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The face of automobile industry has changed a lot over the last century due to a shift in customer preference (Ashton and Ranky, 2018). At the beginning the purpose and the sole reason for an automobile was to transport mass people to their destinations as fast as possible. Whereas now the user defines the vehicle’s purpose whether it is to transport, or for comfort or for luxury. Though most car users like to get luxury in an affordable price but there are some brands that solely operates to provide premium luxury and aesthetic feel to the users in a handsome price tag. Such a brand that was originally British but now a subsidiary of German automobile giant BMW Group is known as Rolls-Royce Motor Cars Limited established in 1998 (Shelly, 2013). Rolls Royce offers elegant designs, premium comfort, highly sophisticated quality and experience but in a comparatively high price. Generally, it is considered to be the ride of royals. This report will encompass the numerous aspects of international business environment, trade, frameworks and so on for Rolls Royce Motor Limited.
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The international business operation is fundamentally impacted by numerous forces that are in play in the international business environment (Satryo, 2018). Typically for automobile manufacturers like Rolls Royce, such impact is considerably significant and impactful due to operating with a limited and sophisticated customer base. Here are a few forces that eventually shapes or impacts the environment of international businesses:
1. Shifting Demograph: The ever-changing demography of different nation along with its shifting tastes has been the major force shaping the environment of automobile manufacturers in international market (Satryo, 2018). Urbanization as a process of population expansion causes a chain reaction of increased material demand for luxury products. 
2. Technological Advent: The invent of latest technology and fusion of such invention in the automobile industry surely changes the way it operates (Basile, 2012). Introduction of lithium ion battery and hydrogen cell in the automobile industry has vastly shifted its user interest to such vehicles almost forcing companies like Rolls Royce to adapt to such changes.
3. Ecological Awareness: Nowadays almost every other person living in any corner of the planet aware of the climate change and global warming. Hence, they are demanding much greener and eco-friendly approach from their favourite car manufacturers that will serve their interest as well as will not harm this precious planet that we live in. So, this force has become one of the major driving forces of environmental change for such industry.
4. Government & International Relations: International business operation and its environmental factors are most certainly depended upon government of each country and relationship among them. Having ideal government that facilitates automobile industry, has friendly tie with the opposite nation most certainly works as an edge and most certainly is the most active force of the international business environment.
5. Purchasing Capability: The increasing capability of customers to buy luxury products is also a driving force of environmental shift of global businesses. Once the wealth was accumulated in the hands of few people which has now changed a lot and the number of millionaires is increasing at a rapid pace. The affordability of buyers to own exotic and luxury car like Rolls Royce has improved a lot as a result. 
6. International Trade Relations: With the increasing number of international associations between nations the dynamics of international business environment has been changing a lot. With the ease of transaction and trade now a person can easily purchase a luxury Rolls Royce from the comfort of their home through online shopping and digital payment.   
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Since its conception by renowned author Michael Porter in the early 1990, the Diamond framework has been widely adopted by companies across the globe to improve their performance (Curran, 2016). It assists organizations in comprehending why certain organizations benefit from economic capabilities in a given place and in developing a technique for operating in a variety of market sectors. Porter's strategic Edge Theorem, often referred as 'National Competitive Edge Framework, is indeed an analytical concept that attempts to establish the characteristics that provide particular countries or organizations a strategic edge above rivals:
Demand Conditions 
Factor Conditions
Supporting Industries 
Firm Structure, Strategy & Rivalry 

· Factor Conditions: The several elements which a country or business has at its disposal are referred as factor conditions with in Theory, which are listed below. Those could be divided into two categories: primary and sophisticated. Terrain, mineral wealth, and human force are considered as primary resources, whereas sophisticated assets comprise money, equipment, and state of the art tech, which are assets that a country or business may build for itself (Curran, 2016). As said by Porter, sophisticated assets are more important in developing strategic edge than primary resources.
· Demand Conditions: Porter's Theory utilizes the term "demand factors" to describe to the need for a specific item in the domestic marketplace. Such are dependent mostly on demography of company's customer base, the number of client groups, as well as the dispersion of those groups (Lee and Anderson, 2008). To maintain a strategic advantage in today's market, organizations must continually update their brand portfolio and diversify in order to remain relevant.
