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[bookmark: _Toc144921273]Introduction 
The particular case study-based report has been drawn on strategic approach of internationalisation, which will demonstrate in-depth knowledge on different aspect of current practices of internationalisation undertaken by the multinational enterprises. In this modern business landscape, when almost every business organisation are in the race of operational expansion and high competitive advantage, expanding into international markets has offered a plethora of scope and opportunities for those MNEs along with the ability to increase the revenue streams and widen their customer base (Nachum and Uramoto, 2022). In this context, in should be noted that whenever it comes to internationalisation of business, management and managerial approaches play a crucial role in the process of entering into a new international market and establish a strong relationship in international trade, as from setting vision and values to meet the compliance requirements, these determine the compatibility of an organisation in a new market.
Emphasising these essential factors, the particular report has considered critical application and analysis of relevant analytical frameworks and theories, which will conceptualise the industry-specific factors, country-specific factors and management-specific factors. Notably, as a particular MNE has been chosen to conduct the analysis, it can be said that assessing the capabilities of the organisation in international context will made the study more evident with relevant information. In particular, it also can be said that considering various moves of the management team of the case-study organisation will not only justify the effectiveness of different internationalisation approach, but also clarity will be provided on the organisational pattern of using resources through conducing a thorough country comparison. 
[bookmark: _Toc144921274]Company Background 
Ted Baker Holdings Limited is an UK-based high-street clothing retail organisation. Although the company was founded in 1988, later this has become one of the fastest-growing and leading brands of lifestyle in the United Kingdom, of which the collections have rapidly expanded since the beginning of the company as a menswear brand (Jaiswal and Venkatesh, 2022). However, Ted Baker is an exceptionally luxury brand and fashionable brand that primarily involves in retail and wholesale sales of menswear, womenswear, accessories, skin wear, watches, eyewear, global endurance, and children wear. This wide range of offering has made the enterprise a globally renowned brand, where from the very beginning, the company has had a very focus on quality and services. The company has been seen to commence its wholesale operation through careful selection of retail stores since 1994, and presently the company has expanded its high street presence in the countries like New Zealand, Canada, Netherlands, Australia, United States, and Belgium. 
[bookmark: _Toc144921275]Company Objectives and Strategies 
The company has been noticed to undertake some unique strategic approaches, which have not only contributed in developing a sharp competitive edge, but also developed a strong international relationship in trade and commercial landscape. The literature Casadei and Iammarino, (2021), has revealed that Ted Baker is the first ever stores that used to provide laundry service of every shirts purchased from the brand. In the viewpoint of Zhu, Zhang and Yuan, (2022).), Ted Baker has been considered as a middle market brand of fashion, occupying a significant market position between the lower ranks and the upper end of highstreets luxury apparels industry.  Along with this, emphasising the aim of building a successful company through maintaining high standard and integrity, the company has been seen to strongly believe on ethical and fair treatment of the planet, people and product. It is also the objective of Ted Baker to reduce the environmental impact and build a culture of trust through offering their customers more sustainable choices. 
On the other hand, when it comes to core strategic approaches of Ted Baker, the company has been noticed to take a digital-first approach with the aim to become a true omnichannel business, which has allowed the customers of the company to ‘buy anywhere and return anywhere’ and this has led to an overall good shopping experience for them (Nachum and Uramoto, 2022). However, globalisation and market competitiveness has pushed the company in a position, where internationalisation has become an inescapable element for it, and therefore Ted the management team of the company has decided to enter into the international market of Turkey to have access to the broader scope of scalability of its business. The following section of the report has enlightened the aspect of different strategic and managerial approaches of Ted Baker, which will deliver the idea regarding suitability and feasibility of the company in the host country. 
[bookmark: _Toc144921276]Countries’ Specification
Home Country (The UK)
The specific section of the study will make a critical comparison between the home country and host country of Ted Baker, which will be helpful to assess the potential risks and market feasibility in the host country. However, the United Kingdom is the home country or country of origin of Ted Baker, where currently total 93 stores are there (Castañeda‐Navarrete, Hauge and López‐Gómez, 2021).  The company has successfully built its own network across the UK within the stand-alone retail stores, which has supported the company in establishing its brand presence with over 400 locations across total five continents. 
[bookmark: _Toc144921277]Host Country (Turkey)
Since, Turkey has worldwide popularity as hub for fashion production and manufacturing, Ted Baker has been seen to choose this country for its international expansion. It has been revealed in the article Harris, Begum and Vecchi, (2021), that the country got recognition as the eighth largest exporter of garments worldwide, where the industry is the second largest industry in the country. 
[bookmark: _Toc144921278]External Analysis 
This specific section of the study will draw a critical comparison between the host country and home country in terms of industry specific factors and country specific factors, which will be helpful to conclude the core differences and potential risks for Ted Baker involved in internationalisation. 
[bookmark: _Toc144921279]A Comparative PESTEL Analysis
	Factors 
	Current state in the UK 
	Current state in Turkey
	Comparison

