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Figure 1
Source: https://www.moodiedavittreport.com/for-a-new-generation-of-beer-drinkers-introducing-heineken-silver/



[bookmark: _Toc113386383]Introduction
Founded in Amsterdam in 1864 by Gerard Adrian Heineken, Heineken N.V. is a Dutch global brewing firm. Heineken now has ownership over 165 breweries in over 70 countries. The company employs over 85,000 people and produces 348 different types of beer and cider at the worldwide, regional, local, and specialty levels. Heineken N.V. is the largest brewer in Europe and among the top brewers in the world by volume, producing 241,300,000 hectoliters of beer in 2019 and earning a total of EUR 23,894,000,000,000 worldwide.
"Zagorka" AD is a joint-stock company with a main object of activity the production of beer. The majority shareholder in "Zagorka" AD is the registered in Greece company Brewinvest , owned by Heineken and Coca - Cola Hellenic Bottling Company , owning 98% of the shares of "Zagorka" AD. The company is the largest and most modern Bulgarian brewery. The exceptional quality of the production and service is guaranteed by high security quality control systems.. 
“We aim to drive superior growth with greater focus on the needs of consumers and customers. We are focused on premiumisation and innovation, extending beer into non-alcoholic, flavoured and less bitter variants, moving beyond beer with cider and hard seltzers, and driving a more digital route-to-consumer.” (www.theheinekencompany.com). It’s new business strategies can be learnt by worldwide beverage companies so that they can overcome the difficulties during the epidemic (Jang, H., 2021)
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[bookmark: _Toc112429792]Figure 2:
(Source: beveragedaily)

[bookmark: _Toc113386384]Macro Environment
The macro environment is made up of a number of factors that can't be changed by an organisation, but they still need to be looked at so that corporate and marketing strategies can be changed to fit the changing business environment. People think that the political, economic, social, technological, legal, ecological, demographic, ethical, and regulatory forces are the most important in the macro environment (Małgorzata Gałązka-Sobotka et al , 2020). The goal of macro environment analysis is to help organisations understand major changes and what they mean for the future. The way the analytical tools used to look at the macro environment are set up suggests that organisations respond to their surroundings. Some organisations may have a big impact on their surroundings and change the game. An organization's analysis of its environment can be skewed by how much attention it pays to different parts of the macro environment and how it interprets those parts.

[bookmark: _Toc113386385]PESTLE Analysis
PESTLE Analysis is a strategic management technique that Heineken's leadership may utilise to make more informed decisions. PESTLE stands for Political, Economic, Social, Technological, Legal and Environmental elements that influence the company's macro environment. Heineken operates in a dynamic environment influenced by consumer spending behaviour, technological changes, government decisions, collective social trends, regulatory framework, increasing regulatory framework for environmental factors, increasing consumer environmental activism, and an ever-changing legal system.
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Figure 3
(Source: enterslice.com)

[bookmark: _Toc113386386]Political Factors
- Taxes policies - Heineken has benefited from decreased taxation laws in the Western Hemisphere over the previous two decades. It has led in increased revenues and investment on research and development. Rising inequality in the UK may force adjustments in taxation systems. Second, local governments are investigating Beverage (Alcoholic) pricing strategies in order to reduce the carbon footprint of the Consumer/Non-Cyclical sector. Brexit has changed the import/export strategy of the company.
- Importance of local governments in the United Kingdom - Unlike in most other nations, local governments in the United Kingdom play an important role in policymaking and regulation. Heineken must constantly monitor the states and territories in which it has a presence rather than developing nation-wide policy in the United Kingdom.
- Bulgaria's transition to a market economy began after 1990, therefore the country missed the advantageous era 1992-1996, when developed countries invested heavily in the Czech Republic, Hungary, Poland, and Slovenia.
- Bulgaria's entry to the EU at the start of 2007 favourably influenced investment dynamics

[bookmark: _Toc113386387]Economic Factors
- Inflation rate - The market's cheap liquidity following Brexit, the pandemic and the conflict in Ukraine will lead to increased inflation in the UK and Bulgarian economy.
- Downward pressure on consumer spending - While consumer disposable income has remained consistent, rising inequality in society in the UK will have a detrimental influence on consumer mood and, as a result, consumer purchasing behaviour.
- The low profit tax in Bulgaria draws international investors from all around the world, allowing Heineken to maintain operations in the country.

