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The present report will comprehend the Macro Environment Analysis using PESTLE, The Hofstede cultural dimensions model could be included related to social/ cultural forces, Environmental scanning, and Environmental analysis.  Later porters five forces will be performed for identifying the similarities and differences. In addition to this SWOT analysis will be conducted. Later STP will be offered in the report. Moreover, the Marketing mix elements 7Ps will be provided in the assessment. Later Directional development strategy along with the Ansoff matrix, recommendations, and also a Critical analysis of the model will be offered. Finally, the Product life cycle model will be offered in the report.
[bookmark: _Toc134173313]2.Macro Environment Analysis
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Fig 2.1: Pestle analysis
Source: Capinha et al. (2021)

	Political factors
· Trade policies: Both Russia and Brazil have their own trade policies that can impact Renault's operations in those countries. These policies can include trade agreements, tariffs, and import/export regulations. The favorability of these determinants would rely on the precise policies in place and their effect on Renault's ability to perform business efficiently.
· Government rules and regulations: Similar to trade policies, the government rules and regulations in Russia and Brazil can affect Renault's operations. These regulations can cover areas such as emissions standards, safety requirements, and manufacturing regulations. The favorability of these determinants would rely on whether the regulations are supportive or burdensome for Renault's business operations in each country.
· Political stability: Political stability is an important factor for any multinational company operating in a foreign market. In the case of Russia and Brazil, the level of political stability would determine the risks and uncertainties Renault may face in conducting business. Favorable political stability would offer a favorable environment for Renault's operations, while unfavorable stability, such as political unrest or recurrent changes in government, could create risks and challenges.

	Economic factors:
· Currency fluctuation: Both Russia and Brazil have currencies that can experience fluctuations in value. As a multinational company, Renault generates revenues and incurs costs in different currencies. Currency fluctuations can impact the financial performance of the company when converting revenues and costs. The favorability of this determinant would depend on the stability of the currencies and their effect on Renault's profitability and competitiveness in each market.
· Economic growth and stability: The economic conditions in Russia and Brazil, including factors like GDP growth, inflation rates, and consumer spending, can influence Renault's business performance. Favorable economic growth and stability would offer a larger market and enhanced consumer demand for Renault's products. Conversely, unfavorable economic conditions, such as recessions or high inflation, can delay the company's growth.


	Social factors
· Consumer behaviors and preferences: Understanding consumer behaviors and preferences is crucial for Renault's success in any market. In Russia and Brazil, the preferences and demands of consumers may differ from other markets where Renault operates. The favorability of this factor may rely on the arrangement of Renault's marketing strategies and product offerings with the preferences of customers in each country.
· Demographic trends: Demographic factors, such as population size, age distribution, and urbanization rates, can influence the demand for Renault's products in Russia and Brazil. Favorable demographic trends, like a growing middle class or a young population, can present opportunities for Renault to increase its customer base. Unfavorable demographic trends, like an aging population or rural migration, may create challenges.

	Technological factors
· Innovation and new technologies: Technological advancements in Russia and Brazil can create both opportunities and challenges for Renault. These advancements can include developments in autonomous driving, electric vehicle infrastructure, and connectivity solutions. The favorability of this factor would depend on Renault's ability to adapt and capitalize on these technologies to enhance its competitive advantage.
· Cybersecurity: As Renault embraces new technologies and connectivity in its vehicles, cybersecurity becomes increasingly important. The level of cybersecurity infrastructure and measures in Russia and Brazil would determine the favorability of this factor. A robust cybersecurity environment would be favorable for Renault, as it would help protect its vehicles and customer data from cyber threats.
· Intellectual property: Intellectual property protection is essential for Renault's innovations and technological advancements. The strength of intellectual property laws and enforcement in Russia and Brazil would impact the favorability of this factor. Strong intellectual property protection would allow Renault to safeguard its innovations and maintain a competitive edge.


	Legal factors
· Regulatory compliance: Renault needs to comply with various rules and regulations in the countries where it operates, including Russia and Brazil. The favorability of this factor would depend on the clarity, consistency, and reasonableness of the regulatory requirements imposed by the governments in Russia and Brazil. Favorable regulatory compliance would mean that the regulations are obvious, consistent, and supportive of Renault's business operations, guarantee a compliant operation. Conversely, unfavorable regulatory compliance would engage burdensome or incompatible regulations, which could hamper Renault's operations and augment compliance costs.
· Intellectual property laws: Intellectual property protection is crucial for Renault's innovations and technologies. The effectiveness of intellectual property laws and enforcement in Russia and Brazil would determine the favorability of this factor. Strong intellectual property laws would provide Renault with the necessary protection against contravention and illegal use of its intellectual assets.