	Political 
	As per the opinion of Milshina, Pavlova and Vishnevskiy, 2019), the UK government has recently came under increasing global pressure to focus on the compliance requirement of retail industry’s regulation made by the WTO. 
Besides this, changing policies with the instable structure of government has posed a continuous pressure on the organisation, as these have an immense influence on the scope of scalability of the business. 
	In Turkey, political scenario for business has remained stable even under the recent attempt of terrorist attacks. 
The political environment also has a considerable hold on planning and designing the country’s future through industrial development. 
	It has been found that while the current trends in policies and the pattern of the UK government in resource allocation has pushed the entire industry to adapt frequent change management, on the other hand, it can be said that the stability in Turkish government will be a supportive factor for the company un terms of a positive return on investment. 

	Economical 
	The increasing liberalisation of commerce and trade policy in the UK has helped Ted Baker in further investment for market expansion. Besides this, the skilled workforce, efficient financial market has also created a global opportunity for the market. 
	In the case of Turkey, it has been found that the purchasing power of the customers are higher, and the increasing rate of FDI has improved the growth of apparel industry.
	It has been found that in the UK, although economic elements can be considered favourable for the business scalability of the organisation, the volatility in the exchange rate can impact the investment plan of the company both in short term and long term. 
In contrast, the increasing spending power can be a good sign for the company that the economic position is improving. 

	Social 
	For the success of the company, the social factor mainly include demographics, culture, acceptance of entrepreneurial courage, etc., which has contributed to the growth and development of the business in the UK. 
It should be noted that power structure and media the outlets have played the most significant role in shaping the public opinion. 
	When it comes to the matter of people’s attitude, it can be said that the approach of Turkish citizens towards foreign brand has always been in a favourable situation. 
	Although the wider attitude of people towards migration in the UK is usually negative, considering the social factors of Turkey, it can be said that the pace in which Turkey is becoming  the hotspot for fashion trends, it will empower Ted Baker to integrate sustainability and competitive advantage. 

	Technological 
	Innovation and advancement of technology in the UK fast disrupting in the UK, mainly in the supply chain, which has posed a continuous pressure to the industry to reach the maturity level of technology. 
	From the wider acceptance of social media platform to considering rapid advancement in technology, Turkey’s apparel industry has also successfully a strong position in the market, which has embraced the market opportunity for the company. 
	While the rapid advancement of technology has created a competitive pressure for the company, and so in increasing the investment in research and development, it has been found that in Turkey the political support will be a boost for the company in leveraging the market opportunities. 

	Environmental 
	In the UK, environmental regulations and norms by the government and law-making bodies are altering rapidly. Besides this, the rising trend of using renewable energy, and waste management has become the mandatory compliance for the company in this host country. 
	In Turkey, it has been seen that environmental factors are mostly related to sustainable distribution, sourcing and disposal, which may make the company bound to create a positive image through ensuring the contribution towards the society. 
	While in the UK, designing the environmental standards and increased the competitive pressure of the company, in the case of Turkey, ensuring the positive image and environmental contribution can also be a competitive pressure for the company. 

