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[bookmark: _Toc50034439]Introduction

	Companies strive to take the largest share of the market possible. They try to be innovative and employ successful business strategies already used by competitors to stay ahead or even lead. They conduct external or macro analysis to identify opportunities and threats for a segment or whole industry. Their goals include profitability, growth, and the reduction of volatility. An industry's dynamics can change quickly, and businesses should pay attention to changes and respond strategically to benefit from them or avoid irrelevance or losses. When conducting market research, companies might go beyond business segments, have a narrower mindset, and check product quality, technological leadership, pricing, vertical integration, and distribution channels. Organisations also try to assess competition intensity by examining finer details such as brand loyalty, product homogeneity, and product switching costs. These factors can help determine the threat of substitute goods and services. Issues for new businesses and established businesses might also include the threat of new entrants, buyers and sellers' bargaining power, and the power of complementary products. When examining the internal or microenvironment, businesses might look into the company culture, employee treatment, hierarchy, and other factors. 
	Companies use a variety of methods to conduct external analysis. They may use PESTLE analysis, SWOT analysis, Porter’s Value Chain, Product Life Cycle. Companies can respond to various external factors. They can mostly capitalise on social and technological developments as these speak into consumer demand, consumer needs, fashion, and prestige. Businesses may not control some external factors but can respond quickly or gradually to them. The knowledge of the business environment can help managers make critical business decisions, such as regulating production, pricing and branding, relocating, transferring departmental or branch functions, motivating employees, focusing on new or additional segments, and marketing in a specific way. 
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	One of the most popular methods of conducting external research is through PESTLE analysis. PESTLE analysis refers to assessing political, economic, social, technological, legal, and environmental factors (Strangmueller, 2018, p. 3). The model appraises external ecological factors to determine industrial effectiveness and attractiveness and market potential, among other success factors (Perera, 2017, p. 2). Political factors mostly touch on government action such as taxation policy, trade policy, fiscal environment, and general political atmosphere. According to Sammut-Bonnici and Galea, political factors touch on commercial restrictions and political instability (2015, p. 1). Political factors relate to national aspects, although nations can be characterised by geopolitical forces and nations' consolidation into political blocks (Sammut-Bonnici & Galea, 2015, p. 1). Economic factors influence economic performance and "have the most obvious impact on profitability and the overall attractiveness of a market or industry" (Sammut-Bonnici & Galea, 2015, p. 2). These factors include interest rates, exchange rates, inflation rates, and growth/GDP rate. Social factors touch on trends, demographics, and people practices. 
	Legal issues touch on legislation and regulation, while environmental factors might relate to sustainability, cleanness, and consciousness about the nature of energy. Sometimes, political factors affect economic factors significantly, and they may overlap. Legal and political elements also overlap. PESTLE analysis appears to be mostly an external analysis tool that might not help conduct internal assessment. Many researchers write about the significance and appropriate application of the PESTLE analysis method. Some people loosely focus on PEST analysis, which is essentially PESTLE analysis but without the focus on legal and environmental factors. 
	Internal or microenvironments affects companies in a significant way. Car manufacturers thrive on certain factors such as innovation, cost reduction, and treatment of employees. Indeed, car manufacturers can compete regarding how best to reward employees. Consequently, they might increasingly provide attractive benefits to employees. Other motivational tools include challenging work, engagement, independence, participation, responsibility, innovation, diversity, and growth opportunities (Elif, 2019, p.182). Companies might also re-evaluate their communication patterns, supply chain strategies, and culture to improve them. Ethical principles also translate into the right relationships with stakeholders such as the government and shareholders. 
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	The car industry has, in the past, benefited from political goodwill and government intervention. For instance, Europe introduced incentives in 2009 and increased the demand for small and medium-sized cars since it was after the Great Recession of 2008, which led to massive unemployment and reduced consumer spending. Car manufacturers took advantage of the incentives and performed well. However, incentive schemes lapsed by the end of 2009, and car manufacturers had to rely on consumer responses and economic outlook. Governments often impose taxes and car importation duties that encourage the consumption of national brands or vice versa. Economic factors that affected the car industry then included the recession, unemployment, and low consumer spending. Other factors that have traditionally affected Europe include pricing pressure and excess capacity. 
	In modern times, car manufacturers can benefit from growing political stability of nations and regions and open plants or begin operations in new areas. They can liaise with producers in developing countries or make pacts with governments there. Consequently, they might produce localised cars that meet needs while taking advantage of often high car importation duties that can discourage other brands' purchase. There can be political instability, such as Brexit in the United Kingdom. Companies can prepare to transfer significant operations or headquarters to neighbouring companies while maintaining production operations in the nation. Indeed, they can prepare to shift production operations when political-economic conditions become unbearable. Some companies have succeeded in terms of similar responses. For instance, Sony moved its headquarters from the United Kingdom to the Netherlands during Brexit but maintained a strategic presence in the UK (Laker & Roulet, 2019). Indeed, organisations can learn from such moves and increase their strategic agility. 
An analysis of economic nations affecting companies and countries is vital for remarkable investment decisions. Emerging economies hold great promise just as developed economies and sometimes more than developed nations. They include China, India, Indonesia, Brazil, South Africa, South Korea, Egypt, and Brazil. Many multinationals succeed in home environments and often fail in these economies, revealing that there are ideal strategies for developing in emerging economies. Also, market infrastructure and contract-enforcing mechanisms are not effective in some of these nations, which might also not have seasoned market intermediaries compared to developed countries (Khanna, Palepu, & Sinha, 2005). Some market nations such as India have since the early 1990s opened up to globalisation, privatisation, and liberalisation (Prakashan, 2008, 2.1). Thus, emerging countries have decades of favourable business outlook and too advanced technologically, economically, and culturally. 
Car manufacturers can benefit from social trends and purchase patterns, respond to attitudes, and design market strategies to increase appeal to new segments. Families and individuals in Western nations and East Asia might perceive vehicles as an essential asset for convenience. The readiness to purchase might be low even with a significant purchasing power in some cultures. China has the largest car ownership in the world (Zhikang, 2017, p. 324). The Indian market has a luxury segment, the fastest-growing segment in India, about seven years ago (Verma & Rathore, 2013, p.22). Some markets in developing nations increasingly accept personal cars as convenient means for getting from one place to another, and they readily purchase small, fuel-efficient vehicles. Higher taxes might also factor their purchasing decisions for vehicles, and higher fuel consumption attracts higher taxes. Car manufacturers can focus on such markets for both new and second-hand cars. Indeed, the second-hand car market is too big to ignore, and companies can maintain their good reputation by influencing importation standards. 