· Company structures, strategies, and rivals: Economical, societal, and geopolitical forces frequently interact to determine strategies and organizational architecture. Such factors, in conjunction with competition, determine an institution's strategic position in the industry (Leheyda, 2010). Competitiveness motivates a company to improve its performance in respect of profitability, reliability, and overall performance. The greater the level of competition, the higher the need for a business to distinguish itself.
· Supporting Companies: The Theory advocates that the performance of a specific sector is dependent on the performance of all other connected sectors. By facilitating value network, exchanging information and assets, supporting businesses can further enable the company to improve its brand reputation and acquire a strategic edge in the marketplace.
Porter's supply network framework is widely used in the corporate sphere today and has received a lot of recognition. Nevertheless, Rolls-Royce Motor should avoid treating that as a strict, comprehensive structure by attaching equivalent weight to all of the company's management and performance. To conduct a successful Supply Network Evaluation, Rolls-Royce Motor must first recognize that not every operations or processes need the equal amount of investigation as others. In order to implement the value network model, the primary step is to determine the significance of actions based on their position in the goods supply stream (Koliousis, Tanveer and Ishaq, 2020). This is known as the significance hierarchy.
I. Primary Functions:
1. Inbound Supplies: Rolls-Royce Motor has a selected network of suppliers for ensuring the quality of materials which are scrutinized carefully before assembling the vehicle (Creer, 2019). Evaluating the basic value network ensures high performance and quality products.
2. Outbound Supplies: The company sustains a healthy stream of spare part and sales outlets across regions. They maintain a highly sophisticated storage facility as well as well crafted supply arrangement to ensure all their valued customers receive the correct product at the right time.
3. Operations: Rolls-Royce Motor has a multinational operation with outlets, spare parts storage, and garage units to continuously support its clients all across the globe. It has one of the highest customized systems in place to cater each and every need of its sophisticated segment of customers.
4. Sales and Marketing: The company does not indulge in direct marketing rather it caters to a group of highly recognized and celebrity clients such as royal families, film stars, singers, business tycoons and so on. They offer industry’s some of the best customized cars to support their customers’ cravings at all time.  
II. Supporting Functions:
1. Technology: Rolls Royce Motor makes sure that their rides are the most sound and convenient in the industry by adapting with the latest of the technologies and investing larger sum of money in the R&D purposes so that the company is always well ahead of its rivals (Basile, 2012).
2. Infrastructure: The organization has some of the top-class manufacturing facility where each part is manually and carefully assembled and painted by the highly professional staffs to ensure the consistency of their quality products.
3. HRM: Rolls Royce Motor has always given emphasis on retaining the best and creative poll of expert human resource to ensure the considerable supply of their most lavish cars. 
4. Sourcing: Rolls-Royce Motor has a strategic procurement tactic in place where purchasing from a selected number of suppliers to ensure the top notched quality (Madhani, 2019) of the materials has been the upfront task of the employees.
The five forces method of Michael Porter is widely recognized tool to evaluate the macro-economic forces affecting a business’s day to day operations (Önören, Arar and Yurdakul, 2017). The bargaining power of clients and the threat from other substitute brands like Mercedes, Ford, Toyota, Nissan and so on is high in case of Rolls Royce Motor which has been found while conducting the Rolls-Royce Motor's Porter’s five forces evaluation:
I. Customers (High):
· Abundance of polished data.
· Changing demand in terms of tastes and preferences of customers.
· Higher bargaining power of clients as a result of bare minimum cost for switching.
· Increasing social awareness for green vehicles.
II. Suppliers (Moderate):
· Switching supplier is comparatively highly costly.
· Sophisticated number of suppliers for quality product.
· Long term relationship and goodwill among suppliers.
· High customization offers suppliers with moderate bargaining prowess (Creer, 2019). 
III. New-entrances (Low):
· Entry barriers are moderate.
· High psychological switching cost for consumers may cause low threat for organization.
· Threat is low as the company has a strong customer base.
· Restricted access to the distribution channels.
IV. Substitute (High):
· The switching cost is low.
· Entry barriers are minimal.
· Offers the same or even greater quality and performance.
