[image: Logo of UWTSD Moodle 2022/23]
       

                            
                            Business Environment Analysis
                                                Task 1


Student name:   Gabriela Gherasim
Student ID:         2110945
Module code:    LCBB 4005
Module name:  Global Business Environment
Lecturer:            Dr Hossein Shokri













Table of content:

1. Introduction ……………………………………………………………………………. 3
2. Summary ………………………………………………………………………………… 3
[bookmark: _Hlk133346529]3. Analysis of the Environment …………………………………………………… 4
4. Consider the following: a SWOT analysis ………………………………... 5
[bookmark: _Hlk133347118]5. Objectives and Goals in Marketing …………………………………………. 6
[bookmark: _Hlk133252545]6. Business plan.…………………………………………………………………………. 6
7. Marketing mix components …..….…………………………………………… 7
8. Management of Marketing Deployment …..…………………………… 8
9. Recommendations and findings …………………………………………….. 8
10. References……………………………………………………………………………. 9
 
















1. Introduction
    The United Kingdom-based Reliance Industries Plc specialises in producing vehicle suspension and braking components. Ashton and Shaw UK ltd is a maker electrical subsystem car, which was bought by the Reliance Industries Plc company. Reliance was successful in turning around the company by investing heavily in cutting-edge technology and reorganising its management. Reliance Industries PLC and Ashton with Shaw UK Ltd recently saw their sale decline as a result of competition from lower-priced imports and the rise of the corporate sector in the worldwide mid-size market. According to Kolter (2003), value proposition and market targets need to be supplied are settled upon after reviewing the best market prospects as part of the strategic marketing plan. Tactical market strategy lays out the strategies that will be used to sell the product, including the merchandising, pricing, promotion, service and sales channel.
  The first part of the marketing plan is the executive summary, which summarises the entire document and describes the strategy's implementation in detail.  The next step is an environmental analysis, when the marketing strategist compiles all of the information they have gathered thus far regarding the external, reference market and company environment.   The marketing strategist will then conduct a SWOT analysis to look at internal and external factors that could hinder their efforts to meet the demands of their target markets. The previous section's environmental analysis yielded these numbers. Next, the marketing plan will use the results of the SWOT analysis to establish the marketing priorities and objectives. The strategic component of the marketing plan details the steps the organisation will take to reach its marketing goal. Finally, the marketing plan's execution will include the steps that will be taken to put the strategies mentioned earlier into action.
2. Summary
  Unfortunately, Reliance Industries PLC with Ashton and Shaw UK Ltd has been losing business because it is cheaper competitors, who have won both mid-sized and legacy contracts. By conducting this research, the company may better understand its target market, develop a more refined strategic and tactical marketing plan, and ensure the continued success of its other key accounts around the world.
  Their declared marketing objectives where it will concentrate on critical accounts, such as small and major accounts. We aim for maximum efficiency in production, maximum variety in service delivery, maximum reach in distribution, and minimum cost to consumers prices. Within a year, we will have recovered long and medium loss accounts and explored all of our target areas, including the massive of Asia markets which are China, South Korea, and Japan. To realise these objectives, the company will use the following marketing strategy: "The company will decide to start production in China and export our products worldwide, especially to our current accounts in the UK and other countries in Europe West, Japan, and South Korea." To ensure the highest quality at the most affordable price, we've decided to move our production to China.

