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Introduction
Car manufacturing industry is one of the largest industry sectors across the globe. Over the years the industry has been success in achieving high developments and growth. Reports estimate that by 2030, the industry will attain a growth of over 3500 billion of USD from the present 2,700 billion USD. This growth is expected to take place at a CAGR or compound annual growth rate of nearly 3 percent showcasing high growth potential and prospects for the future years (Nagy and Jámbor, 2018). The following report will discuss and highlight the major forces that helps in shaping the car manufacturing sector along with identification of the key changes. The opportunities as well as the challenges presented by the forces will also be discussed in the report. 
Analysis of the major forces shaping the industry sector 
In order to understand the major forces that helps in shaping the car manufacturing sector, specific frameworks must be applied as discussed as below;
PESTLE analysis 

                             Fig: PESTLE analysis (source: Perera, 2017)
The PESTLE analysis helps to understand the parameters that have a direct as well as indirect impact on the activities of a firm such as Toyota in the car manufacturing industry market of United Kingdom (UK). These factors have been briefly discussed as below;
Political and legal factors: Stable political structure of UK makes the market conflict and dispute free. However, with the increasing governmental norms and regulations on the car manufacturing industry sector can be a concern for organizations such as Toyota. This includes the new enforcement laws in UK regarding the carbon emission from the automobiles and vehicles (Law, 2017). In addition, the aggressive taxation policies specially on the imported cars can be a concern for global car brands such as Toyota. These restrictions is of high concern for Toyota across the major markets across the globe. The political stability in majority of the emerging as well as major markets across the world increases the business opportunities for the car manufacturers. 
Economic factors: Considering the perspective of economy, post the referendum of Brexit, UK has shown increasing economic weakness along with potential recession and failing of productivity. In addition, the external environment has also dried up with declining customer and business confidence with Pound falling over nearly 10 percent as compared to Euro (Subhani and Osman, 2020). 
Social factors: The popularity of driving own vehicles is fast increasing across the global market. This has presented a high opportunity to the car manufacturers to focus upon innovation and introducing new car models for the global audience. However, considering the current market scenario after COVID 19, the global sales of automobiles in 2020 fell to 64 million of units. However, it is expected that by end of 2021, the global sales will substantially improve to over 60 million of units globally. 
Technological: Technology used in car manufacturing has expanded and developed extensively. Starting from artificial intelligence (AI) for information and communication technology (ICT), the technologies have helped to create new and advanced innovations in the market such as the self-driven technology which is considered to be future of the market. Technology growth has also enabled the development of electric cars that can help the tackle the issue of growing carbon emissions across the globe (Covarrubias, 2019). 
Environmental factors: The current awareness regarding environmental protection and safety, governments across the global car manufacturing market, has imposed strict emission norms, policies and guidelines. These have a high impact on the car manufacturing sector, making it obligatory for the car manufacturers to abide by such policies and work towards emissions from the automobiles designed and developed. Such policies can different across the international market operations. For example; in UK and Europe, car manufacturers are required to follow protocols of Light vehicle Testing Procedure (WLTP) and Regulation (EC) 443/2009. 
Porter’s five forces Analysis 

                           Fig: Porter’s five forces (source: Bruijl, 2018)
The implementation of the Porter’s five forces will help to determine the competitive forces within the car manufacturing sector that effective influences and shapes the overall industry market effectively. The five forces have been discussed briefly as below;
Strength of the suppliers: The suppliers have low strength in the car market making the force low impacting for the car manufacturing organizations. The raw materials needed for the manufacturing can be easily procured and has easy availability. The costs or expenses of switching from one supplier to the other is less expensive as compared to other industry sectors. Therefore, suppliers are often required to work with global brands such as BMW, Toyota and others obliging the standards and rules set by these brands (Vošta and Kocourek, 2017). 
Bargaining power of buyers: Considering the wide range of products and brand availability that can suit the needs of diverse customer segments across the globe, the customers in the market can have a high power in regards to bargaining. The customers in present market are spoilt with choice which can act as a strong force. Therefore, it has become important for the car manufacturers to identify and fulfil the changing market trends and customer demands to appeal to the targeted audience across the global car manufacturing industry market. 
Threats of substitutes: In the car manufacturing sector, there is a weak threat from the respective substitutes making it a low impacting force. Irrespective of the availability of public transport, people across the globe desire to own their own automobiles for convenience and safety. However, there is a low threat from the daily commuters preferring the use of alternatives such as public buses, taxis, trains and others. 