· More affordability.
V. Rivals (Low):
· Clear market leader.
· Limited number of players.
· Exit barriers are low.
· Rivals with low historical background.
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Global business operation has indeed become a common notion among business entities due to vast opportunity it offers to every business. Business organizations like Rolls Royce has been engaged in international trade for a few of the following benefits they get from it:
1. Customer: Domestic markets has a limited number of customers and the competition in comparison is huge (El-Agraa, 2014). Rolls Royce being producer of luxury cars already has a low customer base in the UK. By engaging in international trades Rolls Royce can easily attract rich buyers from countries of all continents meaning a larger customer base for them to ensure higher profitability. Besides, having international customers give them diverse insights on customer preferences and increases their brand value for having multinational demands.
2. Market: The UK market is quite dense for affordable automobile producers but for luxury car manufacturers, the market is highly competitive and small. Trading internationally allows Rolls Royce to exploit international markets to ensure larger volume in sales, ability to better engage with foreign clients and exploiting all the possible niche in the worldwide markets.
3. Technology: Global competition is indeed the toughest and it drives companies to innovate and improvise to sustain in the log term. This intense rivalry among automobile manufacturers almost forces each to invest more on R&D as well as promotion to gain better competitive advantage and also adopting new technology to improve customer satisfaction. International trade opens the gateway to see how other global brands are adapting with new technologies and helps Rolls Royce to get new insights that is absent in the market of UK.
4. Risk: Having international presence works as the best portfolio management of business (El-Agraa, 2014). If a nation’s market does not perform well it can easily be compensated by high performing regions which eventually minimizes the business risk of Rolls Royce.
5. Value: Operating in multiple nations, having outlets in numerous regions, performing with a larger client base increases the value of the company which indeed is another major reason behind engaging in international trades.
6. Branding: Having multinational outlets and international exposure most definitely increases the brand value. Operating globally gives Rolls Royce a low-cost advertising increasing its profitability even more as a process.
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Whether increasing profit or increasing assets has always been the guiding concept of most businesses. Rolls-Royce Motor fundamentally believes, all company has a crucial responsibility to optimize revenue but such an approach isn't appropriate in the long run. In order to satisfy the needs of its British shareholders, Rolls-Royce Motor has taken a number of such procedures of increasing the company value being an internationally operated British origin company (Kumar, 1997). The car industry has grown very intense as a consequence of term known as globalization and such severe competition, along with other macroeconomic elements, the company has had to stick to a particular cluster of clients. Hence, the company giving important consideration to elements like aesthetic, luxury, prestige and long-term brand value for its customers to feel special while driving their vehicles made Rolls Royce cars the best luxury brand in the UK as well as all across the globe (Rhee, Kim and Han, 2012). Therefore, micro-economic foundation of Rolls Royce that comes from employing expert workforce, advanced technology, innovations, specialists, etc., Rolls-Royce Motor is devoted to its customers and also in assembling the best quality exotic vehicles. Rolls-Royce Motor's primary goal is customization in the most luxurious way possible, which itself is directly tied to the business's rich segment of customers and marketing campaign. Customers are the driving force behind any company's strategic approach, hence it is imperative that a company understands the value of its customers. As per Torsten Muller-Otvos, the Chief Executive Officer of the Rolls Royce Motor, "Rolls Royce isn't in the automobile industry; rather in the lavish product market, and most of our clientele possess multiple cars; who have garages just as we have closets – the ideal vehicle for every event." Rolls Royce has fully shifted its focus to the distinct customer base of royals and riches by providing the most luxurious products that will provide comfort, convenience, prestige and lavish feel to its owner. 
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Rolls-Royce Motor is among the planet's most dominant producers of the most luxury and exotic cars thanks to a variety of economic variables (Salerno, 2010). Rolls-Royce Motor's worldwide company operations were analyzed utilizing Porter's models in this report, which focused at the company's total environmental consequences. This report also sheds light on Rolls-Royce Motor's rationale for expanding overseas and commencing foreign trading. Subsequently, the learning well about economic variables and foundations of Rolls-Royce Motor and the environmental impacts on the firm's operations, as well as the core aspects of the current globalized economy.
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