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[bookmark: _Toc1]Introduction
Apart from its huge growth in the last century, the global automotive industry is remarkable for so many things. Innovation and technological growth have been a long history in the automotive sector. It has continued to spend on technologies, which will help people drive safer and better. Although today's situation is more challenging and more competitive, growth is very strong in the industry. The environment of the industry is evolving and regulatory problems, apart from cost increases, are making the situation more challenging for car producers. Environmental analysis is very important in any organisation's making of informed strategic decisions. It must be at least an informed decision if strategic decisions are to succeed (Izzaty and Sastra, 2019, June). Different external analytical techniques are available, each with different yet valuable details.

[bookmark: _Toc2]PESTEL Analysis of Car Manufacturing Industry
[bookmark: _Toc3]Political Factor
International governments impose stringent safety standards in the automobile industry. These regulations not only regulate the manufacture of motor vehicles – providing for unique design standards, for example, seat belts, to ensure protection for passengers – they also affect those behind the wheel. This makes it harder to start up a new automotive company that helps existing brands hold their position on the market. Governments are also still very involved in the latest and current vehicles' pollution figures. This is yet another regulatory leap for automakers, along with other environmental issues.
[bookmark: _Toc4]Economical Factor
Generally, during good financial times, the industry is expected to sell more cars and less during the recession and the long period of economic downturn. As a global trend, every year people around the world earn more and more money. This means that they are investing more on consumer goods like electronics and cars, of course. This growing demand for motor vehicles will ultimately result in more cars being sold and the car industry becoming even more profitable for its respondents.

[bookmark: _Toc5]Social Factor 
Car buyers now prefer cars that are environmentally friendly and are ready to pay a premium for them, particularly in big cities in Western Europe and America. The fact that one or more motor cars are now the rule in emerging nations, such as the United States, Canada and a great deal of the European Union, is becoming common for families across the globe (Rahman, 2019). Part of this is a psychological phenomenon: it is not because not all of us can take off on motorcycles or cars, but rather because it is what is expected of us, we prefer to drive motor vehicles.
[bookmark: _Toc6]Technological Factor
Generally, the technical development in the automobile industry is motor vehicle safety. It wasn't until the 1980s that seat belts were required; also, lower car manufacturers were forced to start airbags working in their models by the beginning of the 2000s (Chen and Kodono, 2012). The fundamental technology is not only improving performance in the sector, however. More recently, automakers have been adding emergency braking assistance devices to their cars, which decreases the possibility of front-end accidents considerably.
[bookmark: _Toc7]Environmental Factor
Environmental research has now been very relevant because automobile buyers and the government have become mindful that the Government has already limited the overall carbon dioxide emissions for a vehicle for sale. In addition, when making a buying decision, consumers take into account the use of car gasoline. Carbon dioxide is one of the automotive industry's most serious environmental pollutants (Kagawa et al., 2013). Via the greenhouse effect, which plays a significant part in global climate change.
[bookmark: _Toc8]Legal Factor
The government, like other industries, regulates the car industry. This requires them to obey all the laws that the government of the land enacted and enforced. A successful idea is a carbon dioxide emission limit per vehicle and is unethical to sell any vehicles that do not satisfy this requirement on the market. The copyright issue also concerns the automotive industry in particular. Certain cars can be copyrighted, marked, or patent law, starting from their branding to even their shape. It is odd to read about legal confrontations in the car industry, but they do.
[bookmark: _Toc9]Product Life Cycle of Car Manufacturing Industry
The latest trends in the automobile industry show that market players face the challenge of progressively adopting marketing strategies, product development framework, supply chain and manufacturing to exploit the potential value of an emergent reality. In addition, it has seen established players in the market and service providers planning to accelerate progress in transformative technologies.
Sixty eight per cent of carmakers said their auto industry life cycles for goods were below two years when we carried out the initial report. This figure has steadily increased to 71% in the last year. The largest change was in particular in the 12-18 month period, which took the production time of automobile goods closer to consumer electronics.
While for businesses of all sizes the bulk of automotive product production times have shortened, it seems they have difficulties with improvements (Lambertini and Mantovani, 2010). Both industries face difficulties in compressing their product production times by taking the top three positions in research, supply chain and manufacturing.
If patterns of the automobile industry in the last five years suggest some shortening of the product production cycles. Two out of three car manufacturers believe that in the next five years, their product life cycles will be quicker. This means that companies need to be cautious to overcome the problems they encounter while compressing their campaign schedules (Weyer et al., 2016).
The business is at a crossroads of challenges and prospects that are still present. It will be fascinating to see how the automobile industry the next decade progresses. Big improvements are coming and shorter life cycles for the car industry.