Threats of new market entrants: This acts a very low impacting force as minimal threats are faced from new entries to the respective market. This is because considering the complexity of the car manufacturing sector, it is very difficult for new entrants to establish in the market and compete with the bigger operating brands (Fuente, 2020). This is due to the restraints of high capital, need for expertise and manpower along with lack of proper networks and channels in the market including the limited access to the production inputs. This directly makes the new entrant threats in the market relatively low. 
Industry rivalry: In the car manufacturing sector the market competition and rivalry are intense making it a high impacting force for the organizations in the market. Each of the organization are engaged in close competition with each other focusing upon optimizing costs, sustain the brands and differentiate the products from the competition. Considering the top names of car manufacturers there is a huge competition among brands such as Mercedes, Tesla, Audi, BMW, Toyota, Ford and others. 
Analysis of changes in the car manufacturing industry sector 
Over the years the car manufacturing sector has undergone some key changes which have helped the industry to attain a high growth and development with high sustainability. Some of the core changes in relation of the industry sector have been presented below;
Self-driven car technology
The technological growth and advancements especially in the field of artificial intelligence (AI), has been effectively useful in introduction of self-driven car technology that offers smooth, safe and seamless experiences for the customers. The self-driven cars have the capability of reducing the number of road accidents along with helping to develop and introduce much more innovative and futuristic cars to the market (Bharadwaj, 2018).
Autonomous technology
The integration of autonomous technologies in modern day cars are also an example of high technological changes and innovation within the global car manufacturing sector. One such example is the use of Autonomous Emergency Braking (AEB). The AEB systems are seen to be using the radars, lidar technology can cameras for assessment of the road conditions informing the driver of avoidable collisions with AEB braking on driver’s behalf. Such technologies have improved and developed the safety of the driver and the passengers (Lee, 2017).
Electric Cars
The high environmental awareness and concerns of reducing pollution has catered to the new innovation of electric cars. Electric cars equipped with smart technologies are becoming increasingly popular across the world owing to their ease of use, no carbon emissions and much cheaper alternative to the spending on fuel in regular petrol or diesel cars and vehicles. 
Opportunities and challenges of the forces 
Opportunities
The technological growth and developments deliver high business opportunities to the car manufacturers across the globe. The technology can be used to foster innovation and introduction of new cars with advanced features, reducing costs through automation of the production and manufacturing along with delivering much fuel effective and efficient cars with low environmental impacts. The available technologies such as IT and AI is properly used can help a car manufacturer to generate a wide appeal in global market with a differentiated brand presence. One such example is the electric car models from Tesla that has a high global appeal (García-Madariaga, 2017).
The popularity of cars and the increasing sales of cars and automobiles across the globe, enables the car manufacturers to develop new products or target newer and emerging markets and develop the products that can appeal to wider segments of consumers. For example; Tesla has planned to enter in the emerging market of India after a huge success in other international markets.
The low supplier power in the market also enables the car manufacturers to have a proper control over the suppliers. This can effectively help in the context of assuring good quality control and ethics across the supply chain, which in turn is capable of adding to the corporate reputation of the brand across the international market effectively. 
Challenges 
Some of the challenges that are presented by the forces as identified in the previous section of the report can be identified as below;
The increasing emission norms and stricter guidelines and policies across the global markets make it necessary for the car manufacturers to oblige by the emission standards and norms which can vary across international markets. This can lead to higher costs or expenses and can reduce the profitability of the car manufacturers. 
The intense competition and rivalry possess a constant threat to the competitive advantage of car manufacturers across global markets (Rao, 2017).     
Positioning of firms for gaining competitive advantage in the industry 
In order to effectively sustain in a competitive car manufacturing industry sector, firms must adopt strategic approaches for the purpose of gaining and protecting their competitive advantage in respective marketplace. Some of the approaches have been briefly discussed as below;
Firms such as Toyota, Mercedes, Audi and others continuously focus upon attainment of brand differentiation which can help to create and maintain the competitive advantage in the market. This is achieved by introduction of new and innovative technology, designing and concepts which are highly capable of developing the brand or product buzz in the global marketplace. The market is also seen to be changing rapidly (Gamble, 2019). Therefore, in order to address the changes and requirements in the market, the car manufacturers also effectively focus upon implementing strategic changes within the organization to improve performance, competitiveness and user or customer service experience. These helps the organizations to create and develop a reliable brand perception among the customer segments resulting in a competitive advantage in the market. 
Conclusion 
The report has purposefully explained and identified the overall forces that influence as well as shapes the global car industry market. The different changes that have taken place over the years in the respective industry sector has also been clearly analysed in the report. The overall opportunities as well as the challenges presented by the identified forces have also been discussed. From the an analysis it is evident that such forces can have both positive as well as negative influences on the car manufacturing industry sector. 
