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Executive summary
The environment and the culture in which an organisation establishes itself in, plays an essential role in the way in which the workforce perform for example having a good workplace culture means that an organisation will have good team work skills, excellent productivity and perform efficiently in accordance with the objectives and aims of the business (Warner, 2010). Whether or not a business has a good workplace culture is determined by internal and external factors which this report in the organisation A2B taxi, aims to analyse in detail. It will be assessed whether this organisation has a good workplace culture and how this workplace culture impacts the functioning and performance of the company as a whole. 
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Analysing workplace culture to assess its impact on organisational efficiency is an important area in business management principles, and in the current report, the same will be carried with respect to A2B Radio cars, a taxi service providers from Birmingham. In doing so various theoretical frameworks for external and internal business environment analysis will be implemented.  
[bookmark: _Toc40370361]Organisation description
A2B Radio Cars Taxi Company is one of Birmingham and Solihull largest taxi company. This company has over 700 cars which are believed to provide taxis to customers 24/7. Alongside providing taxi, this company also provides executive taxi services where prestige and executive cars can be hired for special purposes.  These services are separate from the daily taxi services, and customers would require to privately contacting the company for further information. In addition to that A2B provides a wide range of airport taxi where they offer picking up or dropping off customers from any UK based airport (A2B Radio Cars, 2019). 
[bookmark: _Toc40370362]External analysis of organisation
[bookmark: _Toc40370363]PESTEL analysis

Political:
The political factors in the UK has a deep imprint on the taxi industry, as framing governing industrial regulations and setting up the market condition through larger socio-economic polices, are in the disposal of the country’s political class (Lynch, 2018). One such instance is Brexit, as it could possibly have implications on the European national drivers whom work for A2B. There has also been a recent change regarding the minimum wages given to workers and this is on basis of what the government decides the minimum wages in the country. The taxi companies have to be assessed in making sure that the wages they provide to the workers are above minimum wage. However A2B has been successful in making sure that the workers do receive the right wages.

Economic:
Despite the recent slowdown of national GDP growth in the UK the taxi service industry in the country has been turning out to be a promising one, as its current worth has been estimated to be £ 9 billion pounds. As unemployment rate in the country has not improved in relation to traditional job sources, more number of people are willing to be driving partners with companies like A2B (Oliver, 2011).

Social:
With the coming of digital communication technology and its rapid popularity in the UK consumer society, each individual is more aware of the market dynamics, in relation to any specific area of product or services they might be willing to invest into. And this makes all the more important for A2B that it connects with its customer bases through the techniques of social marketing.  
Technology:
Technology has played a drastic role in the growing recognition of this company in Birmingham and Solihull. The use of the app, enables people to use their mobile phone which is the one of the most advanced technology in the world, therefore customers can access the service via this piece of technology (McLaughlin, 2002).Drivers have technology as well which enables them to respond to bookings immediately.  Therefore due to the advancement of technology, A2B has been benefited exceptionally. It acts as a communication line between managers, operators, drivers and customers.  
Legal:
Every country has certain laws which implicate the business environment an organisation is in and certain policies need to be established in order to abide to these laws (Kawai, 2017). 
A2B has not faced any negative legal consequences, as ensuring every piece of paperwork is handled in the way the law determines, is prioritised (Blackstone, 2010). 
Environment:
In the UK, people are becoming much more aware of how traffic congestion and increase number of cars are contributing to the damage of the environment. A2B is not doing anything which is environmentally helpful. With Global warming becoming a wide known issue, people have resorted in participating in actions which will help decrease the damage we do to the environment. This why people have chosen to use buses as this means less gases are released into the environment. This is why taxi companies need to compile a strategy which will prove to be environmentally helpful, for example using more electronic cars (Marmol et al., 2015). 