[bookmark: _Toc113386388]Social Factors
- Brexit has affected the workforce and unemployment trends in the UK. The number of job vacancies in March to May 2022 rose to a new record of 1,300,000; an increase of 20,000 from the previous quarter, and an increase of 503,900 from the pre-coronavirus (COVID-19) pandemic level in January to March 2020 (www.ons.gov.uk). This may have an influence on Heineken's capacity to hire multinational executives and managers to run operations in the country.
- Gender roles in the UK and Bulgaria are changing. Heineken can put several concepts to the test in order to adapt to and support the changing gender roles in culture.
- The family is the most important group that may affect Heineken product consumers since members actively influence each other. The percentage of Bulgaria's elderly population has grown in recent years, while the birth rate has fallen. The enhanced migratory procedures also have a negative impact, resulting in a scarcity of competent workers in some areas of the country.


[bookmark: _Toc113386389]Technological Factors
- The firm invests heavily in new manufacturing lines, new technologies, new employment opportunities, employee training, selecting the best raw materials and suppliers, and consumer health care. This in both the UK and Bulgaria, since both countries are considered major players in the beer sector.

[bookmark: _Toc113386390]Legal Factors
- Health and safety standards in the United Kingdom have always been high and Heineken must fulfil those standards and the expense of doing so.
- In the United Kingdom, intellectual property, patents, copyrights, and other IPR rights are legally protected.
- The product is distributed in Bulgaria in line with the Storage and Distribution Regulations, quality standards, and RIOKOZ and DVSK criteria.
- In recent years, Bulgarian legislation in the food business has been established in conformity with European needs and norms. These standards are connected to improved consumer rights protection, the battle against unfair competition, intellectual property protection, and so forth. Manufacturers make significant investments to satisfy the criteria, which raises the price of manufactured goods.

[bookmark: _Toc113386391]Environmental Factors
- Recycling is quickly becoming the standard rather than the exception in UK's economy. Heineken must create strategies to comply with Consumer/Non-Cyclical norms and expectations.
- Renewable technology is another area of focus for Heineken. It can capitalise on industry trends. United Kingdom and Bulgaria are providing subsidies for renewable energy investments.
- Heineken's mission is to provide premium drinks that also contribute to the environment by being produced in a high-operational-efficiency environment and in conformity with numerous environmental indicators.

[bookmark: _Toc113386392]Hofstede Analysis 
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Figure 4
Source: https://www.hofstede-insights.com/fi/product/compare-countries/