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[bookmark: _Toc63522411]Introduction
The COVID 19 Pandemic has directly influenced a number of business sectors across the globe. In the context of UK, the strict lockdown rules and guidelines in UK have resulted in significant business losses for different industry sectors including both the large scale as well as small scale businesses. This report will focus upon understanding the changes that has been made and implemented by business organizations for the purpose of addressing the business challenges. In this aspect, the analysis will be presented from the perspective of McDonald’s operating in the fast-food industry of UK. 
[bookmark: _Toc63522412]Analysis of the business environment
Before the changes can be identified and analysed, it is important to assess the business environment and understand the forces that has impacted the industry in the times of COVID 19 pandemic. The busines environment can be briefly analysed through the following frameworks as discussed briefly;
PESTLE analysis
During the pandemic of COVID 19, the government implemented strict protocols and regulations, restricting movements and brining the nation in a state of lockdown. Essential businesses such as food sector must comply and oblige with the new government protocols to reduce the transmission of the virus. This has resulted in increased operational and business expenses for the fast-food businesses in UK. Considering the perspective of economy, the pandemic has resulted in lowering of income for UK households in addition to increasing unemployment in the nation (Nicola, 2020). This has also resulted in decrease in the spending power of the consumers or buyers in the market that can lead to low sales for the businesses operating within the context of the UK fast food industry sector such as McDonald’s. However, the technological developments in the market have added to the advantage of food businesses in UK. With growth of online sales and online ordering of food, the digital and e commerce media can be effectively used and integrated by the food businesses operating in UK such as McDonald’s, to cater to the changing demands of consumers. This also helps in delivering of the food to the buyers with high convenience and no contact delivery to maintain the safety guidelines and protocols in times of COVID 19 and stop the transmission of the virus. Now considering the perspective of environment, the food businesses in UK, such as McDonald’s need to maintain a secured and safe environment for the employees as well as customers. Protocols such as temperature checks, wearing of masks must be promoted to address the pandemic situation in UK. 
Porter’s five forces analysis  
During the COVID 19 pandemic the bargaining power of the suppliers have increased. This is solely due to the restrictions of movements of goods along with the fluctuation of the prices of the raw materials. In addition, the bargaining powers of the customers are high as before with the increased preferences to order food online rather than visiting restaurants and joints. The pandemic has also resulted in McDonald’s facing a high threat from substitutes such as home cooking which has increased during the pandemic. So, there is high chance of losing business to alternatives or substitutes such as home cooking (Mitchell and Collison, 2020.). The threats from new market entries are low. However, the rivalry and competition in the industry is very high as all the competitors have devised and implemented their own strategic changes to meet the negative consequences and impacts of COVID 19 pandemic on the fast-food industry market effectively. Therefore, in such challenging situation and times it has become necessary for the fast-food businesses in the UK market to develop and implement sustainable changes to meet the changing requirements of market during and post COVID 19. 
[bookmark: _Toc63522413]Analysis of changes made during COVID 19 Pandemic
The COVID 19 pandemic has significantly left the food business sector in a complete disarray with most of the small businesses operating within the sector failing to achieve profits even to run their business successfully (Aday and Aday, 2020). This has been due to the restrictions of lockdown and the unwillingness among people to go put to dine in restaurants in fear of being infected by the virus. Although this has resulted in lower in-house sales for the food businesses and restaurants across UK, the situation has also developed other opportunities to sell such as the increasing demands of customers towards online food delivery and pick up and takeaway services. This has opened new business dimensions for the businesses within UK fast food industry sector with the need to implement some specific changes. Some of the changes that has been implemented by McDonald’s to address the challenges of COVID 19 Pandemic has been discussed briefly as below;
· Analysing the consumer focus shift from dining out towards ordering food online, McDonald’s have designed their own online and digital platform to make it possible for the customers to order online food. The brand has developed their own application which can directly help the customers to order food from McDonald’s through the application. This specific strategy was done to ensure the safety and security of the customers as well as the respective staffs and employees in the organization. In addition, such a strategy has also been useful for the purpose of minimizing the weekend revenue loss as customers can easily order from the comfort of their home.
· Considering the fact that social distancing norms and protocols have reduced the capacity of restaurants and most outlets remaining empty, McDonald’s have also focused upon improving the speed and responses of the pic up and takeaway delivery services by appointing more staffs and employees. This has been done for the purpose of reducing the wait time for the buyers and customers during picking up food from the outlets of McDonald’s across UK (Mayasari, 2020).