[bookmark: _Toc40370364]Porters five force
The porters five forces is a framework used to look at the level of competiveness a company has in the industry. 
The Porter’s five force model is the strategic macro-environment analysis tool for businesses that could be utilised to gauge the operational constraints or parameters that a company like A2B must refer to in framing up its short and long term business strategies. In the following paragraph, an application of this model for A2B car will be made to understand its current market standing both locally and nationally.
Threat of new entrants 
For the taxi service industry in Birmingham, and rest of the UK, in which A2B operates, it is generally hard for any newcomer to set its base for two critical reasons. The first among them is the fact that the current regulations for the UK taxi service industry do not make it fairly easy for a new taxi service provider to get on with the business without being properly vetted by the governing authorities, and the second reason lies in the fact that entering this business would have to involve a large amount of capital investment for building up the operational, technical as well as human resource assets, so it would be quite unlikely for a novice business  to enter this industry overnight and provide competition to the likes of A2B and other service providers (Warner, 2010). Therefore, as per the Porter’s five force model criteria the magnitude of this market force could be considered low for A2B.  
Bargaining power of customers 
For A2B, and the taxi service industry in the UK in general, the customers are deemed to hold the trump card, as they have generally been found to be extremely price sensitive as well as with low level of brand loyalty, when it came to selecting private cab services. With this in mind, it can then definitively be said that the bargaining power of A2B customers is quite high, as the company’s clients have many other easily available alternatives in the area of Birmingham and elsewhere in the UK (Johnson et al., 2013). It has also been observed in general, that the UK consumers, both private and corporate segments, prefer cab services that are in line with their quality, price and service standard expectations, and one bad experience in respect to these customer journey points could prompt them change their brand loyalty without a second thought. And for this reason, it can be said that the magnitude of this force is quite high for A2B.
Bargaining power of suppliers
This is where suppliers of A2B have the capabilities to drive up the prices of the input of the company. To begin with one of biggest supply of A2B is its drivers. The concentration of drivers in the organisation is moderate, but for it to expand further, the company needs to distribute more bases or else it would not be possible to take on more drivers. The drivers can also discuss the internal management system of the company and if there are minors who proclaim such information to other drivers outside the company, the performance of A2B will decrease.  Another supply is oil and gas supplies. Oil and gas prices have been increasing over the years and this contributes greatly to the company market. If there are fluctuations on the certainty of oil and gas it will not enable the business to run (Shahudin, 2018). This means that the suppliers have a high bargaining power for A2B. 
Threat of substitutes
It is highly unlikely that the cab services provided by A2B would be replaced with cheaper or better alternatives in the near future and this especially so for those niche private and corporate clients who would prefer a better control in getting a service that is in close match with their Itineraries. So for A2B, the magnitude of this market force is considerably low.  
Industry rivalry
This assesses the intensity of competitors in the market. There is a very strong competition in the taxi industry, which has impacted A2B is many ways. The competitors which this organisation has are AK, UBER, Royal cars and Birmingham city taxis. A2B needs to compete with these companies in order to make sure that they continue to perform well and this is done by acquiring market research. 
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[bookmark: _Toc40370366]McKinsey 7S structure	

In proceeding with an internal analysis of A2B, to have a complete understanding of how its organisational capabilities and processes have been developed to achieve its business objectives, the use of McKinsey 7S framework would be appropriate (Xiao et al., 2018)
. 
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Figure 1: McKinsey 7S framework
(Source: Xiao et al., 2018)

Strategy:
The organisational strategy of A2B is centred on its different customer segments, which the company aims to serve by noting their specific requirements related to travelling. The company caters to private as well as corporate individuals, and accordingly the company provides standard as well as executive fleets with unique service provisions. Like for VIP and executive services the company provides prestige cars like Mercedes, BMW and others which is not available for the standard cab service, and these have been built to specifically meet the service quality needs of high profile business and private customers. Nonetheless the company also wants to prioritise its standard service customers, as A2B offers facilities like GPS tracking, e-payment, lost property return protocols, just in the case for executive services (Ravanfar, 2015). 
Structure:
The organisational structure of A2B is more of a network based entity, in which the various departments like marketing, operations, HR, IT, accounts and customer service divisions work in unison so as to provide seamless customer services in a round the clock manner. The IT team of the company is responsible for the bookings, while the marketing team in association with the IT team is primarily concerned with promoting company’s services among the target customer population. The maintenance of the fleets and monitoring the duties of the drivers, are primarily the responsibilities of the operations and customer service departments. 
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Figure 2: A2B Structure

System:
In A2B, the existing system that has been put in place to achieve the organisational business goals can be described in the following manner. The marketing division of the company conducts routine market survey, by using data analytics software, and in this end they make use of the recorded customer information, which is sourced from the customer service department. Upon the completion of this the marketing proposes what type of service facilities should the company add to the existing list or eliminate as they have found to be cost accumulating with no contribution either toward revenue or enhancing customer experience. In other words, it is with the results of the marketing team’s analysis that A2B develops its training programs for its customer services executives and drivers, so the quality of client relationship management programs, which is very important for the company’s VIP class subscribers, remain pristine under every operational situation.

Skills:
There are certain skills which employees need to demonstrate in order to perform their job correctly and productively. This includes communication skills and technical skills.  Drivers need to be able to pass the mind mapping test in order for the manager to be ensured that the drivers would do whatever is necessary for the customers to reach at the correct destination within the desired time frame (Dyer, 2017). If this skill is not available then the service of the driver will be criticized. 
Staff:
A2B has 700 driver partners for its entire fleet, who are highly trained in terms of the codes of conduct of their duties, and this is generally being facilitated by the company’s operations mangers, who have years of experience in the private cab industry of Birmingham. The company also recruits freshly graduated business executives as being part of its marketing team. A2B also has a roster of IT professionals; who are entrusted with the maintenance and safekeeping of the company’s online bookings, payment and other marketing oriented jobs. 