The following table shows top car sales by country in 2019. 
	Car sales in 2019

	Country 
	Number of cars sold

	1. China 
	23, 754, 875

	1. United States
	17,175,893

	1. Japan
	5,271,985

	1. Germany
	3,436,112

	1. India
	3,382,453

	1. France
	2,633,231

	1. Brazil
	2,567,254

	1. United Kingdom
	2,366,976

	1. Canada
	1,985,053

	1. Italy
	1,909,997


Source: Factory warranty list, 2019.

	The table reveals that people from Europe, North America, and East Asian nations are the major car buyers. Other countries in the top 20 are Russia, Iran, Turkey, Indonesia, Argentina, Spain, Mexico, Australia, Thailand, and South Korea. Further analysis reveals that the yearly increase or decrease in car consumption was between 2% and 7% for the top ten nations, except Brazil, which had a 15% increase in 2019 (“Factory warranty list”, 2019). Other countries in the top twenty experienced above 7% change, with Iran and Turkey experiencing a 36% and a 35% decrease (“Factory warranty list”, 2019). Such data would require further analysis to determine their influence on purchasing decisions or power. Further research can also help determine the type of cars purchased. Covarrubias and Perez (2019) examined the exports of automotive products by six central European nations from 1999 to 2017. They found out that the largest exports were passenger cars, parts and accessories, engines and spare parts, wiring sets, trucks, and busses, in that order (Covarrubias and Perez, 2019, p.383). They also realised that these exports were generally increasing during the period. 
	Technological issues in the automobile industry might relate to energy use, vehicular design, and vehicle features, and companies tend to buy technology and designs and acquire whole companies. The purchase of technology helps acquire fuel-efficient knowhow and luxury and futuristic technologies that might include self-autonomous vehicles and electric vehicles. Companies that invest heavily in research and development and make milestones in inventing new technologies protect them legally through ownership rights. Other companies might find it expensive to purchase the technologies. A few decades ago, suppliers would pose improvements, and car manufacturers would launch competitions for new concepts (Preissl & Solimene, 2013, p. 98). However, companies do not engage in such practices today and engage suppliers early in product development. Such tendencies reveal inclination towards automaker-driven innovation.
Legal issues affect car manufacturers, and they might touch on vehicle use and service life, among other factors. For instance, China scraps vehicles after 15 years (Zhikang, 2017, p. 324); such regulation might touch on pollution. Some African nations allow the importation of second-hand cars of up to eight years. Such regulation might show attempts to balance between pollution and the need to increase imported second-hand vehicles' affordability. 
	Environmental concerns increasingly play a role in determining what consumers will buy. Consumers in the Western part of the world tend to be more environmentally conscious. To this extent, they ask for more friendly energy sources and low emission technologies for vehicles. Customers increasingly have a preference for electricity-powered vehicles and make electric car manufacturers such as Tesla popular. Indeed, Elon Musk, Tesla's founder and CEO, has risen quickly to become the fourth richest person globally (Pendleton & Bloomberg, 2018). There is an increasing demand for new energy vehicles (Wang et al., 2015, p. 1). They include pure electric vehicles, solar-powered cars, fuel cell electric vehicles, and plug-in electric vehicles (Wang et al., 2015, p. 2). Based on some estimates, electric vehicles will increase to 30 million by 2025 (Wang et al., 2015, p. 1). Electric cars will reduce the dependence on crude oil. China tops in the whole world in terms of the production of new energy vehicles. Since 2011, the number of vehicles increased by significant percentages, sometimes, by more than 200 percent; the increase in 2015 was five times, which led to the production of 379,000 units (Wang et al., 2015, p. 2). Car manufacturers can benefit from the strategic advantages of companies such as Tesla technologies from specific nations. They can collaborate and purchase technology or rights to technology. That way, they can increasingly make new energy vehicles and appeal to environmentally-conscious consumers. 