[bookmark: _Hlk133423837]3. Analysis of the Environment
a) Global environmental conditions
  Many nations without their own auto industries have benefited from the expertise and production methods exported by major automakers, while the automakers subsidiaries have drawn huge investments and the production of parts from their principal component suppliers. According to Keynotes (2002), the United States, Canada, Western Europe, and Japan account for over 70% of worldwide motor vehicle production between them.
d) Furnishing a House
  He summed up the findings of Keynotes (2002), which demonstrated that the auto industry in the United Kingdom is one with sluggish growth. As a result, domestic prospects would be constrained even if international suppliers posed little competition. In fact, competition is fierce since, prior to their newly announced plans to strengthen ties with component makers in other nations, parts purchasers were already purchasing from significant overseas suppliers.
  Both buyers in the replacement and repair markets are searching for strategies to conduct business that will be more advantageous to them in this historically competitive sector.  Some of the parts that require replacement the most frequently are brake pads, light bulbs, tyres, batteries, shock absorbers, spark plus, gearbox belts, and windscreen wipers.  The legislation is updating and tightening up its requirements for vehicle maintenance as the basis for yearly vehicle inspections become more transparent. Because of this, there has been a significant increase in the amount of work required for replacement at authorised MOT facilities. This is despite the fact that they have a reputation for being a chain that does certain jobs at predetermined pricing. Even though they are known as a chain that completes specific jobs at a set price, this does not change the fact that we will not use their services.
c) The company's current growth rate as displayed in the stock market
  According to Kolter (2003), a harvesting approach is best for cash flows that are currently weak but will need to generate more cash in the future. Increased cash flow in the short term is the focus of strategic finance, regardless of how well the business does in the long run. In most cases, when the economy begins to recover, R&D funding is cut outright rather than reduced. He claimed in the case that the market for auto parts is cutthroat.
d) Participation
  The automotive and aerospace industries can both benefit from the precision designed components supplied by GKN PLC, the largest automotive parts maker in the United Kingdom. It manufactures constant-speed drive axles, chassis, and bodywork for cars, trucks, SUVs, and military vehicles. It is primary functions are those of a manufacturer and distributor of auto parts. Keynote (2003) says that BMW's sale of Rover in 2000 stopped production, Land Rover's sale to Ford changed things, and another supplier cut back on output in general. All of these things had a big effect on the company.  When UGC Ltd. bought out its competitor, Partco, it became the largest producer of auto components in the United Kingdom. Once owned by GM, the world's largest corporation, Delphi car Systems Corporation (USA), now operates in the United Kingdom as Delphi Automotive Systems UK Ltd., supplying chassis systems and other components to the car industry.
[bookmark: _Hlk133424058]4. Consider the following: a SWOT analysis
  Ferrel (1999) defined a SWOT analysis as taking into account both the positives and negatives of a company which is internal including strengths and weaknesses and also external part of the opportunities and threats factors in light of the company's capacity to satisfy the demands of its target markets.  The market's demands and the competition's strategies should inform an examination of these SWOT elements.
 a) Strengths
- All of our supervisors know a good deal about this field, and we have more experience and knowledge in this area than anyone else we know:
- Networking, contacts, and word-of-mouth are all facilitated by Reliance Industries Ltd.'s prominent name recognition, stellar reputation, and extensive experience in the industry.
- People in both urban and rural areas of the United Kingdom generally agree that having access to their own mode of transport is crucial.
- Many middle-class and upper-class families even have several cars amongst them.
- Retail, service, and maintenance centres typically stock or have easy access to a wide variety of parts.
 b) Weaknesses
- Although they are adept to closing direct sales, as a lack the resources to invest heavily in broad-based marketing and so will initially rely the word of mouth as our primary source on the new business market.
- Ashton and Shaw UK Ltd. and Reliance Industries PLC are two companies that have lately started losing sales as a result of a loss of both medium- and long-term customers to less expensive competitors.
- The number of brand-new cars being assembled in the UK has decreased.
c) Opportunities
- A turnaround in vehicle numbers is anticipated after industry reorganisation for an introduction of the new models.
- Significant revisions to the block exemption of EU legislation in 2002 could have prompted more individuals to purchase brand-new automobiles and sped up the rate at which older models were discarded.
- Car sales are not declining due to environmental concerns. They instead increased the pressure on automakers to develop greener, more efficient automobiles.
d) Threats
- Any shift in Middle Eastern politics that threatens to reduce oil production or distribution would have a negative impact on the auto industry.  
- Tribally, high gasoline tariffs are less of a concern than fuel shortages for both private and commercial drivers.
- New car buyers may be dissuaded by widespread deployment of speed cameras and steep penalties for infractions.
- It is predicted that more owners would leave their classic automobiles as a result of the recycling charge for disposal, which will increase environmental contamination and threaten the locations where the cars are discarded.
[bookmark: _Hlk133424129]5. Objectives and Goals in Marketing
  In this part of the marketing plan, you'll want to consider the results of the SWOT analysis and set goals for capitalising on opportunities and mitigating risks. Here are our new marketing goals: "We want to produce high-quality products, provide the greatest value to customers, and increase our market share."
I have compiled the following goals in marketing:
- They will be giving special attention to key clients, big and small.
- Long-term and intermediate term lost accounts will be recouped within a year.
- They are going to study up on all the potential marketplaces around the globe. Tips for breaking into the economies of South Korea, China, and Japan, Asia's three largest markets.
[bookmark: _Hlk133424172]6. Business plan.
  In this part, the company explains its strategy for reaching its marketing goal. One of the most important parts of a marketing strategy, as outlined by Ferrel (1999), is developing and maintaining an appropriate marketing mix (product, distribution, promotion, and price) to satisfy these groups. Therefore, a company's marketing strategy should focus on how it will handle its contacts with customers to gain a competitive edge.
  When I first heard about the company, I assumed they catered primarily to corporate clients. We will work to restore our lost accounts over time. According to Key Note (2002), the value of auto parts manufactured in the United Kingdom will continue to decline as major car assemblers announce that they will purchase a significantly larger proportion (up to 90%) of their requirements from China. Therefore, we thought it was important for our company to investigate the following potential customer bases:
- Japan
   Keynotes (2002) states, for instance, that Japan and South Korea are the region's two largest automakers. The Japanese auto industry is definitely the best, not just in Japan but in almost every other market in the world as well. However, several are currently owned or controlled by non-native companies. The manufacturers have secured dominant positions in the vital Western European and North American markets, and they control 95% of the home market. A very robust domestic component manufacturing base that serves both the original equipment (OE) and aftermarket markets supports the annual production of over 6.3 million automobiles and approximately 2 million commercial vehicles.
- South Korea
    The automotive industry is booming across Asia, especially outside of Japan. South Korea, which annually manufactures roughly 2.5 million automobiles (including commercial vehicles) for its domestic and international markets, has the largest and most sophisticated market in the world.
- China
   The backing of their European, American, and Japanese counterparts has sped up the progress of China's automakers. China's auto factories currently cater to the domestic market, but exports are anticipated to begin soon. Most of the parts and systems are manufactured at home in conjunction with outside businesses, and production is scaled to suit current and projected demands at the assembly plant.