	Legal
	Considering the legal factors in the UK, it can be said that employment law, health and safety norms and its rapid changing nature has become a challenging factor for the company to comply with the same. 
	In Turkey, it has been found that the main factor of legal compliances are mainly involve the business registration policies and the taxation. It can be said that the legal environment of the European countries have always been supportive for industrial development and trading relationship.
	Comparing the legal environment of the host country and home country, it can be said that while in the UK, meeting the rapid changing compliance requirements can be difficult for the company, on the other hand, in Turkey it might be easier for Ted Baker to comply with the business registration policies. 


Table 1: Comparative PESTEL analysis between the home country and host country
(Source: Generated by the researcher, idea taken from Muthu and Gardetti, 2020)
[bookmark: _Toc144921280]Industry Five Forces
The main purpose of this analysis is to determine the industry attractiveness for  Ted Baker , which will provide a concrete point to the company to formulate effective strategy and conceptualise the competitive landscape. 
	Factors
	Force
	Description 

	Suppliers’ bargaining power
	Moderate
	It has been found that the suppliers in the dominant position in the UK are basically unable to decrease the margin of the company. Therefore, an opportunity for the company will be there in the market of Turkey tp build an own efficient supply chain, where dedicated suppliers will be there. 

	Consumers’ bargaining power
	Moderate to high
	When it comes to the bargaining powers of buyers, it can be said that the power will be high for the company because the large market of apparel in Turkey has provided enormous option to the customers, for which the possibility to switch into other affordable options will also be there for the company (Gbolarumi, Wong and Olohunde, 2021). But it can be said that unique value proposition of the company and quality service offering can help to overcome the power of customers in the target market. 

	Threat of substitution
	High
	When it comes to threat of substitution, it can be said that it will be a bit tough for the other market players to imitate the unique service offerings of the company. 

	Threat of new entrants
	Moderate to high
	Threat of substitution will be higher for Ted Baker in the Turkish market, as the many market players there in the country that can pose competitive threat.

	Competitive rivalry
	Moderate
	Considering the business approaches of the market rivals, it can be said that the existing players in the industry can competitive pressure the organisation. 
At the same time, fostering the right approach can be beneficial for the company to neutralise the threat raised from the key market players, and that can made possible through unique service and product offerings. 