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Competitive Rivalry: 
· So many car producing rivals, less trucks, two wheelers and tractors
· Loyalty to poor consumers
· Certain brand strength but no actual power to work as customers become price sensitive
· Cost of swapping low
Buyer power:
· Limited buyer number
· Vulnerability to price spikes
· High replacement capacity
· Limited buying power
Threat of substitution:
· Low cost of substitution
· So many different product choices
Suppliers power:
· Fragmented suppliers of raw materials
· High replecement power
· Low cost of substitution
· No real supplier power
Threat of new entrats:
· Capital and labour intensive
· Trained manpower available, or can be trained
· Economies of scale large
· Economies of scale large manufacturers
· Some technology  protection

[bookmark: _Toc50034443]Opportunities and Challenges
	Car manufacturers thrive on competitive ability and the capacity to penetrate new markets. Increasing competitive ability might require internal changes such as prioritising innovation and external changes such as increased collaboration. Collaboration can help acquire new technology and reduce the risk of stagnation and eventual extinction. While cultural and political factors might present a challenge when doing business in emerging and developing nations, car multinationals can begin a cultural change, say, by demonstrating and teaching openness. 
	Social media integration in marketing can help assess the level of demand and desirability of unique and luxurious cars and increase appeal for such cars. Marketing initiatives in developing nations are likely to lead to more significant purchase even of second-hand cars if personal cars are marketed as convenience assets instead of prestige assets. In the past, U.S. companies had succeeded when they moved from a class-based approach to a personal one (Candelo, 2019, 41). Depending on the region, car manufacturers can liaise with other manufacturers to counter competition from threatening companies that continue to penetrate their area. Still, the fluidity of markets is desirable because it encourages the penetration of better technologies, which is beneficial to consumers and the environment in the long-run. 
	Car manufacturers are likely to face many impediments in emerging and developing nations because of cultural attitudes, business contexts, technology availability, and the absence of skilled labour. These nations can focus on low-cost technologies, cheap skilled labour in some nations, and utilise available infrastructure while bringing in technology. They can customize their approaches to "fit each nation's institutional context" (Khanna, Palepu, & Sinha, 2005). Thus, car manufacturers can take advantage of current environments and shape according to their territories.  


[bookmark: _Toc50034444]Conclusion
Conclusively, the assessment of the car industry reveals great viability in terms of growth and expansion in the future. The PESTLE analysis of this industry demonstrates that political shifts such as Brexit have compelled car manufactures to strategize their operations afresh to remain competitive. Technological advancements and shifts in social patterns have enabled car companies to improve their car designs. As a result, modern cars are more fuel-efficient and environmental friendly. Globalisation, privatisation, and liberalisation have also led to the opening of new car markets. Additional opportunities arise through the utilisation of social media to identify demand and preferences for car products. Nonetheless, car companies have to address challenges relating to cultural attitudes, technological availability, and absence of skilled labour in order to remain competitive. 
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