[bookmark: _Toc10]SWOT Analysis of Car Manufacturing Industry
[bookmark: _Toc11]Strengths 
Cars are prosperity and economic development. Cars help people to live, work and fly in ways that a century ago were unthinkable. Cars have business entry, hospitals, employment. About every car journey ends with a corporate deal or some other consideration for the quality of life.
Cars are prosperity and economic development. Cars allow people to live, work and travel in ways, which a century ago were impossible.
Automotive industries are rising R&D investments to push the next step of the development by the use of green energy sources such as solar, wind, etc. through the introduction of electric cars and alternative fuel such as shell gas, CNG or other fuels.
[bookmark: _Toc12]Weaknesses 
The car industry has changed over the last 3 to 4 decades from demand to supply. The vast number of models available, the heavy competition and the long list of choices from which to select offered consumers the ability to choose what they want.
In the hands of the government, the automobile sector has a growth rate due to regulations such as excise tax, no entry of non-state cars, a decrease in the validity and volatility of the fuel prices for registration periods. These factors often influence the industry's growth.
[bookmark: _Toc13]Opportunities 
Opportunities for the car industry include the optimisation of diesel engines and cost-efficiency strategies. Emerging economies will now become the key drivers of growth and thus the need for the hour for fuel-efficient vehicles.
For car firms, making strategic partnerships may be an insightful practise. They can distinguish their deals by leveraging advanced technologies and collaborations with other firms (Mayyas et al., 2012).
The automobile industry rolls three powerful allies. Market preference changes, improved safety and fuel efficiency regulatory standards, and improved information and data access. The demand for two-wheelers and small cars has also risen in nuclear families and will continue to grow.
[bookmark: _Toc14]Threats 
The existence of such a large number of car industry players results in intense rivalry, with each organisation eating in other players leaving no room for new players.
Macroeconomic instability, unemployment, joblessness and so on are economic forces which have long disrupted the automotive industry.
As mature markets are still overcrowded in this sector, building facilities, R&D centres in these markets are moving towards emerging markets. However, it has yet to draw on the ROI from such decisions.

[bookmark: _Toc15]Competitive Advantage in Car Manufacturing Industry
It is even more necessary to retain a competitive edge. The need for digitalization raises costs, but it is essential to progress in technologies and improved control of the supply and delivery chains at the same time as we see the strength of competition. A well-managing manufacturing and distribution chain offers the carmakers with strategic advantages. Equally critical is R&D and marketing. 
[bookmark: _Toc16]Brand Equity
Brand awareness may be a significant strategic source of profit. A host of automotive manufacturers with distinct marketing identities is on the market. There are many options for consumers, from luxurious to low cost (Ramamurti, 2012). Such brands have a sporty and trendy image, whilst others have a lower quality image. Responding in time to client demands and delivering a product that satisfies customer desires for design and functionality is an effective tactic to help marketers create a level playing field. Brand growth thus becomes a source of competitive advantage and allows you to withstand small and large shocks which otherwise could break the foundations of an automobile company in the long term. Brand awareness and market value are significant factors for supporting manufacturers in these days. 
[bookmark: _Toc17]Technology
The greatest driver of strategic advantage is technology in the 21st century. The demands are now strong and consumers want it all in one purchase. The software will only help you fulfil and exceed consumers' high demands (Bowonder et al., 2010). For other factors, technical advancement has also been significant. Environmental concerns in the automotive industry have become important and therefore manufacturers spend more on sustainability. Around the same time, the market for new technologies has also risen, which demands that companies spend more. Artificial intelligence has now been a catalyst in a variety of sectors, including the automotive industry.
[bookmark: _Toc18]Financial Stability
The brand's financial ability often dictates how quick or hard it is to satisfy the shifting demands of the industry. Another major challenge facing the automobile industry is the changing economic and strategic tide. The financial and economic system is more intertwined and an occurrence in one area of the world may have a potential impact not just on that country or sector, but also on another related economy in real-time. The condition has also been difficult for firms in recent years, with increasing guaranteed costs. The secure financial condition helps combat these powers and offers the wall against shifting conditions and a strategic edge. Compliance costs have also increased for the automotive marks and several additional risks add to operating costs. It decreases the reliance of an organisation on international financing and makes it safer from financial difficulties. Marketing investment is better for financially strong brands which, given intense innovation and competition, have become even more relevant.
[bookmark: _Toc19]Marketing Competences
The sustained growth of the automotive industry has been guided by creative communications capabilities. In cars, the competition has continued to grow and innovative marketing methods and capabilities have been needed. Car dealers seek to advertise their goods and brands on-platform, from conventional to social media. Marketers plan their campaign campaigns leveraging new platforms and technologies (Singh, 2012). Marketing companies are becoming more competitive as the amount of favourable attention that you generate concerning your product has positively affected sales. In addition to committed global and local marketing departments, a well-developed and comprehensive marketing strategy is also essential to compete. 

[bookmark: _Toc20]Conclusion
These have been some of the major competitive advantages for car brands. In comparison, small or large sources may provide a competitive advantage. The position of brand awareness and shareholding and the financial influence has increased since technology has become the biggest differentiator in the 21st century. The more the supply and delivery chain is firmly and efficiently controlled, the greater the market place. This is because the commodity consistency depends upon the efficiency of the supply chain and therefore relies on the delivery network for your global presence. In the car industry, AI's presence has changed many aspects, such as the way brands and customer service operations. The expectations are very high and each company needs multiple competitive advantage outlets to stay competitive. 
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