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Analysis of new business opportunities of the electric cars and product life cycle

Introduction
As far as the electric vehicle industry is concerned, a car company carries out the marketing of new electric vehicles (EVs) differently from how it would do for its old fleet of vehicles that require clearance before the new fiscal year. This difference is based on the concept of the product life cycle of the two cars. When an electric vehicle has been introduced to the market, it will undergo four stages in its marketing process: introduction, growth, maturity, and decline (Bartolozzi et al., 2015). Each of these stages come with different levels of sales. The marketing process is made possible via Porter’s Value Chain Model. The model involves a spectrum of activities that run from procurement of the materials that are used in the manufacture of the EVs, the marketing of the EVs, the sale of the EVs, and the after-sale services that are given to the clients (Wells & Gbar, 2018). With each stage, a degree of value is added to the electronic automotive by Volvo Company, for example. The cycle and the model are critical analysis factors of the EV industry.

The Product Life Cycle
Figure 1
The Product Life Cycle (Koc & Bozdag, 2017)
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Note: Figure 1 shows the Product Life Cycle of the EVs in the European EV industry. The figure presents the four stages of the marketing process of these vehicles. It also shows the variation in sales with time, where the sales are highest in the maturity stage.
The Introduction Stage
Once the EVs have been manufactured, the first stage of its marketing cycle is an introduction into the target market. The introduction is the stage where the vehicles are released into the market and are associated with high risks. These risks, however, do not prevent the ultimate success of the cars. Amid this stage, the promotion and marketing processes are more frequent, and companies invest the most in getting the vehicles to the hands of the active and potential clients.  Additionally, in this stage, the automotive companies market the offerings of their products (the EVs) as well as the features that make them stand out in the market (Chandrasekaran, 2020). For instance, a company may decide to promote the fact that a particular electric vehicle brand has a compact size, a software that recognizes the voice, high speed, or technology that makes it possible for there to be eased parking. 
During this stage, the companies that manufacture EVs concentrate on wealthier consumers. This move is because, at this stage, there are new electric vehicle brands, and they come with high prices because of their status. Frankly, when companies launch a new brand of a vehicle, the marketing skill revolves around showing the brand’s energy efficiency and commending the active and potential clients for being willing to create a clean environment through the use of eco-safe vehicles. The successful implementation of these tactics makes it possible for companies to sell their products at high prices, which offset the cost of the new technologies used (Wood Mackenzie, 2020).


Growth
During this stage, the clients already know that new brands of vehicles exist and continue buying them in more significant numbers. The concept of these brands is proven during this stage, and the vehicles become even more popular. The rivalry companies become knowledgeable about the new products of particular companies and their position in the market. When the competition for the sale of the vehicles rises, companies may be forced to invest more in the promotion and advertising of their products to withstand competition. Because the sale of the product continues to grow, the market also expands in this stage. The automotive companies change their products to improve their features and functions. Again, the automakers concentrate on differentiating their brands, besides addressing the features and functions of their EVs (Tynan et al., 2019). Additionally, the companies advertise their product by addressing the needs of a broader range of active and potential clients. When the marketing features are the same, the price plays the role of a selling point for the EVs. Thus, some companies lower their price to increase the market share of their products.
Maturity
During this state, the sales of the EVs tend to slow down or even stop in some instances. This scenario is an indicator of a highly saturated market. Furthermore, during this stage, the prices become competitive and nosedive. This scenario shows a margin shrinking due to reduced demands, among other external pressures. The process of marketing during this stage is meant to help companies compete favorably. At this level, companies begin to create altered and new vehicles to respond to the needs of the various marketing segments available. Frankly, the strategies of brand repositioning and market segmentation are the most critical during this stage. It is amid this level that the companies that are not firmly competitive are forced to close down (the shake-out point). Consequently, this stage mediates high competition from the companies that saturate the market and a reduced growth rate. Companies face promotion war and competitive prices as they try to make more sales. Hence, they invest in the commercials of their EVs to enhance more sales. By and large, companies start innovating their products (through new products) to increase or maintain their market share in the needs of the latest market demographics (Deloitte, 2019).
Decline
While companies try to ensure that their EV brands do not fall in the maturity stage, the decline stage cannot be avoided. Amid this stage, the sales decrease, and the behavior of the consumer changes since the demand for the EVs declines. The EVs lose their market share, and the inherent competition deteriorates the sales even further. The market activities are reduced, and the ones executed are meant for the loyal clients of the EV brands of the various companies available in the industry, even as the prices drop drastically. These activities are reduced because clients begin losing their interest in the older EVs as new and more developed ones emerge (the latest EVs are at the core of the industry during this stage). The prices decline because they are slashed by organizations that sell and make the EVs, to pave the way for their newer and more refined products in the next introduction stage. Ultimately, the product can no longer be in the market unless it is redesigned to remain in demand or relevant in the market. The electric automotive companies should continue improving the EVs so that they are not retired out of the market. There are rebates and steep advertising discounts amid this stage because the advertising companies know that the EV organizations may not be willing to pay the end-of-year dues for the EVs that may not have been sold in the four stages (Amsterdam Round Table Foundation and McKinsey & Company [ARTFM], 2014).