	Environmental factors
· Climate change and emissions: Russia and Brazil, like other countries, have regulations and policies aimed at addressing climate change and reducing emissions. Renault's compliance with these regulations and its efforts to mitigate the environmental impact of its vehicles would determine the favorability of this factor. Favorable environmental factors would involve Renault's commitment to sustainability, emission reduction, and the development of environmentally friendly technologies.
· Supply chain management: Renault needs to ensure that its supply chain partners in Russia and Brazil meet environmental standards and practices. The favorability of this factor would depend on the effectiveness of Renault's supply chain management in promoting sustainability and reducing negative environmental effects throughout the supply chain.
· Sustainability: The growing consumer demand for sustainable products and practices affects Renault's operations in Russia and Brazil. The favorability of this factor would depend on Renault's ability to align its strategies and products with sustainability objectives, like using renewable energy sources, reducing carbon footprint, and applying recycling programs.
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Fig 2.2: Hofstede cultural dimensions model
Source: Jacobs and Jacobs (2019)
Power Distance Index (PDI): The Power Distance Index is termed the measurement of the acceptance of hierarchal and power structures within the country. In Brazil, the power index is comparatively higher which indicates the hierarchal structure is prevalent in Brazil. On the other hand in Russia, the power distance index is relatively higher which shows a higher hierarchal structure prevalent in the society (Jacobs and Jacobs, 2019).  
Individualism vs. Collectivism: Individualism Vs Collectivism refers to the range to which the entire society is worth individual interest when compared to group harmony. In Brazil, the society values individualism over collectivism because the people focus on accentuating personal achievement and freedom. In the case of Russia have an increased inclination towards collectivism because people in Russia have more importance on group loyalty and identity.   
Masculinity vs. Femininity: Masculinity vs. Femininity dimension comprehends the range to which a public standards competition, assertiveness, and achievement (masculine) versus quality, nurturing, and cooperation, of life (feminine).In both countries, Masculinity vs. Femininity is high which emphemphasizesambition, competition, and success (Soares et al., 2022).
Uncertainty Avoidance: Uncertainty Avoidance is the degree to which society accepts ambiguity,  risk, and uncertainty. Brazil has a higher performance in avoiding uncertainty. On the other hand, Russia has increased uncertainty avoidance, underlining rules, regulations, and structured methods for reducing uncertainty (Angulo et al., 2022).
Long-Term Orientation: Long-Term Orientation primarily aims to range to which the society values long-term persistence, traditions, and perseverance above instant gratification and short-term results. In Brazil society is inclined towards short-term results focusing on adaption to changing situations and immediate rewards. On the other hand in Russia society is inclined towards long-term results which focus on stability and traditions.
Indulgence vs. Restraint: Indulgence vs. Restraint is the dimension that portrays aims the degree to which society treats rewarding desires and benefits from life against regulating and restraining such impulses. In Brazil, society has a high degree of indulgence which focus on indulgence. On the other hand in Russia scored comparatively low on indulgence focusing on control and restraint.
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Fig 2.3: Hofstede cultural dimensions model
Source: Jacobs and Jacobs (2019)
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Advantages
· Practical application: The model provides practical guidance for recognizing and managing diversity in culture in several aspects such as cross-cultural communication, international business, and negotiations. The model offers individuals and persons to foresee challenges and acclimatize the methods accordingly (de Lara and Marx, 2018).
· Data-Driven approach: the current model depends on data collection methods such as large-scale surveys. Hence the current model is considered to be more reliable and accurate.
· Cross-cultural comparison: The model offers a cultural comparison of different countries offering a guide for understanding and comparing cultural behbehaviorsalues, and attitudes. Hence the model can be useful for individuals, society, and companies in different countries.
· Universal acceptance: This is a globally accepted model which can be applied in the case of diverse countries and cultures. This model is a common language to discourse and observe cultural dissimilarities and can help understanding and collaboration among individuals from diverse cultural backgrounds (Campos and Barros,  2018).  
Disadvantages
· Limited scope: The model primarily focuses on work-related behaviors and values which cannot analyze the entire issue. The model fails at addressing the conspectus like historical aspects, religious beliefs, and social changes which can affect the cultural dynamics.
· Cultural Relativity: The model ignores the relativity of cultural values and conveys that certain cultural dimensions are worse or better than others.
· Cultural dynamics over time: The model is developed based on the data gathered before decades and the cultural values evolved. Therefore the static nature of the model does not fully account for the alterations in the cultural dimensions as a result of technological advancements, globalization,n, and generational diversities ( Barafort et al., 2018).
· Simplification of cultures: The model declines multifaced and complicated cultural realities into limited dimensions, which can oversimplify and generalize the cultural dissimilarities within the countries. The model can ignore regional variations, individual dissimilarities, and subcultures which result in potential stereotypes and inaccuracies.
· Lack of contextual factors: the model ignores contextual factors like historical events, economic conditions, and political systems. These contextual factors are responsible for shaping cultural behaviors and values. Hence for understanding the cultural dynamics, these factors are important and this is not addressed in the model (Marx et al., 2018). 
[bookmark: _Toc134173317]Environmental scanning
Brazil
· Social and Cultural Trends: Observe the mobility trends,  consumerpreferences,s, and lifestyle changes, in Brazil. The surge in environmental consciousness, industrialization, and urbanization have also enhanced the demand for sustainable transportation and this can affect marketing strategies and the product portfolio of Renault company.     
· Economic Factors: Monitor Brazil's economic indicators like inflation rates, GDP growth, and consumer spending. In Brazil, purchasing power and economic stability can impact the demand for automobile products.
· Political and Regulatory Environment: Tax regulations, government policies, and trade agreements can impact the industries in which Renault is operating. Therefore government regulations, tax regulations,ons and trade agreements can impact the performance of the company. In addition to this, the fluctuations in import/export duties can also impact market accessibility and production costs  (Fettermann, and Freitas, 2017).  
· Technological Developments: In Brazil, the factors such as autonomous driving technologies, connectivity in Brazil, and advancements in electric vehicles can impact the performance of the industry. Implementing and integrating such innovations can make Renault align with regulatory requirements and market expectations. Adopting and integrating these innovations into Renault's product line can align with market expectations and regulatory requirements.
· Competitive Landscape: The competition in the industry is also a factor that impacts both international and domestic automotive companies. Therefore the market share, product offerings, distribution channels, and pricing strategy need to be altered according to the competition in the industry (Velandia Vargas et al., 2020).
Russia:
· Social and Cultural Trends: The transportation needs, lifestyle changes, and customer preferences need to be analyzed. The factors such as climate-related requirements, preference for larger vehicles, and interest in SUVs can impact the industry. Therefore such factors need to be considered while offering marketing offering and product offerings (Shevtsova et al., 2023).  
· Economic Factors: The evaluation of economic indicators in Russia such as inflation rates, GDP growth, and customer confidence can impact the performance of Renault. In addition to this economic fluctuations can affect the purchasing power and demand of the vehicles.
· Political and Regulatory Environment: The import and export regulations, investment incentives and government policies need to be evaluated in Russia. Therefore fluctuations in trade barriers, geographical tensions, and investment incentives can impact market access and production costs.
· Technological Developments: Since Renault operates in the automotive industry technological advancements like connectivity, electric vehicles, and safety features can impact the industry. Hence staying updated on such technological advancement is important for attaining success in Russia (Gebrekidan and Mukhtar, 2017).
· Competitive Landscape: Monitoring the competitors from international and domestic companies is important. Recognizing the product range, pricing strategies, distribution networks, and market presence is important for a company to find potential areas of differentiation and competitive positioning.


