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1. Introduction 
Public transport is a big CO2 emission contributor around the world. Guided by political reasons, the automobile production is moving from internal combustion engine (ICE) automobiles to electric automobiles (EVs). Regardless of big fundings, EVs are less than one per cent of road automobiles in almost all countries. An internal combustion engine is a heat engine in which the combustion of a fuel happens with an oxidizer (most times air) in a combustion chamber that is an integral side of the working fluid flow circuit. Hybrid electric automobiles are generated by an internal combustion engine and an electric motor, using energy kept in batteries. The main benefits of a hybrid electric motor involve relatively less gas consumption and reduce CO2 emission than conventional gas or diesel-engine car or SUV. Electric vehicles (EVs), called battery electric automobiles as well, have an electric motor alternatively of an internal combustion engine. This electric motor brings many benefits such as no fuel needed so you can save the money for gas, environmentally friendly as it does not release pollutants, lower maintenance because it is an efficient electric motor, and it has a better performance. 
The value chain assists an organization to have a bigger efficiency so the organization can provide the most value for the last potential cost. Final objective of a value chain is to produce a competitive benefit for an organization by expanding productivity while keeping fair costs.
2. Peugeot – Value chain 
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The value chain strategy’s goal is to ease changes in company behaviour that grow the competitiveness of the chain and create wealth for all company’s members, by that means coming up with even economic growth.
Benefits of value chain can be the following: 
· Assist decisions for several company’s activities.
· Find out spots of ineffectiveness to be corrected.
· Understand linkages between various activities and areas within the company.
· Improve activities to maximize output and minimize organizational costs.
Five generic classifications of primary activities can be found at PSA Peugeot:
Inbound Logistics of PSA Peugeot are related with receiving, storing, and disseminating the inputs of the products. It can cover material handling, storing of physical products, planning to receive and store consumer’s information for digital media organization. 
Operations are activities that assist the company to convert raw material into finished products. PSA Peugeot takes outbound logistics to disperse the finished products to channel collaborators and final customers. Outbound logistics activities cover distribution network, warehousing, scheduling, wholesalers and retailers order fulfilment, and processing. 
Marketing and sales activities are advertising and promoting, marketing, sales force management, pricing, channel section, and so on.
PSA Peugeot needs to offer after sales services and maintenance for victorious usage of the product. Service activities for PSA Peugeot can be product forward and backend alignment of software, post sales maintenance, part supply, training, and installation services.
Support Activities of PSA Peugeot support the company’s Primary Activities. Porter (1980) divided the Support Activities into four broad classes and each class of support activities is divided into many different value activities that are particular to the industry in which PSA Peugeot works. The four generic support activities are presented as following:
Firm infrastructure support activities at PSA Peugeot consist of activities like finance and accounting, legal services, general management, planning and quality management. Firm infrastructure activities at PSA Peugeot brace all value chain, but the purpose differ because PSA Peugeot is a varied firm even within the industry. The finance and planning at PSA Peugeot are controlled at corporate level, and quality management, accounting and legal issues are controlled at business unit level.
In an environment where each company is trying to be a learning organization, Human Resources Management is the favourable outcome of any company. HRM supports activities like Recruiting, Selection, Hiring, Skill Assessment, Training and Development, People Planning and Compensation at both business unit level and corporate level. HRM influences competitive benefit in any company, but in some industries, it is deciding component.
Technology covers most activities in modern company. In the technology industry, technology expansion has become a source of competitive benefit. Technology expansion at PSA Peugeot can include feature design, component design, field-testing, technology section, and process engineering.
Procurement activities at PSA Peugeot can cover activities that are accepted to purchase inputs that are used by PSA Peugeot’s value chain. Purchased inputs can include raw materials, supplies, machinery, laboratory equipment, office equipment, and buildings. Procurement Activities need technology as well for things like procedures, vendor management, information system, and supply chain collaborator qualification rules and ongoing performance evaluation. 
3. Peugeot – Sustainable evolution
Peugeot was in 1898 the first big European producer to offer an electric type of a commercial automobile to local authorities and business. French manufacturer Peugeot has announced its intentions to deliver an all-electric model range in Europe from 2030. 
A product life cycle is the amount of time from a product is introduced to consumers for the first time until it is taken out from the market. A product’s life cycle is generally divided into five steps: development, introduction, growth, maturity, and decline. (Vernon, R., 1966)
From the design stage through to the end-of-life of the automobiles, Peugeot tries to restrict their effect on the environment. To follow the environmental standards, Peugeot focus to show the way in sustainable mobility and consequently devotes substantial means towards bringing down the ecological footprint of its automobiles. 
Peugeot continues to work on the improvement of petrol and diesel thermal powertrains. Groupe PSA is focusing for leadership in this area, with 30% of green materials generally per automobile. These materials are chosen consent with quality and safety standards. 
Peugeot’s recycling strategy is built on two key elements, regarding product development:
· Design for Sustainability
· Evolution and application of material cycles for automobile fabrication.

Development:
· Life Cycle evaluations.
· Durable material choices.
Production: 
· Utilize of recycled material.
Use:
· Disposal through concessions.
· Spare parts.
Valuation:
· Automobile valuation.
· Remediation and pre-treatment.
· European ELV Directive.
Peugeot design teams need follow the recyclability/valuation guidelines. Peugeot is using to build vehicles 30% recycled materials or biomaterials. Peugeot is making any effort to keep its quality of mechanical and thermal aesthetics and durability, and to undertake performance standards. 
