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A short introduction to the context of international business environment
The international business context is full of opportunities as an organisation can directly expand into new location and provide a wider range of products that can facilitate in welcoming new revenue (Yemini and Sagie, 2016). It is important for the enterprise to be able to focus upon continuous improvement and expansion into new location as it facilitates in production needs to be improved and developed continuously so that the business capability in operations and research is moving forward with improved technologies being integrated. In the process of internationalisation, a business requires to deal with a wide variety of environmental business factors that forces the organisation to make adequate utilisation of the capital that is present within the enterprise. A wide range of factors are present across different places when expanding which ranges from threats such as inflation, political instability, higher range of regulations that needs to be complied with, and other types of factors. It is important for there to be focus being given upon continuous strategy and formulation of strategic thinking being implemented within the organisation. In the case of The Little Car Company, this is particularly important since The Little Car Company provides specialised auto mobile vehicles. 
In the international context, the business will be required to create new relationships with a variety of suppliers in order for the enterprise to be able to have adequate resources that it can leveraged in order to make sure that improved production in new locations can be enabled (Eduardsen and Marinova, 2020). Focusing upon technological integration within the organisation is important and this can be only enabled by networking further in international markets where The Little Car Company is expanding. Focused efforts towards being able to continuously adapt the auto mobile vehicles of The Little Car Company is important in the global market as this can directly facilitate in making sure that consumers in a domestic location are being enticed by the specialised products that are in alignment with the taste and preferences of consumers that The Little Car Company is targeting. This helps in product and market fit to increase and create this prospect of sales.


Brief introduction to the selected developing country - Japan
The Little Car Company is focused upon expansion and growing into a new location where the enterprise can target and locate new types of audiences who can buy the specialised vehicles of the business. Since The Little Car Company wants cheap access to label who can directly help The Little Car Company be able to operate at a higher capacity, these employees will be targeted from Myanmar that will give the business access to this opportunity. The Little Car Company has the scope of focusing directly upon making sure that the business is able to expand here and take advantage of the low-cost labour that is present. In addition to this, accessibility to a wide range of resources that can help in auto mobile production is also enhanced since the natural resources present in this location is abundant (Lantz-Deaton, 2017). The Little Car Company needs to focus upon analysing the market through primary and secondary research methodologies when expanding as The Little Car Company will be able to take advantage of all of the different prospects of various opportunities that are present. 
This is important for the business to be able to focus upon as the selected developing country will help the enterprise to be able to also access a renewable resource that can help in internal operations to be optimised adequately. Apart from this, the developing country selected here can also facilitate The Little Car Company to be able to stay in a position whereby which, limited imposition of regulatory frameworks are present which can halt the business from being able to make an extensive progress (Morais and Ferreira, 2020). As a result of being able to stay focused upon proper growth in this select country, faster development for The Little Car Company can be enabled.
Theories of Business Environment  
 PESTLE Analysis
Politically, there are multiple types of factors that are impacting The Little Car Company when trying to grow into the developing country. Firstly, it can be highlighted that the business is impacted with the unstable political environment since new policies are continuously being introduced for, foreign organisations that are entering into the market. As a result of this, business and tax regulations are making it difficult for the enterprise to be able to expand (Wihlborg and Robson, 2018).
Economically, the inflation rate is unstable and is extremely high in some months owing to which, being able to take advantage of raising capital options in the country is not presently currently while The Little Car Company is expanding there. However, since the unemployment rate is high, opportunity to recruitment is present for The Little Car Company.
Socially, it can be mentioned that the population in the developing country is high that can directly facilitate the business to be able to stay in a position whereby which, the prospect of growth is elevated. Since a targeting can be performed towards the population much faster, the likelihood of being able to make sales through strategic targeted campaigns is elevated for the business.
Technologically, focusing upon utilisation of social media and artificial intelligence is a good aspect for The Little Car Company as being able to put focus upon this type of technology and using automation simultaneously can help in publishing and automating the entire marketing process digitally (Byram, 2019). The Little Car Company can showcase its vehicles faster through the new audience online digitally by using these.
Legally, there is a wide variety of regulations that The Little Car Company must comply with when growing and expanding into the developing country. Focusing upon utilisation of a governance officer can directly help in making sure that the employment act compliance, data protection adherence, and much more is being executed within The Little Car Company when internationalisation is taking place.
Environmentally, The Little Car Company needs to focus upon corporate social responsibility activities. Being able to focus upon these activities can help the goodwill of The Little Car Company to elevate. In order to do this, putting emphasis upon sustainability strategies being implemented is important for The Little Car Company. Taking advantage of solar panel integration, recycling bins being created within the business are some strategies that are available for the business.

Porters Diamond
Porter's diamond is a competitive framework that The Little Car Company can use.
Firm, strategy, structure and rivalry: The Little Car Company has limited competition when it comes to expanding into the new country where it will be operating. In addition to this, a cost leadership strategy can help the enterprise to have competitive edge. In addition, a divisional strategy within The Little Car Company can help in adequately managing all of the departmental activities (Byram, 2018).
Demand conditions: Since small vehicles are in high demand presently, The Little Car Company has the scope of using advertisement in order to create demand in the new location where it is performing globalisation and expansion.
Supporting industries and related companies: Focusing upon directly creating commerce by taking the support of other intermediary organisations is important for The Little Car Company. This can directly facilitate the business to be able to optimise its performance consistently.
Factor conditions: multiple factors that can impact The Little Car Company which includes of increasing competition later, changes in resource availability, and others however, the enterprise has the scope of continuously performing research in order to mitigate these actions through a contract strategy (Pohl, 2021).