[bookmark: _Toc134173318]Environmental analysis
· Political Factors: The political factorsincludes the evaluation of government policies, government regulations, political landscape, and political stability in the country can impact the operation of the company. Political factors comprise trade agreements,  political stability, and taxation policies, governmental support or intervention in particular sectors (Renault Group, 2022).
· Economic Factors: Economic analysis primarily aims at macroeconomic indicators like interest GDP growth, exchange rates, and consumer spending. Therefore the Understanding of economic trends and forecasts benefits companies to evaluate the purchasing power of customers, potential risks or opportunities, and market conditions (Bougias et al., 2022).
· Social Factors: Social analysis inspect demographics, societal trends, lifestyle preferences, cultural values, demographics, and consumer behavior. Societal Factors such as social attitudes, lifestyle changes, population demographics, and customer preferences can severely affect the company's product development, marketing strategies, and customer engagement. 
· Technological Factors: Technological analysis occupies assessing, innovations, trends, and advancements in technology that can disturb or generate opportunities within the sector. Hence this consists of assessing emerging technologies, research and development, digitalization, automation,  and their probable effect on the company operations and competitive landscape.
· Environmental Factors: Environmental analysis examines the factors linked with sustainability, climate change, natural resources, and environmental regulations. Hence the company needs to review the effectiveness of its monitoring environmental regulations, and operations on the environment, and recognize opportunities for adopting sustainable products and initiatives (Gurkov and Morley, 2021).
· Legal Factors: Legal analysis primarily aims at both legal and regulatory frameworks in the industry of operation. Hence this comprises industry-specific regulations,  compliancerequirements,  labor laws, intellectual property rights, and legal risks. Recognizing the legal environment benefits the company in ensuring regulatory compliance and avoiding legal issues.