Table 2: Industry Five Forces analysis
(Source: Generated by the researcher, idea taken from Milshina, Pavlova and Vishnevskiy, 2019)
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It has been found that almost all the manufacturers in Turkey are small and medium sized entities, which will be an attractive opportunity for Ted Baker expand its business over this international market. In the article Ahmad et al., (2020), the possible growth of the apparel market has also been projected, where it has been stated that the market volume of the industry will reach to 18.63 billion USD in 2027, which can be considered as a great scope for Ted Baker to establish international trading relationship with Turkey and expand the business operation. 
On the other hand, it has been found that when it comes to the matter of measuring the competitive threat in the target international market, it has been revealed that a total of 32 top clothing brands are there in Turkey, with which the company might compete in the international market. However, it also has been predicted that by 2027, the user penetration in this market of Turkey, it will be almost 29.4%, and the average rate of revenue per user will be amounted to almost 67.67 USD (Su, Wood and Gargeya, 2022). While most of the sales in this industry will be contributed by the apparel industry, it will be a great opportunity for the company to explore the international market opportunity in Turkey. 
[bookmark: _Toc144921282]Host Country Analysis
The specific section has conducted critical analysis of market specific factors of Turkey, which will be helpful to assess the market potential for Ted Baker. 
[bookmark: _Toc144921283]Country’s National Diamond
Demand condition: It has been found in this research that by 2027, the market growth of of overall apparel industry in Turkey will reach to almost 18.63 billion USD, which will be an attractive element for the organisation. 
Industry structure: When it comes to industry structure of Turkish apparel industry, it should be noted that the sector exports 60% of its production, which has made the industry second largest sector in Turkey (Nachum and Uramoto, 2022). Thus, it can be said that it will be great opportunity for Ted Bakers to explore the market opportunities. 
[bookmark: _Toc144921284]Country business risks
Ted Baker, the English extravagance style brand, has extended its presence globally, remembering Turkey. While Turkey presents potential open doors for development in the style business, it also represents that a few businesses take a chance with that Ted Baker should consider painstakingly.
Monetary Precariousness:
Turkey has recently confronted monetary precariousness, with vacillations in money worth and high expansion rates. These variables can influence customer buying power, making it trying for Ted Baker to keep up with steady deals and income development (Rienda, Ruiz-Fernandez and Carey, 2021). Financial slumps can prompt decreased shopper spending on extravagant merchandise, influencing the brand's benefit.
Political Vulnerability:
Turkey's political scene has been set apart by unpredictability and vulnerability. Changes in government strategies, exchange pressures, and international conventions can affect the business climate. Ted Baker might confront difficulties connected with import/send-out guidelines, levies, and exchange limitations, which could influence its production network and benefit.
Cash Swapping Scale Vacillations:
Ted Baker works with numerous monetary standards, and swapping scale vacillations can fundamentally affect its monetary exhibition (Ly, 2021). A cheapening of the Turkish lira can increase the expense of imported materials and merchandise, possibly prompting lower overall revenues or greater costs for buyers.
Rivalry:
The Turkish style market is profoundly serious, with nearby and worldwide brands competing for purchasers' focus. Ted Baker faces the gamble of attempting to separate itself and may have to put vigorously into showcasing and publicizing to keep up with its piece of the pie and brand presence.
Purchaser Inclinations:
Understanding and adjusting to nearby buyer inclinations is essential for worldwide organizations. Ted Baker should know about Turkey's novel style tastes and social subtleties to guarantee that its item contributions resound with the local populace. The inability to do so could prompt sluggish deals and an overabundance of stock.
Inventory network Disturbances:
Production network disturbances, for example, transportation delays, customs issues, or disturbances in obtaining unrefined substances, can be a huge gamble for a worldwide style brand like Ted Baker (Pellicelli and Varese, 2020). Turkey's geographic area at the intersection of Europe and Asia makes it helpless against different production network difficulties.
Lawful and Administrative Consistency:
Agreeing with nearby regulations and guidelines in Turkey can be complicated. Ted Baker should explore alternate rules connected with work, charges, licensed innovation, and ecological guidelines. Rebelliousness with these guidelines can bring fines, lawful issues, and harm to the brand's standing.
Socio-Policy centred Issues:
Turkey has recently seen social and political strains, which can affect the business climate. Fights, strikes, and different types of common distress can upset tasks and possibly lead to somewhere safe and secure worries for representatives and clients.
[bookmark: _Toc144921285]Internal analysis
[bookmark: _Toc144921286]Global value chain
Porter’s value chain analysis is an essential structure that permits organizations to take apart their inner tasks into unmistakable exercises to distinguish areas of the upper hand and likely upgrades. Applying this structure to Ted Baker, the English extravagance fashion brand, gives experiences into how the organization makes esteem at each phase of its tasks.
[image: Value chain - Wikipedia]
Figure 1: Porter’s value chain
(Source: Bai et al. 2021)
Inbound logistics:
Ted Baker’s store network starts with inbound coordinated factors, which include obtaining unrefined substances, textures, and parts for its clothing and embellishments (Bai et al. 2021). The brand's standing for quality materials and moral plan is essential to its upper hand. Productive provider connections and store network the board assist Ted Baker with keeping up with command over the quality and accessibility of its bits of feedback.
Operations:
Ted Baker’s operations envelop the cycles that transform unrefined components into completed items. The organization highly esteem its in-house configuration group and the careful craftsmanship applied to its items. This scrupulousness guarantees that Ted Baker's products fulfil the high guidelines anticipated by its extravagantly cognizant customers.
Outbound logistics:
Proficient outbound logistics are basic in conveying Ted Baker's items to its worldwide organization of retail locations, online business stages, and discount accomplices. Ted Baker's broad dissemination channels and ability to arrive at its objective business sectors as quickly as possible are key parts of its value chain (Vadana et al. 2019). The brand likewise maintains command over its marking and picture through cautious conveyance.
Marketing and sales:
Ted Baker’s marketing and sales endeavours are vital to its prosperity. The brand has developed a novel picture and way of life reverberating to its ideal interest group. Imaginative showcasing efforts, a solid web-based presence, and taking part in-store encounters assist Ted Baker with keeping up with its top-notch valuing and client reliability. Viable deal systems drive income development, including occasional advancements and elite coordinated efforts.
Service:
Post-deal service is a significant component of Ted Baker’s value chain. The brand focuses on consumer loyalty by offering amazing client assistance, returns and trade approaches, and keeping up with item guarantees (Manotas and Gonzalez-Perez, 2020). This obligation to support helps fabricate client dependability and energizes rehash business.
Procurement:
Ted Baker’s procurement system is idealising the ideal costs and terms from providers while guaranteeing the quality and maintainability of sources of info. The organization's obligation to moral and maintainable obtaining lines up with current buyer inclinations and improves its image picture.
Technology development:
Integrating innovation into its tasks is a key region where Ted Baker has contributed. The organisation involves progressed programming for stock administration information examine client relationships with the board to upgrade navigation and functional effectiveness (Su, 2020).
Human Resource Management:
Ted Baker’s talented and imaginative labour force is an important resource in its Value chain. The brand underlines its ability to secure, improve, and maintenance to keep up with its obligation to plan and craftsmanship.
[bookmark: _Toc144921287]SWOT analysis
	Strengths
	Weaknesses