Porters Five forces
Porter’s five forces is an industry evaluation system that can be conducted in the case of the developing location where The Little Car Company is expanding.
Supplier Power: It has been understood that the suppliers of The Little Car Company have a high margin of power over the business. Since the type of auto mobile parts that is being provided to the organisation directly impacts the way in which specific products are being created, the business is reliant on them.
Rivalry competition: High rivalry competition is present owing to which, it can be highlighted that it is necessary for there to be focus being given towards eliminating other organisations such as Maruti, Volkswagen, and other organisation by focusing upon a cost leadership strategy (Engwall, 2016).
Substitute products: it can be said that high margin of social products that are present as other types of transportation products in the form of bikes, cycles, and electric vehicles are present that are a threat to the organisation.
Market entry of new businesses: the competition is low when it comes to other companies trying to penetrate the market as high capital and regulatory compliance is required in order to operate in auto mobile industry.
Buyer Power: buyers have a high power as the decision-making process on whether they should purchase the products of The Little Car Company will determine the overall revenue (Karami et al., 2020).

Hofstede
Hofstede’s cultural dimension models can also directly highlight various factors that the business should consider when expanding into the new country. It can be understood that in the country, the power distance is high since the location is still in its developing stages. Therefore, The Little Car Company can take advantage of employees much faster for production purposes and allow the scope of authoritative leadership being used. Individualism in employees is also low whereby which, collaboration and teamwork-based approaches for creating various vehicles of The Little Car Company can be enabled. The masculinity within The Little Car Company is low as well whereby which, aggressive marketing strategy by focusing upon using employees as a brand ambassador for the business in trying to connect with the market and integrate culture can be followed through by the enterprise (Henry, 2021).
In order to minimise uncertainty in the new location, The Little Car Company has the scope of effectively planning for short-term, medium-term and long-term goals by focusing upon training employees and making sure that they are able to deliver upon output needs of the market in the local location. All of these aspects can help the enterprise to be able to scale faster and operate well. The long-term orientation of the country is elevated owing to which, it can be highlighted that the business should be focusing upon creating new types of designs and other products through which the business can use its brand value once created to focus upon high sales being enabled after marketing is conducted (Hunger, 2020). The indulgence of the chosen location is low owing to which, the business should be focused upon distributing rewards and incentives to employees that can help them keep motivated towards their careers within The Little Car Company when expansion express.

Value Network
In order to create a valuable network in the process of internationalisation, The Little Car Company has the scope of focusing upon continuous networking and focusing upon creating an association with other B2B organisations that are operating in the developing country. By focusing upon connecting with intermediaries, suppliers, other investors, and much more, the business has the scope of creating its own value network in the new location where it is growing. As a result of this, the enterprise has the scope of focusing upon establishing much more growth prospects and making sure that cost-effective alternatives through other businesses is available when trying to use a suppliers or other types of resources from various locations in the new given location where it wants to operate (Engwall, 2016). It is essential for The Little Car Company to be able to focus upon being able to explore all options as this will help in optimally making sure that renewable resources are being followed through for sustainability and cheaper labour is being used in order for The Little Car Company to be in a position of competitive advantage when it comes to cost.

Opportunities and Challenges that The Little Car Company Can Face
A variety of opportunities are present of The Little Car Company when it comes to corporate governance. Focusing upon working with a corporate governance professional can help in ethical performance of the business to be raised. Insurance for unethical activities such as employee disconnection can be eliminated through this and data protection by the implementation of data sensitivity enactments and regulations can be enabled so that consumer information is protected rightly. Moreover, opportunities when it comes to business strategy is also present for the organisation as differentiation for The Little Car Company in creation of miniature vintage vehicles can be pushed through even further when trying to operate in the new country where the business is performing internationalisation. Maintaining all of these opportunities is important for growth. However, challenges are also present for The Little Car Company when it comes to corporate governance as it takes a lot of time for each department to be in alignment with all of the regulations that are present in the country. Moreover, strategic performance for the business also has a challenge of increase because being met as expansion into the new location will require manufacturing and plan creation cost which is extremely high (Lasserre, 2017). 

Different barriers experienced by foreign businesses The Little Car Company 
Multiple types of barriers are present for The Little Car Company as a foreign enterprise when entering into the new developing country whereby which, the business has barriers when it comes to cultural orientation. Since the enterprise is newly expanding into the location, being able to connect with the local market can be difficult for The Little Car Company owing to different types of languages and cultural idiosyncrasy being present. Apart from this, training the new employees with a mindset of having a differentiated production process can also be difficult as employees might be resistant to the different change elements that are being introduced. It is extremely essential for The Little Car Company to use human resource activities to make sure that intervention methods and programmes being used in order for change to be reduced and created within the business (Byram, 2018). Apart from this, The Little Car Company also has the barrier of capital gains to be made effectively as being able to access the unstable economical investors is a factor that is operating against the business and can hamper the organisation when it is operating as a foreign business.

Appropriate Strategies and Recommendations for The Little Car Company   
· it can be recommended to raise capital from the international market through foreign direct investment for The Little Car Company as this will directly help the enterprise to be able to use the funds for the new expansion process into the developing country.
· Another recommendation can be made to the organisation to focus upon adaptation methodology being implemented within the organisation as this can directly help in making sure that connectivity with the local taste and preferences in the auto mobile industry can be enabled for the enterprise to make sales.

Conclusion 
In this report, The Little Car Company has been selected which is performing an internationalisation presently. In accordance with the various types of environmental factors and the strategies that The Little Car Company can consider, a variety of aspects has been conducted here in this analysis. Challenges that the business will face when it comes to cultural orientation and integration into the new market has been explored here in this analysis. Apart from that, focus has been given on this entire evaluation on different types of pathways that the enterprise can focus upon in order to create differentiation in the new location and make sure that resources are being used in a strategic manner for growth. 
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