Question 1. New and emerging business opportunities that the production and marketing of electric cars may present to entrepreneurs and business executives
The future holds a range of new and emerging opportunities in the marketing and production of the EVs.First, there will be a need for charging stations for the EVs. Business executives and entrepreneurs will begin establishing setups where the EVs could easily be charged. Second, there will be a need for washing services for the EVs. Because the EV owners will need to drive clean vehicles, business executives and entrepreneurs will choose suitable locations to provide the washing services. Third, the EV owners will need spare parts whenever their cars break down. The need for spare parts will be an opportunity that could be harnessed in the future in the EV industry. Fourth, there will be the establishment of the online sales of the EVs. Entrepreneurs will establish e-commerce websites where they will market and sell the EVs via online platforms. Fifth, the rental services will be another opportunity for the marketing of the EVs. Those with minimal financial resources will have the chance to drive the EVs through these services. Sixth, there will be the manufacturing of the car spare parts. Entrepreneurs will commence manufacturing the spare parts so that they are available locally. Lastly, there will be the use of advanced technologies in the manufacture of the EVs, where the batteries will be made more efficient and effective. Entrepreneurship will take this opportunity to create more advanced batteries and EVs by harnessing advanced technologies (Chandrasekaran, 2020).



Figure 2 
The Projection of the Sales of EVs with an increasing Projection (Deloitte, 2019).
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Note: The figure is a forecast of the Sales of the EVs from 2020 to 2030 as well as what has been observed between 2010 and 2019. From the figure, the sales increased by two million between 2018 and 2020. The predictions show that the sales will be 12 million units by 2025, which will increase to 21 million units by 2030.

Porter’s Value Chain
The analysis of this chain assists organizations in the process of optimizing their operational efficiency as they create a competitive advantage for their products. The support and primary activities are the two types of activities that are at the core of the value chain for the EVs. The primary activities are those that have a direct connection to the manufacture or delivery of the EVs and include operations, inbound logistics, outbound logistics, service and marketing, and sales (figure 2). Each of these activities is related to the support activities that establish efficiency and effectiveness. Support activities have four cardinal areas: EV technology development (Inclusive of R&D), the management of the human resources involved in the manufacture of the EVs, the infrastructure needed in manufacturing them (the systems of quality, finance, information, and planning management), and procurement (figure 3).
Figure 3
Porter’s Value Chain of the EV Industry (Larry & Koskinen, 2018)
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Note: Figure 3 presents Porter’s Value Chain Model. It indicates the five primary activities: operations, inbound logistics, outbound logistics, service and marketing, and sales. Again the figure shows the four support activities: EV technology development, the management of the human resources involved in the manufacture of the EVs, the infrastructure needed in manufacturing them, and procurement.
Primary Activities
Inbound Logistics 
This logistics represent the flow of goods into the EV organizations and include such aspects as delivery, storage, and transport. The EV companies possess numerous warehouses that are situated in their target markets (some owned and some leased).  The main manufacturing facility is used as a warehouse and a manufacturing center. Additionally, the main facility is used for administrative purposes. Most of the EV companies also have different facilities that they use for the distribution of their vehicles (Wells & Gubar, 2018).
Operations
The EV companies have the year and place of their first establishment. For example, Volvo is a Swedish company that was established in 1927 by Gustav Larson and Assar Gabrielsson and has its headquarters in Gothenburg. While its main activities are run from Gothenburg, the company has expanded its operations, manufacturing, the supply chain network, and sales internationally. The production sites of the company are located in Malaysia, Sweden, Belgium, and Thailand. The main markets of the company are Germany, Sweden, Great Britain, and the United States, with a market share of between 1 and 2%.  The production of the EVs is based on the emphasis of environmental care, quality, and safety. The company is the best seller of such EV models as XC90, XC40, V50, and S40 (Wells & Gubar, 2018). 
Outbound logistics
These are the activities involved in the storage, transport, and distribution of the EVs.The vision of the Volvo Company drives these logistics: to be the most sought-after and progressive premium brand of the EVs. The company has bold targets regarding quality, environment, and safety. The designing of electric automotive in this organization is founded on a diverse, inclusive, and collaborative working environment. Currently, the company works with over 105 175 employees globally. The company is based on the concept of teamwork in the process of manufacturing, storing, transporting, and distributing electronic automotive worldwide. By and large, this logistics are based on the company’s goal to create autonomous and safe vehicular electrification technologies (Wells & Gubar, 2018).
Marketing and Sales
The vehicles established in the EV industry are associated with increased competition. Most of the EV companies (the Volvo, for example) apply such marketing channels as both the digital and traditional channels of marketing in the promotion of their brands and products. Compared to other organizations, however, the Volvo organization has a reduced value in marketing investment. It uses its websites and other digital channels for marketing and promoting its products. The company also has a spectrum of galleries and stores in Germany, Sweden, Great Britain, and the United States, among other countries. The galleries and stores are used for marketing and sales of the company’s EVs. Additionally, these galleries and stores are used in obtaining feedback from the company’s customer base, besides promoting its brand. They also provide both the after-sales services and retail sales to its clients (Wells & Gubar, 2018).
Products and Services
The company continues to deliver on its promise to only deal with EVs from 2019. Hence, the company launched its first fully electric automotive: the XC40 Recharge, in 2019. This brand is a representation of a significant milestone in the EVs industry for Volvo vehicles. The company aims at introducing an all-electric vehicular brand every year, with Recharge being the primary name for all its EVs. The new brands by this organization this year will range between the XC40 SUV and the XC90 SUV models (Wells & Gubar, 2018). 
Support Activities
Technology
In the highly competitive EVs industry, technology is the cardinal differentiating factor among the different companies in the industry. Indeed, electric mobility and independent driving are the most popular areas of technology application in the industry. The Volvo Company is at the apex of research and development in making autonomous driving and enhances electric vehicular mobility. Its investment in technology is sure to assist the company in growing its brand and customer base (Sutopo et al., 2017).
Infrastructure 
This activity defines the infrastructure used by companies in the EV industry. With over 93 years of experience in innovation and construction expertise, the Volvo Company believes that technology is the main contributor to its competitiveness. The company has a range of production facilities in Brazil, Korea, India, Mexico, the U.S., China, France, Poland, Germany, and Sweden. Before the production of the EVs, these facilities created wheel loaders, asphalt and soil compactors, articulated haulers, compact equipment, and pavers. These sites will now be used in the large scale making of the EVs (XC40 SUV, for instance) (Sutopo et al., 2017).
Human Resource Management (HRM)
This activity explains the status of staff in the EV industry. For instance, the Volvo Company has over 105 175 employees, working in its various sites globally. It has the kind of employees who are passionate, are driven by the need for innovation, have a business sense, and are full of energy. These are the kind of employees who intend to create the next generation of electric cars by the company in a dynamic, respective, and global environment. HRM has turned out to be the most crucial area since the company needs to have the right employees to run the required technologies in the manufacture of EVs. Its cadre of employees enhances its competitiveness (Sutopo et al., 2017).
Procurement
The activity explains the acquisition of the goods and services needed in the production of the EVs. Thus, the vehicles created by the Volvo Company depend on a range of parts that the company gets from a spectrum of suppliers. The company has developed and maintained strong friendships with several suppliers for efficiency and effectiveness in the production process. In the procurement of batteries, among other system parts of the EVs, the company depends on the suppliers with whom it shares warm relationships. The company also procures such services as Consumer Enterprise Digital, Professional Services, Logistics, Marketing, and Facilities Management. Volvo has different suppliers who hail from other regions globally (Sutopo et al., 2017).

