1. Introduction 

Growing up a business to be at the global level and fight competition, takes a lot of effort and perseverance. To be able to promote employability and grow the economy nation wise, a corporation has to be seen as global and be the main factor for development (Chibba, 2012).
According to Czinkota et al.(2004) cited by (Chibba 2012) "Global business consists of transactions that are devised and carried out across national borders to satisfy the objectives of individuals, companies and organizations".  Globalisation and business can be at a both national or international level, they are linked tougher closely and is defined as the products and services of different natures and qualities, produced and distributed worldwide. There are different opinions on this subject, one of them is that it is a long term process and it has ancients roots, the other perspective is that globalisation started five centuries ago in the early capitalist system. The third one stated that it began in the 19th century, the forth one explains that it occurred when the communist ideology collapsed, so people started to explore the term of globalisation and the fifth one describes that is has five elements, “internationalisation”, “liberalisation”, “universalisation”, modernisation” and “deterritorialisation” (Chibba, 2012).
This report examines the entrance analysis of Jaguar Land Rover to a non developed country, which in this case is Nigeria, followed by the strategies, opportunities and treats that this company may have in the developing movement and will explain using Pestle, Porter’s Five Forces and SWOT, how the company may be or may not be affected, also including examples.

2. Jaguar Land Rover – international business 

Balko (2018) states that an enterprise that is multinational can be defined as an corporation which is engaging in foreign direct investments (FDI) and has the scope of developing a value chain in multiple countries. Internationalisation is the process of the operating cross-national and equally evolving  the “commitment of resources and the adaptation to foreign markets, affecting the future internationalisation strategies of the company”. Jaguar Land Rover is a multinational automotive British company that has the same wish. The company is focusing on the home market, but in addition it is using the experiences and acknowledgements in order to satisfy the needs and wants of the external markets (Balko, 2018).

3. Business environmental analysis of Jaguar Land Rover 

Business is considered to be an economic activity that has the aim of gaining a source of income trough buying and selling products or services. Environment means surrounding factor (Hans, 2018). Therefore, Business Environment refers to all the external and internal factors that have an impact on the development of the company.
The internal environmental analysis of Jaguar Land Rover has the attention on the factors that are inside of the business, such as employees and leaders approach, the culture of the company (UKEssays, 2018).
The external environmental analysis it is focused on the factors that are outside of the company, such as the suppliers, buyers, competition (UKEssays, 2018).

4. Organisational strategy of Jaguar Land Rover

This strategy is used by organisations to help themselves be organised and identify, evaluate and question their aims and goals to increase their business success. The next level of the business strategy is how the company is analysing their competition and what master plan they develop for their products and/or services to reach the customers needs and wants (Miles, et. al., 2003; Batal, 2014).
Jaguar’s Land Rover strategies were developed until 2020, implementing the environmental and social responsibility. One of their main objectives in regards of the social responsibility was to create more jobs opportunities for the communities with the hope of finding talents and the skills need for the company to evolve. As for the environmental responsibility the business aimed to design sustainable products that would save the environment by upgrading the fuel and tailpipe CO2 (Batal, 2014).

5. Nigeria – developing country 

Nigeria is located on the Gulf of Guinea and is considered to be a sovereign country. It has a tropical climate and it has the biggest population of 160 million and a rapid population increase estimated at about 3% (Onah, 2014).
Nigeria has so many resources and is a good example of missed opportunities in its economic development even if it has wealthy resources such as oil, and it’s been discovered that the African country has been more diversified before finding the big amount of oil reservoirs. The community is explaining that their main issue on the development is corruption, therefore the infrastructure and agriculture sector are fighting to find the best strategic plan to push the Nigerian government to take the right decision for the needed development of the country (Smart, 2014).

6. PESTLE ANALYSIS 

· Political factors 
Jaguar Land Rover needs to analyse the political and governmental stability and instability of the country, the possible conflicts and asses its influence on the automotive industry. The company has to consider any important and export regulations, tariffs, or trade agreements that may affect their operations (Adodo, 2017; Adeoje, 2016).