· McDonald’s has also recruited new staffs and employees for the purpose of improving the delivery network for the purpose of reaching out to wide segments of customers or buyers in the market. This has also been done to improve the speed and efficiency of the food delivery services so as to achieve a high level of customer satisfaction and good service experience for the customers.
· McDonald’s have also been effective in the perspective of developing training and developments for the staffs and employees in UK. The training programs are aimed towards making the staffs aware and knowledgeable regarding the precautions and measures to take for their own safety as well as customers during the pandemic. This includes the wearing of masks, social distancing, sanitization of clothes and delivery vehicles, kitchen sensitization and others. These changes have been done so as to ensure that the risk of virus transmission is mitigated and minimized during food delivery. In addition, temperature checks are also conducted for all the staffs and employees including the delivery personnel for increased health safety and security (Leone, 2020).
· In addition, to the above identified changes, McDonald’s have been focused upon making some changes in the respective restaurants or outlets across UK. For example; the seating capacity in the restaurants have been reduced to adhere to the norms and protocols of social distancing. It ensures that customers are seated apart from each other by 6 foot as per the protocol. In addition, prior to entering the restaurant and outlet customers will have to go through proper temperature checks and will be sanitized as needed. The waiters, kitchen employees, cashier and others working in the restaurants will have to wear masks while serving the customers and consumers. The organization has also arranged for periodic supervisions and inspections to ensure that all the COVID 19 protocols and guidelines are followed at all outlets of McDonald’s in the fast-food industry market of United Kingdom (UK). 
The overall sustainability of the identified changes as discussed above have been briefly analysed and presented in the next section of the report. 
[bookmark: _Toc63522414]Understanding the sustainability of the changes
The above changes implemented by the organization of McDonald’s operating in the UK fast food industry have the potential of contributing to the business growth and sustainability in the future years to come. The sustainability of the respective changes implemented can be further explained as below;
· The effort to develop and improve the online delivery of food and services have been useful in catering to the needs of the customers amidst the pandemic. It also has the potential for enhancing the longer termed profitability and sustainability of McDonald’s in the UK market. Reports and statistics highlights that more and more people in UK are preferring to order food online rather than leaving the safety of their homes during the pandemic. Therefore, such a change is useful for boosting sales through online delivery. In addition, considering that the fact the customers in the UK market are tech savvy and have access to internet and digital platforms, such a strategy of delivering online through the own self-made application and website can help McDonald’s to reach out to wider customer segments in the respective market (Leone and Gittelsohn, 2020). Such kind of a strategy is said to be effective and efficient in attracting newer customers who may search for online food services and options to choose from during pandemic. This can help to increase the customer base and further increase sales and revenues in the future years. If McDonald’s is successful in delivering of the promised services through establishing of proper network and delivery and hiring new delivery personnel, it can lead to high customer satisfaction. This positive customer service experience and the effort made by the organization tom serve the customers in the market can cater to the improvement in brand identify and recognition of McDonald’s in the respective industry market effectively. This can ensure positive business sustainability in the future. 
· The security protocols and guidelines such as wearing of masks, social distancing, sanitization of clothes and delivery vehicles, kitchen sensitization and temperature for all the staffs and employees can help to safeguard the safety and security of the employees as well as the customers during the pandemic. The training and development is also important to make the staffs aware about the safety protocols and how-to avoid the virus transmission for added safety. Although the restaurant has reduced the seating capacity to maintain the norms of social distancing it is sustainable to reduce the gathering of people in restaurants which can create a high safety issue and breach of the COVID 19 protocols and guidelines (Ahn, 2020). This sustainable measure of reducing the seating capacity and maintaining distance between the guests can also help McDonald’s gain the customer confidence and encourage the customers to have safe eating and dining experience outside their homes in a safe, friendly and secured environment. Considering the discussion presented in the section, it is evident that the changes undertaken by McDonald’s can be considered to be highly sustainable. 
[bookmark: _Toc63522415]Recommendations
There are some recommendations that can also be offered to McDonald’s regarding change implementation. For example; the changes can also be implemented to boost the corporate brand reputation by involving in corporate social responsibility (CSR) practices.  Many of the households in UK have lost their income and livelihood owing to the lockdown restrictions during COVID 19. Therefore, the organization can involve in delivery of food to the deprived and poor communities in UK as a part of social and community service. This can help McDonalds to make valid contributions to the society, and gain a positive corporate or brand image in the market which is important to make the brand highly sustainable in the future years to come. 
[bookmark: _Toc63522416]Conclusion 
The organization of McDonald’s have been successful in making valid and sustainable changes for the purpose of catering to the challenges and issues presented by the COVID 19 pandemic. These changes are useful and effective in enabling the organization to maintain their positive business developments and outcomes in the future. 
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