissan likewise, sadly, got seriously hit by the infection. Nissan has been confronting colossal misfortunes. Since the time of the pandemic, Nissan has attempted to make profits with little success. In 2019 they revealed that $15 billion USD was lost. In 2020, the investors expected a further deficiency of 60 billion yen which equals to $545 million USD. It was a result of the pandemic the organization likewise needed to close down their assembling plant in Barcelona, Spain in 2020 (Ikeda & Nakagawa, 2001).
Sociocultural Factors
When we say an organization is international, Nissan genuinely possesses all the qualities of being global. Nissan serves individuals with diverse backgrounds and they offer various products ranging from basic vehicles to SUVs and electric vehicles too. Since they are a particularly global company, they must be mindful of the significance of diversity and culture. Nissan esteems the needs of different individuals from diverse social foundations. 
Technology Factors
Currently, Nissan is chipping away at what they call "ProPILOT" innovation. What the ProPILOT does is that it sort of improves the vehicle as far as the driving experience is concerned. It acts very much like an active driving right-hand as portrayed by the business. It has sensors and cameras which recognize the distance between yourself and the vehicle before you subsequently giving the driver's seat truly necessary space. This distance can be customized in the settings (Čirjevskis, 2021).
Legal Factors
Because of the organization's pained past, they are as yet confronting legal issues up to date. As earlier referenced, previous CEO Carlos Ghosn has caused more harm to the organization than tax evasion. Investors lost cash because of his wrongdoings. Many from Britain, the US, and Germany are requesting that the organization pay them a sum of around ¥34.4 billion which is equivalent to $315 million for remuneration of the harms that have been brought about to them (Gill, 2012).
Environmental Factors
Nissan has been delivering a yearly sustainability report since 2004, since they need to be straightforward about their tasks and activities. In the 2020 sustainability report, Nissan mentioned how they intend to guarantee total sustainability for the prosperity of individuals related with their supply network, for accomplishing carbon impartiality, and for shielding the environment from their actions to preserve natural resources. They likewise have a Nissan Green Program that recommends targets diminishing their effect on the environments. They have likewise wandered into electric vehicles to check air pollution.
Porter’s Five Forces
1.	Threat of New Entrants
Economies of scale is genuinely hard to achieve in the automotive business where Nissan operates. This makes it simpler for those largescale manufacturers to enjoy a financial advantage. It additionally makes protection costlier for new contestants. This means the threat of new participants is a weaker force. Nissan can exploit the economies of scale it has within the business, fending off new contestants through its cost advantage (Toma & Marinescu, 2013).
2.	Bargaining Power of Suppliers
The amount of suppliers in the business where Nissan operates is a great deal in contrast to the purchasers. This implies that the suppliers have less command over pricing and this makes the bargaining force of suppliers a weak power. Nissan can include different suppliers across its supply network. For instance, Nissan can have various suppliers for its diverse geographic areas. This way it can guarantee productivity inside its supply chain.
3.	Bargaining Power of Buyers
The amount of suppliers in the business where Nissan operates is much more than the amount of companies manufacturing the products. This implies that the purchasers have a couple of companies to consider and accordingly, don't have a lot of command over costs. This makes the bargaining force of consumers a weaker force inside the business (Nayebpour & Saito, 2007). Nissan needs to develop a huge client base, as the bargaining force of consumers is weak. It can achieve this through advertising efforts pointed toward creating brand fidelity.
4.	Threat of Substitute Products/Services
The few substitutes available are of top quality however are much more costly. Comparatively, companies producing within the business where Nissan operates sell at reduced cost than substitutes, with sufficient quality. This implies that consumers are less averse to change to substitute brands. This implies that the threat of substitutes is weak inside the business. Nissan can zero in on improving the quality of its models. Accordingly, consumers would pick its products, which offer better quality at a reduced cost when contrasted with substitute products that give equally good quality, however at a more exorbitant cost.
5.	Rivalry Among Existing Companies
The considerably few competitors have a huge industry presence. This implies that these will take part in cutthroat activities to acquire position and become market trendsetters. This makes the contention among existing companies a stronger force inside the business. Nissan can conduct statistical research to comprehend the supply-demand condition inside the business and avoid overproduction (Mikami & Bird, 2022).
Porter's Value Chain Analysis of Nissan
Porter's value chain model is well known in the corporate world. Notwithstanding, Nissan should not accept it as a rigid, independent structure by doling out equal significance to activities of every sort. The basic value chain actions of Nissan are associated with delivering and offering the product to designated clients. Review of primary value chain actions can enhance Nissan’s performance. It is vital to foster solid relations with suppliers as their help is important to acquire, store and disperse the product. Without examining in-bound logistics, Nissan can confront different challenges in product development stages.
Outbound logistical operations incorporate the activities that deliver the item to the client by going through various mediators. Some outbound logistical operations include material handling, warehousing, booking, order scheduling handling, moving and conveying to the destination. Nissan can investigate and upgrade outbound logistics to review primary resources and accomplish its business development targets. Since, when outbound activities are ideal and product delivery processes focus on quality, it improves the consumer loyalty and builds growth prospects for the firm (Matsudaira, 2010).
In the technological age, all value chain processes rely upon technological help. The technological integration process in production, circulation, marketing and human resource actions needs Nissan to understand the significance of technological advancement. It tends to be separated into product and cycle technological improvement activities. A few examples include-mechanization programming, technology-backed client service, product configuration and data analytics. 
Competitive advantage on sustainability 
Nissan Motor Co., Ltd. recently disclosed a four-year program to accomplish sustainable development, economic viability and profit before financial year's over 2023. The versatile plan, including cost rationalization and business improvement, will move the organization's strategy from its previous expansion model. As a component of the four-year plan, Nissan will make an unequivocal move to change its business by smoothing out unrewarding activities and extra functions (Ikeda & Nakagawa, 2001). The organization will likewise reduce fixed expenses by protecting its production limit, global product reach and costs. Through focused administration, the organization will focus on and put resources into business areas expected to convey a strong recuperation and sustainable development. 
1) Rationalization: vigorous activities to rebuild, decrease costs and further develop efficiency Actions: Right-estimating Nissan's production range by 20 percent to 5.4 million units every year under the presumption of a standard shift activity reaching plant utility rates of above 80%, which makes tasks more beneficial (Gill, 2012).
2) Prioritizing central markets and central products. Activities: Focusing Nissan's key activities in the market sectors of North America, Japan, and China. Leveraging the available resources for sustaining Nissan operations at fitting functional level in South America, ASEAN and European markets. 
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