[bookmark: _Toc134173319]3.Porters five force model
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Fig 3.1: Porters five force model
Source: Alam and Dalla-Costa (2022)
The threat of new entrants: The threat of new entrants is relatively low because the automotive sector is a capital-intensive industry. The automotive industry needs a high amount of investment to manufacture and develop vehicles. Since Renault is a well-established brand in the automotive industry the new entrants may not be able to attain resources to enter the industry. In addition to this, currently established companies in the automotive industry have established supplier relationships and economies of scale which cause several restrictions to the competitors in terms of both price and quality (Alam and Dalla-Costa, 2022). On the other hand the advancements in technologies have resulted in the rapid growth of industry and hence paved the way for new opportunities. The new opportunities can cause competition to established brands such as Renault (Alam and Dalla-Costa, 2022). 
Bargaining power of suppliers: For attaining source materials and parts the company depends on the supply chain. In the case of Renault, certain suppliers can negotiate if they have significant market share, or unique technology or product. Therefore the negotiation of such suppliers can affect the profitability of Renault if the company is not able to find alternative suppliers or attain favorable pricing. In addition to this buyer power and the size of the company also offer bargaining power to the suppliers. Moreover, the Renault company has invested in vertical integration. This is achieved through acquiring certain suppliers, which benefits in justifying supplier bargaining power.
Bargaining power of buyers: The buyers have high bargaining power for the negotiation of features and processes because the automotive sector is highly competitive. In addition to this, customers have more power for negotiation because customers have more access to a wealth of information regarding vehicles and pricing (Rehfeldt, 2018).  Additionally, customers have access to a wealth of information about vehicles and pricing, giving them more leverage in negotiations. Hence Renault companies need to satisfy the changing needs of the customers by delivering innovation and value. In addition, this company has confronted competition from substitute modes of transportation like public transportation and ride-sharing services because this can impact demand for vehicles.
The threat of substitutes: The Renault industry is performing in the automotive industry and hence the threat of substitutes is high in the industry.  Due to alternative modes of transportation such as public transportation and ride-sharing services, the automotive sector confronts high competition. Furthermore, the fluctuation in customer trends, behavior, and regulations can foster demand for automotive and electric vehicles. The threat of substitutes is high and hence Renault company has a high investment in autonomous and electric vehicles. The adoption of technologies is still for certain customers due to several factors such as price and knowledge. Hence the stagnant adoption of such advanced technologies causes competition for Renault due to traditional gasoline-powered vehicles (Nguyen, 2021).
Competitive rivalry: Toyota, Volkswagen, and General Motors are certain global companies that offer high competition to the company. Competitors such as Toyota, Volkswagen, and General Motors are regularly introducing new technologies, marketing strategies, and models to attain market share. Renault needs to deliver high-quality products to remain competitive. In addition to this Renault invested highly in customer service and innovation for remaining competitive. In addition to this  Renault has also penetrated strategic associations with several other companies like Mitsubishi and Renault to enhance competitiveness and development and share research costs (Adăscăliței and Guga, 2020).
Similarities:
Brazil and Russia are merging, markets with heavy populations and this shows the opportunities for automotive companies such as Renault.
Brazil is suffering from political stability and recession, and Russia is confronting a reduction in oil prices and economic sanctions. Hence both Brazil and Russia are facing economic challenges in recent years.
Russia and Brazil have large amounts of natural resources such as metals, ethanol, oil, and natural gas. Russia is the major producer of natural resources such as natural gas, oil, and metals. On the other hand, Brazil is the major producer of soybeans, ethanol, and oils (Jacobs and Jacobs, 2019).
Differences:
Brazil has fewer land areas and a hotter climate when compared to Russia. Russia consists of a larger land area and colder climates. This influences the features and types of vehicles used in each country.
The communication and marketing strategies of Renault can differ the in two countries because the two countries have several languages and cultures.
The automotive sector of Russia consists of domestic automakers and cconfrontsimperative competition from several internal brands (Skripkina et al., 2019). On the other hand, Brazil consists of a more established and larger automotive sector with many domestic automotive companies like Volkswagen, GM, and Fiat which faces competition from several interaction automotive companies like Renault.