	· The company possesses a strong brand identity.
· The company is known for introducing unique design 
· The company has the resources to avail in-house production.
· Customer loyalty can act as a crucial elements.
	· The company often needs help with financial challenges on a grand scale.
· Limited reach regarding global presence.
· The company highly depends upon trends (Witek-Hajduk, Grudecka and Napiórkowska, 2022).
· Management turnover reduces the efficiency of the company.

	Opportunities
	Threats

	· International growth can be opportunistic regarding further exploration of the market.
· E-commerce expansion can be helpful for the company's growth.
· Focus on sustainability is highly popular among customers.
· Collaborations within the company provide opportunities for business expansion.
	· Intense competition within the marketplace can prove to be lethal.
· Economic instability during the COVID-19 pandemic has proven difficult for the organisation. 
· Duplicate items can tarnish the company's reputation (Yudiastuti, Murwani and Hermawan, 2021).



[bookmark: _Toc144921288]International strategies
The Uppsala Model proposes that organizations ordinarily follow a bit-by-bit internationalization process, which is impacted by their insight and experience. This cycle includes four phases:
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Figure 2: Uppsala model
(Source: Djastuti, 2020)
No Standard Commodity Exercises: In the underlying stage, an organization might have no global tasks or may participate in irregular and latent product exercises. The company's internationalization is restricted because of an absence of information about unfamiliar business sectors and dangers (Djastuti, 2020).
Trade using Free Delegates: As the firm acquires insight and certainty, it might send out to unfamiliar business sectors through autonomous delegates, like specialists or merchants. This stage implies restricted responsibility and chance, permitting the organization to try things out.
Laying out Deals Auxiliaries: In this stage, the organization lays out its deals auxiliaries in unfamiliar business sectors. These auxiliaries give more prominent command over tasks; however require a more critical responsibility and comprehension of unfamiliar business sectors.
Creation and Market Combination: The last stage includes further mix, for example, laying out creation offices or joint endeavours in unfamiliar business sectors. The firm has turnedbecomes a more critical worldwide player, creating significant market information and global experience (Panibratov and Klishevich, 2020).
Online business Extension:
Given the development of web based business in Turkey, Ted Baker ought to put resources into a limited internet based presence. Fostering a Turkish-language site, offering nearby instalment choices, and giving proficient conveyance and client care are basic. Joining local online business stages or commercial centres can likewise upgrade permeability.
Key Organizations:
Ted Baker can shape associations with Turkish retailers or retail chains to disperse its items. These coordinated efforts can assist the brand with taking advantage of existing client bases and dissemination organizations (Krinke et al. 2021). 
Statistical surveying and Purchaser Bits of knowledge:
Lead careful statistical surveying to comprehend Turkish shopper inclinations, style, and social subtleties. Adjusting item plans and advertising procedures to align with nearby preferences is critical for progress. Routinely gathering and examining buyer experiences can direct continuous changes.
Nearby Creation or Obtaining:
To lessen costs and adjust to nearby inventory network elements, Ted Baker might consider obtaining materials or assembling some of its items inside Turkey. This approach uphold supportability drives and moderate expected import/send-out difficulties.
Modified Promoting Efforts:
Tailor showcasing efforts to resound with Turkish purchasers. Featuring the brand's English legacy and special plan components can interest Turkish customers looking for premium and unmistakable style (Zong and Zhang, 2020). Connecting with nearby powerhouses and famous people can likewise upgrade brand mindfulness.
Variation to Social Responsive qualities:
Perceive and regard social awareness in promoting and item contributions. Guaranteeing that dress plans and promoting materials are socially suitable can forestall any stumbles that could estrange likely clients.
Lawful and Administrative Consistency:
Conform to Turkish guidelines connected with work, assessments, customs, and licensed innovation. Exploring the legitimate scene can forestall interruptions and lawful issues that could hurt the brand's standing (Soares and da Silva, 2022).
Client Commitment and After-Deals Administration:
Focus on extraordinary client assistance to fabricate trust and unwaveringness in the Turkish market. Offering confined client care, effective returns/trades, and respecting guarantees can upgrade the general client experience.
Maintainability Drives:
Given the significance of maintainability, Ted Baker can incorporate harmless to the ecosystem rehearses into its Turkish tasks. This can line up with the inclinations of socially conscious customers and lift the brand's standing.
Serious Evaluating and Advancements:
Contending actually with nearby and worldwide adversaries might include offering serious estimating and advancements (Guercini et al. 2020). Adjusting extravagance and moderateness can assist Ted Baker withdrawing in a more extensive scope of Turkish buyers.
Checking and Variation:
Consistently screen market elements, customer criticism, and deal execution. Be ready to adjust systems on a case-by-case basis to remain cutthroat and significant in the steadily developing Turkish market.
[bookmark: _Toc144921289]Entry modes