[bookmark: _Toc113386393]Distance to power
According to the PDI, the United Kingdom is a society that thinks disparities between people should be minimised. This is shown by the country's ranking of 35th. Research indicates, rather unexpectedly, that the PD index is lower among the higher classes in Britain than it is among the working classes. The PDI score appears to be at odds with the long-standing and historically significant British class system, and it reveals one of the inherent tensions in British culture. On the one hand, there is a strong belief that where you are born should not limit how far you can travel in life. On the other hand, there is a belief that birth rank is important. The notion that individuals should be treated as equals in some way is driven by a sense of fair play and should be encouraged.
The fact that Bulgaria obtains a high score on this criterion (70) indicates that its citizens have no problem with a hierarchical order in which everyone is assigned a certain role and there is no need for further justification. Centralization is prevalent, subordinates anticipate being told what to do, and the ideal boss is a benevolent dictator. All of these factors contribute to the perception that organisational hierarchy is a reflection of underlying injustices.
[bookmark: _Toc113386394]Individualism
The United Kingdom has one of the highest Individualist ratings in the world, with a score of 89. This number is only topped by a few of the nations that emerged from the Commonwealth, such as Australia and the United States. The British are notoriously private and have a strong sense of individualism. Children are taught from an early age how to think independently in order for them to figure out what their particular purpose in life is and how they may make a positive contribution to society. Finding contentment in one's own life is the way to happiness. As a result of Britain's wealth having "stretched north" over the course of the last decade, a phenomenon that has garnered a great deal of attention and discussion is the growth of what is seen as unbridled materialism and a strengthening of the "ME" culture.
With a score of 30, Bulgaria is considered to be a collectivistic society by sociologists. This is shown by the member's long-term devotion to the 'group,' which may take the form of a family, an extended family, or extended relationships. Loyalty takes precedence over the majority of other social norms and regulations when it comes to importance in a society that is collectivist. The society fosters intimate bonds, with members of each group accepting responsibility for the others in their own groups. In collectivist cultures, dishonour causes shame and a loss of face, the connection between an employer and an employee is seen ethically (as a familial bond), hiring and promotion choices consider the employee's in-group, and management is the management of groups.
[bookmark: _Toc113386395]Masculinity
At 66 years old, Britain is a Masculine culture with a relentless concentration on achievement. The apparent tension between the British value of modesty and understatement and the success-driven value system of British society is a major point of confusion for those who are not native to the country. Reading between the lines is essential for communicating with the British. Sometimes what is said has nothing to do with what is intended. People in the UK, in contrast to more Feminine societies like those of Scandinavia, see work as a way of life and have a strong drive for personal success in the job.
With a score of 40 on this metric, Bulgaria may be classified as a Feminine society. In Feminine nations, "working to live" is emphasised, managers work toward consensus, and workers value fairness, solidarity, and excellence. Conflicts are resolved via compromise and negotiation. Motivational strategies that include free time and adaptability have a higher success rate. The goal is contentment rather than social show.
[bookmark: _Toc113386396]Avoidance of uncertainty
The United Kingdom has a score of 35 on the Uncertainty Avoidance scale, which indicates that its citizens are satisfied to wake up without knowing what the day will bring and to "make it up as they go along," modifying their plans as new information becomes available. The United Kingdom has a low UAI, which means that its citizens are generally comfortable with uncertain situations; the expression "muddling through" is a particularly British way of expressing this. In British society, there are not a lot of rules and regulations, but the ones that are there are adhered to (the most famous of which of course the British love of queuing which has also to do with the values of fair play). In terms of the labour involved, this results in planning that is less detail-oriented - The end goal will be clear (since the MAS will be high), but the specifics of how we will get there will be vague, and the process itself will be flexible and adaptive to new and shifting conditions. In addition, time boundaries for planning will be shortened. Because the United States is both a highly individualistic and curious society, its people have a high level of creativity and a strong desire to be on the cutting edge of innovation. What is distinct and original is captivating! This may be evident across society in its humour, its great desire for new and original things, and the rapid and highly creative enterprises in which it thrives, like advertising, marketing, and financial engineering.
As a result of scoring 85 on this criterion, Bulgaria has a very strong desire to steer clear of ambiguity. Countries with a high Uncertainty Avoidance score continue to adhere to stringent standards about beliefs and behaviours, and they have a low tolerance for unusual behaviour and ideas. There is an emotional need for rules in these cultures (even if the rules never appear to function), time is money, individuals have an inner drive to be busy and work hard, accuracy and punctuality are the standard, innovation may be discouraged, and security is a key component in the motivation of individual people.
[bookmark: _Toc113386397]Long term visioning
A score of 51 in this category is considered to be of an intermediate level, which makes it impossible to recognise a predominating taste in British culture.
With a total score of 69, the culture of Bulgaria can be classified as pragmatic. People that live in pragmatic civilizations believe that the truth changes greatly depending on the circumstances, the context, and the period of time. They have a strong tendency to save money and invest it wisely, frugality, and a dogged will to succeed in whatever endeavours they undertake, as well as the ability to swiftly adapt traditions in response to changing conditions.
[bookmark: _Toc113386398]Indulgence
A high score of 69 indicates that the culture of the United Kingdom may be characterised as Indulgent. When it comes to indulging in life's pleasures and having a good time, residents of nations with a high Indulgence score are more inclined to give in to their natural impulses and desires. They have a positive attitude and a propensity to look on the bright side of life. In addition to this, they put a higher importance on their free time, do whatever they like, and spend their money as they see fit.
The low score of 16 that Bulgaria obtains in this area demonstrates that its culture places a significant emphasis on moderation. Cynicism and pessimism are common characteristics of societies that score poorly in this category. In addition, as opposed to Indulgent cultures, Restrained societies put minimal significance on leisure time and exercise control over the fulfilling of their impulses. Indulgent societies, on the other hand, People who subscribe to this way of thinking feel that their actions are governed by the expectations of others and that it is unethical to give in to their desires.