[bookmark: _Toc134173320]4.SWOT analysis
	Strengths:
· The large and diversified products such as electric vehicles, a range of cars, and SUVs.
· Increased focus on autonomous and electric vehicles due to the advancements in technology.
· Moreover sustainable and technological innovations such as car-sharing. 
· The company was established in 1898 and hence has a strong brand reputation and recognition.
· Renault has a strong brand presence in emerging markets such as India and Brazil and Europe. The company operates approximately in 120 countries.

	Weaknesses:
· The automotive sector has high competition with several new entrants and established players for market share.
· Renault has high Dependence on the European market and this can impact its performance through changes in customer preferences and economic challenges. 
· Renault has a low brand presence in the US market and the company has confronted several challenges in the past in the UK market (Guerlain et al., 2019).
· Renault faces several  Challenges in the Chinese market due to the high competition prevailing in the automotive industry and its lack of foothold in the Chinese market.


	Opportunities:
· Growing demand for electric and autonomous vehicles, which play to Renault's strengths in innovation and technology.
· Emerging markets like Brazil and India present significant growth opportunities for Renault, with rising incomes and a growing middle-class driving demand for automobiles.
· Expansion into new markets and partnerships with other companies could help to diversify Renault's revenue streams and strengthen its position in the industry (Montenero, 2018).
· Shift toward new mobility solutions, such as car-sharing and ride-hailing, could present new opportunities for Renault to innovate and offer new products and services.

	Threats:
· Economic challenges and political instability in key markets like Europe and Brazil could impact demand for automobiles and cause fluctuations in sales.
· Intense competition from both established automakers and new entrants, particularly in the electric and autonomous vehicle space.
· Changes in consumer preferences and regulations, such as a shift towards more sustainable and environmentally-friendly vehicles, could impact Renault's product portfolio and require significant investments in research and development (Panibratov and Brown, 2018).
· Geopolitical risks, such as trade tensions or political instability in key markets, could impact Renault's operations and supply chain.



Similarities:
Strong Competition: Both the Russian and Brazilian automotive markets are highly competitive, with multiple domestic and international brands vying for market share.
Market Growth Potential: In both Russia and Brazil there is high growth potential due to the determinant like the desire for personal mobility, enhancing disposable income, and government initiatives for enhancing the business in the automotive sector (Panibratov and Brown, 2018).  
Perception of Quality: In both markets, the company confronts threats such as vehicle quality issues when compared to other companies.   
Differences:
Market Size: When compared to Russia Brazil's automotive market is larger in terms of industry size and vehicle sales.
Economic Factors: In both markets, the economic factors impact the industry but these economic factors differ Brazil's economy is impacted by economic determinants such as political stability, inflation rates, and currency changes. On the other hand, the Russian market is impacted by geographical tensions and oil prices.
Local Manufacturing: Renault company does not consist of local manufacturing in Brazil. On the other hand, Renault has local manufacturing amenities in Russia which offers a greater market presence and cost-effective production (Moise et al., 2020).