Styles:
The leadership style adopted by A2B is democratic. Advice and suggestions are provided by the staff and based upon the information given and the opinion of the manager the final decision is made by the manager. 
Shared values:
The core values of this organization to provide the best customer service. For this reason employees are constantly assessed and monitored on their behaviour towards customers. If there is any hint of the driver deviating from the organizational goals, drivers are called in to be talked to. The drivers are motivated by the rating system on the app, because they are aware that driver’s with higher rating scores will be rewarded (Xiao et al., 2018). 

Ethical stance of A2B taxi 
The ethical stance of a business demonstrates what a company believes is right or wrong. By establishing ethical standards the company has a good image and increased sales (Lynch, 2018).
· Most of the drivers whom work for A2B, have this job role as their main occupation compared to other companies such as Uber where most of the drivers work there as their second job. For this reason A2B is aware that the drivers provide for themselves through this work and this is highly respected by the organization. This is possibly a main contribution to why the drivers of A2B are so professional and behave in the workplace as a united team force.
·  Also each and everyone one of the A2B drivers have insurance. Not only is this beneficial for the workers but also the customers. If a car is hit, and the driver and customers is hurt, the insurance will cover this issue. Although having insurance is pricey, it acts as a safety precaution for the drivers of A2B.
· In addition to this taxi’s like A2B is trained with picking up customers who are disabled and specific cars which are suited for the needs of disabled people are allocated on request. The drivers are also given protection as well as the customers. It is costly and it comes out the budget of the business, however it is again for precaution. The downside is that, this is why prices of the taxi can be deceased up to a certain limit as there are costs to cover other things (Solomon et al., 2019)

[bookmark: _Toc40370367]Comparison of A2B and AK taxi
A method called the Hofstede cultural dimensions has been used in the comparison of each of these companies in the taxi industry. This comparison will be segregated into five dimensions. This is an internationally recognised as a method used for understanding and interpreting cultural differences (Geert, 2019). 
AK is a taxi company also, but it is a slightly smaller organisation compared to A2B. By using the above mentioned method the culture of AK can be identified and compared to A2B. The first comparison will be made on the power distance index (PDI), in relation to whether both companies have a high or low PDI. AK and A2B have a high PDI, as the structure of the organisations is hierarchal and each individual knows their position is different to others in the organisation. By having a low PDI, the companies are aware of the manager’s positions and the importance of respecting and listening to the manager is widely accepted. 
In addition, the next dimension is related to the relationships the organisation has with people within the community and this is either classed as having a high IDV or a low IDV. Both organisations have a low IDV as this is the best environment for the employees to work in. A2B and AK both are encouraged to maintain harmony and peace within the organisation for example between the drivers, so that less complications or issues arise in the business. This also overrides the moral issues that may occur. 
Furthermore, the next dimension looks at the distribution between the females and males roles. Again in this cultural dimension, both AK and A2B are similar. In reference to this cultural dimension, AK and A2B have high MAS. This is because the organisation is comprised of males and the achievement and money is very important to the employees and other members of the organisation. 
In relation to the uncertainty avoidance index (UAI), A2B has a high UAI and AK has a low UAI. A2B has a high UAI is because the structure of the organisation is conservative and rigid. Also the employees are concise about what the organisation expects from them but also encourage the employees to be creative when required. AK has a low UAI because open to innovation and change.
AK and A2B have a long term orientation because the organisations have strong convictions and the rights and values of the employees and organisation is emphasised. 
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The following information is related to the information about what changes A2B can make so that their culture can improve:
1. For the benefit of the environment, the company should encourage to take on drivers whom have electrical cars.
2. The company should provide high level of training, so that they are sure that the drivers are fully ready to be representatives of the organisation 
3. Issues raised by drivers and customers should be dealt with justly, whether it be the fault of the customers or driver, in order to maintain their loyalty and the image of the organisation
[bookmark: _Toc40370369]Conclusion

To conclude based upon the information which has been obtained and provided in this piece of writing it can be stated that the workplace culture of A2B is moderate but requires improvements. The good side of its culture can be seen by the high rating the drivers receive (Oliver, 2011). Using this taxi service is much safer compared to other companies e.g. Uber, because the company invests in the safety of the drivers and the customers. However A2B needs to overcome the disadvantageous external factors affecting its business where possible. The taxi industry does have several product substitutes which mean that customers are resorting to using other travelling services such as trains and buses. This can be overcome by the taxi company showing the customers that taxi is a better vehicle to choose if they invest in electronic cars as it would not contribute to the environment negatively. 
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