[bookmark: _Hlk133424241]7. Marketing mix components:
- Price
  As a result of recent events, the Reliance Industries PLC as well as Ashton & Shaw UK Ltd., a cheaper rival, have seen a decline in their revenue.  Therefore, we will lower our prices once again while keeping the quality at an all-time high.
- Space/Time Relationships
  Key vehicle assembly industries have warned that they will buy a significantly bigger percentage (up to 90%) of what they need from cheaper suppliers, causing the value of British-made auto parts to continue to fall. Your imports will increase in both quantity and value as a result.  So, we decided to open a shop in China or another country with low labour costs.
- To Promote
  Ferrell (1999) argues that distinguishing oneself from competitors is the primary goal of any advertising strategy. How does Reliance Industries PLC stand out from the crowd? This categorization of the images is based on the "Reliance Industries PLC Quality" standard. Our commitment to quality in all that we do is reflected in this word. In my opinion, using the internet is essential. The internet requires that we become proficient with search phrases, search ranks, etc.


- Spreading out
When planning our global expansion, we need to think about every possible way into our chosen markets, such as through agents, licences, franchises, joint ventures, and acquisitions.

[bookmark: _Hlk133424294]8. Management of Marketing Deployment
  According to Ferrel (1999), the Strategy for Implementation part should describe the steps that will be taken to put the promotional techniques described in the previous section into action. Marketing implementation refers to the process of putting a plan into action with the specific goals of that plan in mind. In this part of the marketing strategy, we answer the following set of questions on the strategies we discussed earlier:
- In what specific ways will this be addressed?
   The firm has decided to base its manufacturing operations in China, from which it plans to distribute worldwide. Its primary markets will be the United Kingdom, other Western European countries, Japan, and South Korea. We produce in China because it offers both the best quality control and the lowest manufacturing costs, allowing us to once again provide competitive pricing.
- How will these responsibilities be fulfilled?
Our company may pursue a licence, franchise, joint venture, or acquisition to establish a manufacturing presence in China.
- When are these happenings planned?
After visiting these target markets, confirming the secondary data gathered, and facilitating direct contact with potential overseas partners, you.
[bookmark: _Hlk133424339]9. Recommendations and findings
  After researching the worldwide corporate sector market, the report's authors used a thorough SWOT analysis to build a marketing plan for Reliance Industries PLC. Marketing aims and targets are laid forth in the plan. According to the marketing plan, "we will focus on key accounts, both large and small," with the goals of "producing the highest quality products, providing the largest number of services, achieving the widest distribution, and selling to the lowest prices," all to be accomplished within a year. Japan, China, and South Korea are among our primary focus countries because of their size and potential.
  In order to better serve our current accounts in the United Kingdom, other nations in Western Europe, Japan, and South Korea, the company has decided to begin production in China and ship our products internationally. According to the report, the primary motivation for manufacturing in China is to take advantage of the country's low labour costs and superior product quality.
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