Entry modes refer to the way that a company can use to make the entrance to the market of their choice. It has been observed that despite being a well-known fashion and apparel brand within the UK, Ted Baker does not efficiently have global presence across the continent of Europe as well as the world. 
Franchising
Franchising can be a vital way to enter the market of Turkey. Franchising calls for the necessity to follow certain processes. Therefore, the company will also have the opportunity to use specific items that will also give them the proper opportunity to cater to the customers within the United Kingdom (Thorisdottir and Johannsdottir, 2019).
Joint venture
This is another type of entry mode that can be used in order to expand its market within the country of Turkey. It states that the company in concern will have to form partnerships with other companies that operate within the host country. This will not only be beneficial for the company in terms of grabbing the attention of the customers, but will also be extremely helpful in terms of acquiring resources or raw materials. Ted baker can form joint ventures with the local companies in order to enter the market in concern.
Exporting
As the company does not have access to ample amount of resources to operate within a country such as Turkey, they can use this opportunity to conduct exporting. Exporting is known to be the activity that allows a company to acquire resources from outside the host country (Fernie, 2023). This can range from acquiring products manufacturing from the home country to acquiring items or resources form other suppliers that operate in foreign countries. Therefore, it can be confirmed that this is another mode of entry that can be used by Ted Baker in order to expand its business in Turkey. This should be noted in order to further diversify the range of products within the Turkish market   
[bookmark: _Toc144921290]Corporate social responsibility
[image: Carroll's Pyramid of CSR - The CSR Journal]
Figure 3: Carroll’s CSR pyramid
[bookmark: _GoBack](Source: Guercini et al. 2020)
Economic responsibilities:
At the fundamental level of Carroll's pyramid, Ted Baker should satisfy its financial obligations to partners in Turkey. This incorporates:
Ted Baker ought to set out business open doors by recruiting Turkish representatives at different levels of the association, from retail staff management positions, adding to the nearby economy (Guercini et al. 2020). Financial Development: By extending its activities in Turkey, Ted Baker can animate monetary development by putting resources into domestic markets, framework, and providers.
Legal responsibilities:
Past financial obligations, Ted Baker should guarantee consistence with every Turkish regulation and guidelines, including work, ecological, and customer security regulations. Explicit lawful CSR exercises include:
Guarantee that obtaining and creation rehearses comply with nearby work regulations and natural guidelines. Regard Turkish licensed innovation privileges, licenses, and brand names while safeguarding the brand's own protected innovation (Ahmad et al. 2020).
Ethical responsibilities:
Climbing the pyramid, Ted Dough puncher ought to take part in moral CSR exercises that go past simple consistence. These drives include:
Execute fair work rehearses, safe working circumstances, and fair wages for assembly line workers, mirroring a pledge to moral treatment of representatives. Embrace maintainability rehearses inside Turkish tasks, like diminishing energy utilization, limiting waste, and utilizing eco-accommodating materials. Encourage positive associations with nearby networks through moral commitment, including mindful obtaining of materials and moral business lead.
Philanthropic responsibilities:
At the highest point of Carroll's pyramid, magnanimous CSR exercises include wilful commitments and social speculations to upgrade the prosperity of the Turkish people group. Ted Pastry specialist can consider drives, for example,
Urge workers to partake in volunteer projects and local area administration, adding to nearby causes and social advancement. Lay out grant programs or instructive assets to help underserved networks, improving admittance to quality schooling in Turkey (Jaiswal and Venkatesh, 2022). Support far-reaching developments, workmanship shows, and arising craftsmen in Turkey, advancing the development of local craftsmanship and culture.
[bookmark: _Toc144921291]Conclusion
Ted Baker’s internationalization technique inside Turkey, as a host country, presents the two potential open doors and difficulties that require a painstakingly coordinated approach. The SWOT examination uncovered the brand's assets, like areas of strength for a character and extraordinary plan, yet additionally featured shortcomings, including monetary difficulties and restricted worldwide reach. Turkey's true capacity for market development and Ted Baker’s obligation to moral and feasible practices line up with open doors, while rivalry and monetary flimsiness present dangers to progress. The PESTLE examination highlighted the significance of understanding Turkey's political, financial, sociocultural, innovative, legitimate, and natural elements. It featured the requirement for adaptability and versatility despite changing circumstances and guidelines. The value Chain analysis showed that Ted Baker’s upper hand lies in careful plan, in-house creation, proficient conveyance, and solid promoting and client assistance. Utilizing these qualities is critical to its outcome in the Turkish market. As to section modes, Ted Baker can start with backhanded strategies like diversifying or authorizing to limit hazard and construct market information. As the brand acquires insight and market commonality, it can progress to more straightforward strategies like organization claimed stores and local creation. 
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