Figure 4
The various suppliers of the Volvo Company (Lyyra & Koskinen, 2018)
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Note: Figure 4 presents the different suppliers for the Volvo Company. For instance, the BOSCH company suppliers the company with the front wiper systems. Additionally, the GATES organization supplies it with the accessory belts.
[bookmark: _GoBack]
Question 2. Other businesses currently linked to the global automotive industry which may not be profitable in the long run to invest in
Various organizations are involved in the development, designing, production, and running of cars. These organizations are some of the businesses that are associated with the global automobile industry. Marketing is one such business that is used to create awareness about the presence of automobiles to the active and potential clients. There is, however, some business that will no longer be viable for investments in the long run. To begin with, the petrol station will not be worth investing in (in the long term) because they will no longer be needed in an industry dominated by the EVs. Similarly, petroleum mining and refinery businesses will also be unfit for investment in the future. Additionally, the companies that deal with the spare parts of the vehicles that run on diesel, gas, or petrol will also be closed down in the long run. Moreover, the businesses that produce the ICE engines will not be viable in the EV industry (Wood Mackenzie, 2020). 

Conclusion:
From this paper, the rising number of EVs are pointers of a more extended growth stage in the industry, as well as the product life of the EVs. Such companies as Volvo have been taking advantage of the prolonged growth stage of the EVs for years. However, the recent developing challenges may mean changes in this stage. The car manufacturers in this industry will, therefore, have high sales in the introduction and growth sales. The introduction stage will mediate emerging opportunities, while the growth stage will create new opportunities for business executives and entrepreneurs. Furthermore, Porter’s Value Chain Models is an analytical property of the various activities that are involved in the manufacture, transport, and distribution of the EVs. The model is also associated with the primary and support activities that take the EVs from their manufacturer to the hands of the clients. In this paper, the model has also presented the different companies (figure 3) that are associated with the EV industry. Due to the changing technologies and the intention of many companies to internalize all their activities, such suppliers as GATES and BOSCH, may ultimately not be profitable areas in which to invest.
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