· Economic factors 
Jaguar Land Rover has to evaluate Nigeria’s economic growth rate and its impact on the luxury cars market and consider the purchasing power and disposable income of Nigerian consumer to determinate the market potential. The business needs to assess the stability of exchange rates and their influence on the cost of imported vehicles (Adodo, 2017; Adeoje, 2016).

· Social factors 
The company is in need to understand the preferences of Nigerian consumers towards the luxury cars and the brand perception, it is important for the brand to analyse the population demographics, such as age, distribution and income levels, to be able to identify the target markets. Jaguar Land Rover has to consider the cultural aspects that may impact sales and marketing strategies, such as local traditions, language and lifestyle (Adodo, 2017; Adeoje, 2016).

· Technological factors 
Is important to evaluate the state of Nigeria's transportation infrastructure, including road networks and availability of charging stations for electric vehicles and to consider technological advancements in the automotive industry and how Jaguar Land Rover can leverage them in the Nigerian market. Company should examine the level of internet penetration and connectivity in Nigeria, as well as the potential for connected car technologies (Adodo, 2017; Adeoje, 2016).

· Legal factors 
The business should analyse the Nigerian laws and regulations related to the automotive industry, including safety standards, emissions regulations, and intellectual property protection, consider employment laws, labor rights, and potential labor disputes that may affect Jaguar Land Rover's operations in Nigeria. Evaluation of tax policies and incentives related to the automotive industry, including import duties, corporate taxes, and incentives for electric vehicles is mandatory for the business to succeed (Adodo, 2017; Adeoje, 2016).

· Environmental factors 
Assessment of the impact of Nigeria's climate on vehicle performance and the demand for specific features, such as all-terrain capabilities, considering the environmental regulations related to emissions and fuel efficiency standards that may impact Jaguar Land Rover's product offerings. It is important to gauge the potential for sustainable practices, such as electric vehicle adoption or renewable energy usage, in Nigeria (Adodo, 2017; Adeoje, 2016).


7. PORTER’S FIVE FORCES
· Threat of New Entrants:
The luxury car market in Nigeria may have a moderate threat of new entrants due to factors such as high capital requirements, brand loyalty, and established dealership networks. However, if the barriers to entry are relatively low, new competitors could emerge, increasing competition for Jaguar Land Rover (Adodo, 2017; Adeoje, 2016).

· Bargaining Power of Buyers:
Buyers in the luxury car market in Nigeria may have moderate to high bargaining power. This is because they have access to various luxury car brands and can easily switch to alternatives if they perceive better value or experience issues with Jaguar Land Rover's products or services. Jaguar Land Rover needs to maintain high customer satisfaction and differentiate its offerings to mitigate this power (Adodo, 2017; Adeoje, 2016).

· Bargaining Power of Suppliers:
Suppliers in the automotive industry, such as those providing components, may have moderate bargaining power. While there may be multiple suppliers available, certain specialized components may have limited options. Jaguar Land Rover needs to maintain good relationships with suppliers and potentially explore partnerships to ensure a stable supply chain (Adodo, 2017; Adeoje, 2016).

· Threat of Substitutes:
The threat of substitutes in the luxury car market in Nigeria may be relatively low. Luxury vehicles often provide unique features, performance, and prestige that may not have direct substitutes. However, indirect substitutes such as high-end SUVs or other luxury brands may still pose a moderate threat. Jaguar Land Rover needs to continuously innovate and differentiate its offerings to maintain a competitive advantage (Adodo, 2017; Adeoje, 2016).

· Competitive Rivalry:
The competitive rivalry in the luxury car market in Nigeria may be high. Jaguar Land Rover faces competition from other luxury car brands, both domestic and international, which may offer similar products and services. It's important for the business to focus on its unique selling points, brand reputation, and customer loyalty to stay on top in the market (Adodo, 2017; Adeoje, 2016).


8. SWOT analysis – internal factors and external factors

· Strengths:
Jaguar Land Rover (JLR) is a renowned and respected luxury automotive brand globally, known for its high-quality vehicles and rich heritage. The company offers a diverse range of vehicles, including luxury sedans, SUVs, and sports cars, providing options for various customer preferences and market segments. JLR is known for its innovation and advanced technology in the automotive industry, including features like advanced driver assistance systems, smart connectivity, and electric vehicle technology. The business has a strong global presence and a well-established dealership network, which can facilitate market penetration and distribution in Nigeria. Land Rover vehicles are famous for their off-road capabilities, making them well-suited for Nigeria's diverse terrain and challenging road conditions (Kiambi, no date; Abiodun and Rashidat, 2013).