[bookmark: _Toc113386399]Porter’s 5 Forces
Porter's Five Forces Analysis is an analytical tool used to determine a company's profit potential in its industry, in relation to all parties involved, from competitors to customers.
[image: ]
[bookmark: _Toc113386400]Degree of rivalry
Because consumers have a greater need than ever before, the industry of breweries is facing increased levels of fierce competition. This is because the supply of beer must increase in order to meet the demand. As a reaction to this, a number of organisations and businesses have entered the market and seized control of it in order to provide many platforms for customers to shop from. This has resulted in intense rivalry amongst well-established companies. Anheuser-Busch and InBev are Heineken's most significant rivals in the United Kingdom.
The competition on the market is dynamic, but the main competitor of Heineken, not only in Bulgaria, but also in the world, is InBev. Carlsberg, Bolyarsko and Bulbrew are the other competitors on the domestic market.
[bookmark: _Toc113386401]Threat of new entrants
The threat of new entrants into the industry is low because there is oversaturation in the market and the fact that existing competitors have established some barriers to entry also make the industry difficult to enter. Especially the well-established reputation of some brands. In addition, there was a reduction in the threat posed by new entrants since businesses are now required to make substantial expenditures in technology, which has the effect of discouraging new competitors from entering the market (Dälken. F, 2014)

[bookmark: _Toc113386402]Threat of substitutes
As a result of the convenience with which a customer can switch from one beverage to another, the brewery industry in the UK considers the availability of substitutes to be a moderately indulgent treat. When looking at cost cover for the market as well as the firm, smaller, neighbourhood shops have a larger likelihood of customer substitution preference compared to giant supermarkets with several locations (Dunn, A, 2017).
There is always the possibility that a competitor may enter the market with a product of the same sort, but in a particular industry, that product will have a greater quality and cheaper price, and it will attract customers more effectively. Heineken Bulgaria is the leader of a strategy that provides the general population with drinks of the best quality at rates that are reasonable to them, therefore essentially removing the risk of items that are substitutes. The implementation of their approach will also result in a better and more satisfactory way of living. 
[bookmark: _Toc113386403]Bargaining power of buyers
Products manufactured by Heineken are offered on the home market as well as the international market and the foreign market. The market for immediate consumption on the territory of the nation encompasses all points of sale at which end customers consume goods either before or immediately after buying them. Consumers are the following: hotels, pizzerias, fast food restaurants, eateries, nightclubs, drinking establishments, stores, stalls, park seats, and other public amenities.
Heineken develops its "consumer insight" system in order to be able to market products that are actually desired by consumers and satisfy their specific needs. Through this system, information is collected on trends in consumer behaviour, which are influenced by demographic and social factors, lifestyle, and consumption habits.
Because Heineken Bulgaria creates premium drinks with a good nutritional value for customers of all ages, the target demographic for the firm is highly diverse. The company describes the audience for their goods in a very broad sense, saying that they are appropriate for all adults. 
[bookmark: _Toc113386404]Bargaining power of suppliers
Due to the fact that the majority of suppliers are already present in the market, it is generally agreed that the negotiating power of suppliers in the sector is minimal. Large brewing companies are known as bulk purchasers, and they have the ability to exert control over their suppliers since they concentrate on purchasing raw materials in bulk for bottling, labelling, and distribution (Cunha et al, 2018).
The procurement of raw materials is an integral aspect of the logistics of the supply chain. Heineken is a substantial business with a big and diversified output, which necessitates the management of material and information flows to be given particular attention because of the firm's size and diversity. The material ones flows are of special significance since they are the primary source of the raw materials that are used in manufacturing. In the first place, it is necessary, of course, to ascertain the requirements for the material resources; if this step is skipped or done improperly, it is possible that there will be production material shortages or surpluses. In one scenario, the manufacturing programme will not be able to be carried out, whilst in the other scenario, a greater quantity of the final product will be obtained, which will make its implementation more challenging. The investigation and selection of suppliers is another key aspect, since it is necessary for a manufacturer to pick a supplier that satisfies all of the needs of the manufacturing plant and is situated as near as is practicable to the production facility. It is not required that any particular transport criteria be met in the event that Heineken is involved. Because they do not need any refrigeration or other specialised equipment upon delivery, finding a provider that meets your needs is much simpler. Another factor that the company takes into consideration when selecting its providers is the product profile and the breadth of the range. Therefore, a single provider will be responsible for supplying all of the essential material resources, making it much simpler to manage and keep track of the flows of both information and materials.
[bookmark: _Toc113386405]Similarities and differences 
Porter’s 5 forces act very similar in both countries. Their main competitors, the tread of substitutes and new entrants are pretty much the same. The bargaining power of suppliers and buyers is different with the main reason being the different state of the economy in the UK and Bulgaria.