All production plants of Peugeot have obtained the ISO 14001 certification, created in 1996, asks that plants put in place means of surveillance, control, and measurement of the impacts of the operations on the environment. It needs a continuous improvement for an appropriate training on environmental protection.
Peugeot is following four big standards of environmental management:
· Working with approved organisations to sort and collect automobile waste from the maintenance and repair activities.
· Network compliance with national and European regulations.
· Automobile waste is trackable until it is recycled.
· Sorting and collecting waste from maintenance and repair activities following the company’s end-of-life product management procedures. 
If the customers need to change a part of their Peugeot, can have less environmental impact if they choose a Standard Exchange part. Peugeot offer parts from a meticulous redecoration procedure with used parts from Peugeot automobiles. Peugeot is collaborating with approved dismantling organizations to collect and treat end-of-life motor automobiles of all makes in the best environmental conditions. The goal is to achieve a 95% recuperation cost with at least 85% reuse of parts and recycling of materials. 
Source: Peugeot.com
4. The impact of COVID – 19 on Peugeot
The pandemic had a rapid and big effect on the world’s integrated automobile industry. Signs cover a disturbance in Chinese parts exports, big scale manufacturing interruptions around Europe, and the access to fabric parts in the U.S. This is having big pressure on an industry already managing with a downshift in global request, and likely guiding to increased merger and acquisition activity. The effects of the automobile industry started in China, where sales jumped 71 percent in February 2020; by April, sales had dropped 47 percent in the U.S. and dived 80 percent in Europe.
Because of the pandemic, many dealers shut their sales floors to the public and involved with consumers over the phone, via videoconference, or by special appointment only, resulting a decrease on sales. Stated by the data assembled by Statista, the world automobile industry will increase by around 9 trillion dollars by 2030, of which 38% will be produced by new vehicles. (Statista 2022)
The business-related impacts of Coronavirus in automotive industry have attracted the interests of researchers and marketers. Overcoming the disadvantages of this crisis becomes the priority of many organizations like PSA Peugeot Citroen (PSA Group). The success in the marketing communication of different PSA Group brands including Peugeot (e.g., Citroen, DS, Opel, Free2Move) is related on understanding of customers perceptions. The necessity of social distancing after COVID – 19 resulted in bigger positive brand perceptions, possible bigger request for personal automobiles in the future, but moving from public transport to personal cars may cause an ethical dilemma for the responsible area of customers who have environmental sustainability worries. This conflict has an impact on Peugeot and its present and possible customers. However, launching and increasing awareness toward electric cars can be a solution for safety and sustainability considerations of customers. The closing of production and the small auto demand because of the pandemic will possibly have a negative impact over PSA’s revenue and cash flow in 2020. At the end of fiscal year 2019, Peugeot’s net cash was 10.6 billion euros. It seems the pandemic did not impact Peugeot’s planner union with Fiat Chrysler in 2021. The union with Fiat Chrysler can be important for Peugeot to grab recovery opportunities in markets like the United States and Brazil. Peugeot holds 17% of the market in Europe and for a better outlook it needs the production patterns to return to normal. PSA Group sales dropped by more than a quarter in 2020 because of the pandemic.
The pandemic had a big impact over the automotive and mobility industries, but they are starting to recover slowly. 
5. Electric vehicles – Peugeot 
Electrification is the first Peugeot strategy with the new Peugeot 308 which will have two rechargeable hybrid engines and SW estate version. Peugeot’s automobile range was 70% electric for the year 2021, including passenger cars and commercial automobiles. Peugeot wants to electrify 85% of the brand’s models by 2023, and 100% by 2025. 
Peugeot’s new electric and plug-in hybrid variety has permitted it to be the second best-selling generalist automobile brand in Europe in the first five months of 2021 and the third best-selling generalist brand in Europe for electrified automobiles in 2021. The Power of Choice strategy supports Peugeot to provide the technology that best satisfy customers’ needs in any given model: electric, plug-in hybrid or combustion. 
Because EVs is starting to be ordinary, the costs are dropping rapidly and there are a big diversity of advantages for drivers who make the change. From the environmental results to the money saved which can be made on fuel, tax and maintenance prices, electric automobiles may support saving big quantity of money. 
Fully electric vehicles have zero tailpipe emissions being greener, cleaner, and better for the environment than petrol or diesel vehicles. The new technology is assisting to build batteries which are more environmentally friendly, progresses in hydrogen and well planned, noiseless EV motors, making driving’s future bright and clean. 
The advantages of electric vehicles are comprehensible. The new technologies which are expanding nowadays seems to guarantee to minimize charging times to minutes, expand variety remarkably and better safety and automation characteristics; it is the best moment to change to drive an EV.
Source: Peugeot.com
6. Conclusion
The pandemic had a big impact all around the world, on the world economy and over many industries. One of them is the automobile industry and for a quick recover its needs to come up with new strategies and new challenges to be solved. Because of the lockdown, the usage of automobiles was very low. Post – pandemic, the industry is trying to improve again continuing its plan to switch to electric motors. 
Electric vehicles cost more to buy than petrol or diesel cars but might work out cheaper in the long run because they are exempt from road tax, congestion charges and some parking charges, and they have fewer moving part to service than petrol or diesel engines, so it costs less to maintain and have a smoother and quitter ride.
The future can be electric.
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