· Weaknesses:
JLR vehicles are positioned as luxury brands, which might make them less affordable for a significant portion of the Nigerian market, limiting their customer base. The lack of local manufacturing facilities in Nigeria may result in higher import costs and potential supply chain challenges, impacting the affordability and availability of the business vehicles. The company’s current product lineup primarily consists of fuel-based vehicles, which may face challenges in a market increasingly focused on sustainability and electric mobility (Kiambi, no date; Abiodun and Rashidat, 2013).

· Opportunities 
Nigeria's automotive market is expanding, including the luxury vehicle segment, presenting an opportunity for Jaguar Land Rover to tap into a growing customer base. The increasing disposable income of the Nigerian population can drive demand for luxury vehicles, such as those offered by them. The ongoing development of infrastructure, including road networks and charging stations, can support the adoption of electric vehicles in Nigeria, offering an opportunity for JLR to introduce its electric models (Kiambi, no date; Abiodun and Rashidat, 2013).


· Threats 
Nigeria's economy faces various challenges, including currency fluctuations, inflation rates, and political instability, which can impact consumer spending and overall market conditions. JLR faces competition from other luxury automotive brands already established in Nigeria, as well as local and international brands offering alternative options to consumers. Import duties, taxes, and regulatory policies can increase the cost of imported vehicles, potentially affecting businesses pricing and competitiveness in the market (Kiambi, no date; Abiodun and Rashidat, 2013).



9. Strategies for the company to succeed in Nigeria

One of the most important strategy that Jaguar Land Rover has take in consideration when merging to Nigeria is to evaluate the local conditions and requirements. For example, to adjust the suspensions, tires and the engine for the cars to be able to handle the Nigerian road infrastructure and climate. 
The company can attract the possible customers by bringing competitive prices that aligns with the purchasing power of the Nigerian market and by providing value for money. Additionally, JLR can also focus on providing excellent after-sales services and maintenance support to build customer loyalty.
The social responsibility is another important factor in the development of the company. For example, if we see a business that is involving in to supporting the educational system or implementing road safety problems, most of the time this help by enhancing the brand reputation and goodwill. 
Any company that wishes to succeed by extending to another country should invest in research and development with the scope to introduce new technologies and features that align with the evolving need of that country, which in this case is Nigeria.

10.  Conclusion 

Jaguar Land Rover's decision to move into Nigeria can be highly beneficial for several reasons.
Firstly, Nigeria is the largest economy in Africa, with a rapidly growing middle class and increasing consumer purchasing power. 
Secondly, Nigeria has a substantial demand for high-quality vehicles due to its expanding urban population and the need for reliable transportation. By establishing a presence in Nigeria, Jaguar Land Rover can tap into this demand and cater to the growing aspirations of Nigerian consumers who desire luxury vehicles. Furthermore, Nigeria is rich in natural resources, particularly oil, which has contributed to the country's economic growth. This creates an environment where individuals and businesses have the financial means to invest in luxury goods, such as Jaguar and Land Rover vehicles. Another advantage is that Nigeria is strategically located in West Africa, providing Jaguar Land Rover with a gateway to access neighboring countries in the region. This opens up the potential for further expansion and market penetration beyond Nigeria's borders, enhancing the brand's reach and visibility. Additionally, by establishing manufacturing or assembly plants in Nigeria, Jaguar Land Rover can benefit from cost savings through local production, reduced import taxes, and lower transportation costs. This can make their vehicles more competitive in the Nigerian market and increase their profitability. Moreover, entering the Nigerian market allows Jaguar Land Rover to create employment opportunities and contribute to the country's economic development. This can help build a positive brand image and establish strong relationships with local stakeholders. Moving into Nigeria can be highly advantageous for Jaguar Land Rover. The country's growing economy, expanding middle class, demand for luxury vehicles, strategic location, and cost-saving opportunities make it an attractive market for the brand's expansion.