[bookmark: _Toc134173321]5.STP
· Segmentation: The company using characteristics such as geography, psychographics, demographics, and behaviour (Xi, 2021). Renault sells cars to people who want reliable, inexpensive transportation. The business also concentrates on regions where the demand for autos is rising. 
· Targeting: As a part of diversification, Renault focuses on markets with various sectors for its products. Renault provided affordable little vehicles like the Micra and sedans to entice families. 
· Positioning:  The business presents itself as a creative brand and a dependable brand that sells high-quality goods. Renault is dedicated to building high-quality, reasonably priced cars that are both safe and fuel-efficient. 
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Price is the primary feature that customers appreciate, and Renault is positioned towards the lower end of the scale. Alongside brands like Toyota and Honda, Renault is positioned at the top end of the reliability spectrum. Additionally, the brand offers cutting-edge features, and Renault is positioned to the right alongside the brands BMW in terms of innovation and technology. Technology advancements offer features like safety precautions and automated driving. Additionally, the brand was ranked first for environmental responsibility alongside Toyota. Overall, the perceptual map demonstrated Renault as a trustworthy and creative brand that provides high quality goods and services.
[bookmark: _Toc134173322]6.Marketing mix elements 7Ps
Product: for meeting the needs of different customer segments Renault offers a wide range of products (Kraemer et al., 2023). Renault's product portfolio consists of SUVs, electric vehicles, commercial vehicles, passenger cars, and sports cars. Moreover, to enhance customer satisfaction, Renault also provides several aftercare services and a wide range of accessories.
Price: Renault offers competitive pricing in association with the targeted segments. The pricing strategy used by Renault is skimming pricing, value-based pricing, and penetration pricing based on customer requirements, region, and model (Renault and Ramos, 2019).
Place: Companies make use of several entry methods to expand into new markets like franchising, acquisitions, direct exposure, joint ventures, and licensing.  Renault consists of many sales offices in different countries it operates and the company has manufacturing plants internally( Iovleva, 2019).
Promotion: Renault makes use of digital media channels like email marketing, content marketing, and social media marketing for reaching the targeted markets and segments. Moreover, the company promotes its products and services through public relations, advertising, personal selling, and sales promotion.
People: The company has highly skilled and experienced employees for performing the operations within the company. Renault consists of engineers, sales representatives, designers, and engineers who are dedicated and passionate about offering high-quality services and products to customers. This helps the company in attaining more customer loyalty and satisfaction.
Process: The Process of the company is designing, manufacturing, and delivering the products to the targeted markets. Moreover, there are certain after-purchase services and customer service offered for addressing the queries and complaints of the consumers.
Physical evidence: The physical evidence of Renault consists of its sales office, products, customer service centers, and manufacturing plants. The global physical presence helps the company in attaining a strong brand reputation and brand image in the targeted market (Serrano et al., 2021).

[bookmark: _Toc134173323]7.Directional development strategy
[bookmark: _Toc134173324]Ansoff matrix
Market Penetration
In Russia
· For attaining a larger market share the company needs to expand its promotion and marketing strategies.
· For attaining a competitive advantage the company needs to offer discounts and incentives (Veselova, 2017).   
In Brazil
· Improve consumer service and develop a strong dealership network for enhancing the market share.
· For attaining a large audience Renault needs to influence social media platforms and digital marketing.
Product Development
In Russia:
Enhance the product range of electric vehicles to attain environmentally friendly transportation.
Introduction of new features and models (Zagaris et al., 2022).  
In Brazil:
Expand models with flexible fuel options.
Improve infotainment systems and vehicle connectivity (Mikami and Bird, 2022).  
Market Development
 In Russia:
Expand the business into smaller cities or untapped regions in Russia.
Include fleet and corporate customers in segmentation.
In Brazil:
Expand to similar neighboring countries.
Augment exports to several other Latin American countries.
Diversification
In Russia:
· Develop strategic partnerships or acquisitions.
· Develop mobility solutions (Montenero, 2018).
In Brazil:
· Expand into associated markets.
· Discover opportunities in the energy sector.

[bookmark: _Toc134173325]Recommendations
· Prioritise stability: Renault must make research and development investments to implement new technologies and products in response to the rising demand for sustainable products. Additionally, the business built electric vehicles to dominate the market for renewable energy (Angulo et al., 2022).
· Increase sales in emerging markets: Businesses may launch new items to address niche market demands. Additionally, Renault expanded business operations in nations like China, and India by taking advantage of the growth potential of these emerging new markets. Regulations, cultural standards, and regional market conditions must be taken into account while expanding to new countries.