[bookmark: _Toc113386406]Advantages and disadvantages of the model
· Assists in determining the level of rivalry that exists within the sector
· Illustrate the areas in which the opportunities and dangers lie.
· Figure out which Entities Are in Control of the Power
· Present Potential Expansion Opportunities for the Company

· Restrictions on the Makeup of the Composition

· The absence of quantitative dimensions in the analysis

· It is not feasible to use this method to large businesses












[bookmark: _Toc113386407]SWOT analysis

	Product strengths
Heineken UK
	Product strengths
Heineken Bulgaria
	Weaknesses of the product UK
	Weaknesses of the product Bulgaria

	· High quality raw materials;
· Ancient traditions of brewing beer;
· Beautiful design of the bottle and an elegant signature glass to go with it;

	· Brand style and sophistication;
· A special ritual for serving the drink;
· Good financing
	· Missing of an extensive marketing campaign
· High cost compared to similar products on the market
	· Relatively high price of the product;
· Excessive selectivity in terms of distribution;
· Hard to reach; only large retailers sell it



Threats and opportunities from the environment
The main problem is the low prices in the market in Bulgaria. Quality beer is made in Bulgaria. The big players impose the relevant standards, and the Bulgarian drinks this quality beer at a uniquely low price, in fact at the lowest price in Europe. On a global scale, Bulgaria is also at the top of this price index. This means that the profit margin of the brewing industry is still low. But beer producers in Bulgaria keep prices low because the competition is very high and the Bulgarian market is still low solvent. A big threat to Heineken is that the industry itself is highly competitive and the market is oversaturated with a large number of beer brands, which make it difficult for the consumer to choose. Customer tastes are rapidly shifting. Customers nowadays are more likely to experiment / test new items in the market, owing to increased disposable incomes, easy access to information, and rapid acceptance of technical products. Heineken must closely watch not just broader changes within the alcoholic business.





	Opportunities
Heineken UK
	Opportunities
Heineken Bulgaria
	Threats of the product UK
	Threats of the product Bulgaria

	· Big market
· High presence in pubs and night clubs

	· Developing market which brings constant new opportunities 
· A special ritual for serving the drink;
· Good financing
	· Competitors
· Inflation
· Living cost crisis
	· Fierce competition
· Supply and distribution shortages
· Relatively low income population




[bookmark: _Toc113386408]Segmentation, Targeting and Positioning
Consumers from the main target markets of Heineken are men aged 20 to 45, living in cities. They have secondary or higher education and have a disposable monthly income around the national average. Among them there are singles and families with 1 or 2 children. Heineken's target market consumers have liberal views and are enterprising. They see money as a means to enjoy the good things in life, they worry about economic crisis and environmental problems. From the point of view of the VALS 2 ranking, these are "belonging" or "socially sensitive" and "I am myself" type people (Nedelchev, D. 2003). A large part of the target segments are football fans. The main factors influencing the purchase of Heineken are the brand, quality and always interesting advertisements. Heineken is associated as a beer with European quality at an affordable price for the majority of consumers. Most often, the man in a household is the initiator, influencing and carrying out the purchase of beer.



[bookmark: _Toc113386409]Marketing Mix
The list of elements of the marketing mix in such a visual presentation can be long or short, depending on how far one wishes to go in his classification of the marketing procedures and policies with which marketing managements deal when devising marketing programs (Borden, H., 1984)

[image: ]
Figure 5
Source: https://www.skillsyouneed.com/lead/7-marketing-ps.html


[bookmark: _Toc113386410]People
Employees of Heineken working in the business's sales department who are also members of the marketing department and play an essential part in the marketing activities of the company These people have been given instruction in various methods of persuasion, but in addition to that, they have been instructed to respect the customers of the firm and take into consideration the preferences that the customers have voiced. Heineken is working to increase its workers' organisational commitment via several initiatives.
[bookmark: _Toc113386411]Place
The strongest months of beer consumption, in particular Heineken, are April-October. During the warmest months, regular customers drink beer every day. Most often, beer is bought and consumed during the lunch, afternoon and evening hours of the day. Heineken it is most often drunk in restaurants, for own consumption, rarely with a large company at home.

[bookmark: _Toc113386412]Price
Pricing is a factor that plays a significant role in the business in question. It contributes to the formation of certain ideas in the mind of the user about the product that is being offered, affects the level of revenue and, as a result, profitability; it is also a competitive tool that can be applied in order to take advantage of the opportunities offered by the market; and it plays a role in the formation of certain ideas about the product that is being offered. The majority of the time, a company's survival, expanding revenue, capturing a particular portion of the market, optimising existing income, boosting sales, capturing leading positions in quality, and other related objectives are at the heart of marketing aims. There is no question about the items excellent quality, and Heineken provides a diversified selection of goods across all two pricing tiers (medium and premium).
[bookmark: _Toc113386413]Product
The consistently high standards of Heineken's products are never compromised. Throughout the many phases of the value chain, value is added, which helps to preserve the high quality of the product. Only trustworthy and dependable vendors are used for purchasing raw ingredients for Heineken products. The processing of these raw materials takes place in tightly controlled settings to ensure that the final goods have a high quality that is constant throughout. Heineken also has a particular competitive edge as a result of its commitment to the delivery of high-quality products.
[bookmark: _Toc113386414]Physical Evidence
When compared to its competitors, Heineken stands out in the market due to its distinctive packaging. The bright colours and designs of Heineken cans and bottles are only one of the company's signature touché. The company's logo is straightforward, making it immediately identifiable to customers. Heineken's logo represents not just the quality of the product but also the self-assurance, drive, and success sought by the brand's loyal customer base. The goods' sleek packaging is consistent with Heineken's carefully cultivated image.

[bookmark: _Toc113386415]Process
Heineken has different strategies in place:
*Strategy for keeping a warehouse in the user's region; keeping a warehouse near to the marketplaces of consumers reduces transportation costs since big batches are carried across a longer distance from producers to consumers.
*Strategy for keeping a warehouse close to the producers - keeping warehouses close to the producers seeks to gather diverse but nearby producers, concentrate and consolidate markets, and dispatch them to consuming regions.
*Strategy for keeping inventories between the production and consumer markets. The third method is acceptable for the firm to use when it tries to strike a balance between the degree of service provided to its clients and cargo grouping in order to employ less expensive transportation and lower overall distribution expenses. It is appropriate for items with varying dimensions, volume, and weight, as well as new products to the market.
The company invests a large part of its profits in improving the production process, bottling, labeling, and another part in building its own warehouse base and maintaining its own fleet. Decisions about maintaining own warehouses or renting them, about their number, location, capacity, etc., are extremely important for the efficient running of the distribution process. Until 2008 Heineken Bulgaria had 4 warehouses - two each in Sofia and Stara Zagora. In the same year, the company invested in the construction of new warehouses located near the brewery. In this way, maximum market coverage, continuity of supply and optimization of transport and storage costs can be ensured.

[bookmark: _Toc113386416]Promotion
The manner in which one provides one's products and services is the primary component of customer support. To achieve this goal, each employee is required to complete specialised professional training.
Consumers are promoted through promotions, premiums, price packages, demos, games, and consumer contests by the company. Wholesalers and retailers are promoted through price rebates, stock rebates, joint advertising schemes, and other similar initiatives. Employees are promoted through a variety of methods as well (premiums, etc.).



[bookmark: _Toc113386417]Directional development strategy

[bookmark: _Toc113386418]Ansoff Matrix
The Ansoff Matrix has been widely taught as part of business education for over 50 years.
It portrays growth options as a 2 x 2 matrix of options, with one axis representing products
(Existing/ new) and the representing markets (existing / new) (J. Dawes, 2018)
[bookmark: _GoBack] 
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Figure 6
Source: Daft 2016

A market expansion plan should be implemented based on the findings of the study, especially any possibilities that are discovered by the business. By capitalising on its advantages and the possibilities it now faces, the corporation may enhance sales of its present goods by penetrating new markets. The company's long history in the industry and the availability of high-quality products and services provide it the chance to meet the individual needs of both existing and potential clients. The company was able to expand its reach into new international areas and grow its sales in those it already served because to its strong relationships with its clientele. As a consequence, the enterprise's primary objective may be attained by boosting sales income and carefully monitoring costs. Specifically targeted marketing research should be conducted prior to executing this approach and used to inform the choice of a new market. As an alternative course of action, I propose bolstering the company's competitiveness via initiatives like ongoing monitoring and analysis of the competition and defensive measures designed to ward off assaults from other businesses. One of the company's top priorities should be doing research on the competition and developing a plan to beat them.
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