[bookmark: _Toc134173326]Critical analysis of the model
The Ansoff matrix is a structured method for assessing the company's growth prospects and for systematically and logically identifying its strategic alliances. According to Dawes (2018), the matrix provided a variety of possibilities for product and market development, enabling businesses to investigate growth opportunities. Additionally, by figuring out the least risky option, businesses could identify the risk and mitigate it. The matrix assesses the possibilities, however, it lacks detail and offers a general overview of growth options. In addition to particular, the matrix always presupposes a stable environment for the firm, but in practice, operations are conducted in a continually shifting and unpredictable environment.
[bookmark: _Toc134173327]8.Product life cycle model
The product life cycle (PLC) model is a marketing theory that comprehends the different levels a product goes through which is starting from introduction to the decline in the industry. The product life cycle stages include introduction, growth, maturity, and decline (BBC, 2022).
Introduction Stage:
The company needs to focus on offering products that have a longer life span and meet all the requirements for the customers and this is the product development stage. Effective research is important for understanding the market trends within the industry. For finding targeted customer segments, competitive options, and customer preferences through proper market research. In the introduction stage Renault needs to attain market share and attract the customers through execution of a penetrating pricing method. Also, the introduction stage needs to have efficient marketing, promotion, and advertising for penetrating the customer base and develop brand awareness and interest in Renault's models. Ensuring proper distribution channels and developing associations with dealerships is part of the introduction stage ( Nguyen,  2021).
 
Growth Stage:
To expand the customer base of Renault, the company needs to find new markets and expand the customer segments to the new markets. Moreover, Renault is performing in a highly competitive industry, and hence Product Differentiation is important. Product Differentiation helps Renault to update vehicles through, design, features, technology, and customer service for attaining a competitive advantage (Khryseva et al., 2018). After differentiating the services, Renaults need to adjust the pricing strategy deepening on the competition, market demand, and cost factors with a goal towards increased productivity. Moreover in the growth stage, effective marketing and promotion strategies can be implemented through sponsorships, campaigns, and endorsements. Later in the growth stage, the company can execute loyalty programs for the customers to encourage repeat purchasing and brand loyalty while offering loyalty programs (Renault Group, 2018). 
Maturity Stage:
The maturity stage of Renaults includes finding and targeting the specific segments in the larger markets within the industry to maintain the market share of the company. The next step in the maturity stage would be  Product Line Extension. In this process, the company can develop new models, and variants, or updates the existing products or services to provide diverse customer needs and preferences (The New York Times, 2022). For maintaining the market share and profitability the company needs to adjust the pricing strategy for attaining a competitive edge. The company needs to implement competitive pricing in the maturity stage. To emphasize the value proposition and for differentiating the company from its competitors Renault needs to aim at communication methods. Moreover in this stage for improving customer satisfaction and attain customer retention company need to invest in after-sales support and service. This can help the company in 9influncing the future purchasing decision of the customers  (Zhurova and Moshkova, 2022).
Decline Stage:
The decline stage is the final stage in the product life cycle. In this stage, the first process needs to be Product Modification.             The company needs to focus on expanding the lifecycle of the product through several modifications. The improvements and updations can help in enhancing the lifespan of the products and discovering new uses for the prevailing products can also benefit the company in several ways (Chetverikova, 2017). In addition to this, the decline stage needs to discover specialized customer segments and also find niche markets that are important for the company. In the decline stage reduce costs and Streamline operations to maintain profitability in the reduced demand in the market. Furthermore, the decline stage consists of developing Strategic Partnerships. The company can Explore collaborations and partnerships with several other companies to find new markets and expand the product's life cycle. In addition to this, the decline stage consists of Product Retirement. In the Product Retirement companies need to create the decision to leave the product. Moreover, Product Retirement helps in redirecting resources to several other ventures or products( Lavrikova et al., 2019).
[bookmark: _Toc134173328]9.Conclusion
Renault has strong business relationships with companies like Mitsubishi and Renault which benefit from sharing resources and technologies( Balashova and Gromova, 2017). Russia consists of well-developed infrastructure. On the other hand, Brazil confronts infrastructure disputes like insufficient road situations and traffic obstruction, which directly affect e customer satisfaction and driving experience. Renault operates in an industry where customers needed to be treated with excellent customer service. Hence Renault must follow several consumer protection laws like warranty and lemon laws. This can impact the overall performance of the company.
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