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Introduction

In today's economic environment, businesses looking for long-term development and a
competitive edge now rely heavily on the concept of internationalization. Businesses now face
a plethora of possibilities and problems due to the fast speed of globalization, which has also
opened up new markets. In order to successfully traverse the complicated world of global
marketplaces, businesses must use internationalization plans. According to Alon (2020), these
tactics include a variety of techniques, such as customizing business models for regional
markets and maintaining a unified worldwide corporate identity. A complex network of
variables, from regional market dynamics to worldwide economic trends, often affect how

successful these techniques are.

Ted Baker is a well-known figure in the fashion business, and this essay explores his
internationalization approach. Recognized for its unique brand identity and superior
merchandise, Ted Baker has started a worldwide growth adventure that offers a fascinating case
study for comprehending the subtleties of international business strategy. This paper has two
goals. Firstly, it analysis Ted Baker's internationalization strategy, which may include
geocentric, ethnocentric, or polycentric methods. The aforementioned strategies provide
distinct viewpoints and approaches for doing business in global marketplaces. By analyzing
their implementation within the framework of Ted Baker, one may get significant knowledge

of the company's worldwide activities (H S Johnson, 2023).

Furthermore, the study intends to investigate how Ted Baker's strategic decision-making
process is impacted by PESTLE variables, which stand for Political, Economic, Social,
Technological, Legal, and Environmental. These elements are essential in forming the business
climate and have a big effect on a company's attempts to expand globally. The study aims to
provide a thorough picture of how external environments interact with corporate strategies,
ultimately influencing the course of a company's global growth and success. It does this by
integrating the analysis of these contextual elements with the internationalization strategy of

the business.




1. Background Analysis
1.1 Company Overview

Founded in Glasgow as a shirt expert, Ted Baker is a distinctive British company that entered
the fashion industry in 1988. Ray Kelvin, the company's creator, started out with a distinct,
unwavering emphasis on quality, meticulous attention to detail, and a peculiar sense of humour
that quickly became the brand's defining characteristics. Ted Baker has expanded over the years
from a small boutique to a worldwide brand known for its unique fusion of traditional and
modern designs. The firm has expanded its product line to encompass menswear, womenswear,
accessories, and even a variety of cosmetics; now, it stands as a monument to successful brand

development.

A deliberate foray into a number of foreign markets characterizes Ted Baker's development
trajectory. It now has a global network of shops, concessions, and an online presence that spans
numerous continents, including North America, Europe, the Middle East, and Asia. The brand
has succeeded in keeping its identity constant, but it approaches each region differently,

balancing appeal on a global scale with local sensitivities (www.globaldata.com. n.d.).
1.2 Internationalisation Journey

Ted Baker's internationalisation process has been methodical and gradual. The brand first
entered the European market by taking advantage of its close proximity in terms of both
geography and culture, after solidifying its position in the UK. Ted Baker's bold and dangerous
entry into the US market in the early 2000s was noteworthy because of the intense competition
at the time. But the brand managed to carve out a position for itself in the American market
thanks to its distinctive British character and emphasis on high-quality workmanship

(www.globaldata.com. n.d.).

After then, Ted Baker used a combination of direct operations and alliances to expand across
the Middle East and Asia. One noteworthy instance is the brand's debut into China, a difficult
but very profitable market that it successfully traversed with the help of alliances and a grasp
of local customer behaviour. Its global expansion has been marked at every turn by meticulous

market research, flexibility, and a steadfast dedication to the brand's essential principles.




1.3 Home and Host Country Operations

Ted Baker, a renowned brand, has robust brand recognition and a devoted client base in its own
market of the United Kingdom. The activities in the United Kingdom are extensive, including
a robust network of physical retail outlets and an online platform that effectively presents the
whole array of products offered by Ted Baker. Marketing tactics used in the United Kingdom
have a strong and resilient nature, often capitalizing on conventional British motifs that
effectively appeal with the indigenous consumer demographic. According to H S Johnson
(2023), the corporation often initiates its operational choices, including product design and
marketing campaigns, in the United Kingdom as a pilot phase prior to modifying and executing

them in global marketplaces.

In contrast, Ted Baker has a more sophisticated approach in foreign markets, namely in
countries such as the United States and Asia. While the fundamental essence of the brand stays
same, the product offers, marketing strategies, and operational techniques are meticulously
tailored to align with the specific tastes and preferences of the local market. In the context of
the United States, Ted Baker strategically presents itself as a high-end British brand, using the
American population's inclination towards European fashion. According to GlobalData (n.d.),
adjustments are often made to the product lines in order to align with American fashion

preferences, while marketing efforts are tailored to connect with American cultural themes.

Ted Baker's strategic approach in Asian markets, namely in China, is on comprehending and
incorporating local cultural aspects. The brand engages in partnerships with local entities in
order to effectively traverse the distinct business environment, customizing its goods and
marketing strategies to line with the specific tastes of local consumers. The use of social media
and e-commerce platforms is of considerable importance to Ted Baker's market strategy in light

of the substantial level of digital consumer involvement seen in these areas.

The analysis of Ted Baker's operations in its domestic market and its overseas markets
demonstrates a deliberate combination of maintaining consistency and embracing adaptation
in its strategic approach. The brand's fundamental British charm continues to serve as its
foundation, while its achievements in global markets may be due to its adeptness in
customizing tactics to align with local market circumstances and customer tastes. According to

H S Johnson (2023), Ted Baker has successfully established a renowned brand on a worldwide




scale by effectively acknowledging and accommodating the specific characteristics of each

region it ventures into.
2. Internationalisation Strategy
2.1 Overview of Strategies

Ethnocentric Strategy: The adoption of an ethnocentric approach to internationalization
entails the use of identical methods and procedures by a corporation both domestically and
internationally. The prevailing assumption is that the strategy, procedures, and products of the
home nation would achieve success in other markets without substantial alterations. This
approach often arises from the organization's assurance in its current business framework and

a perceived dominance of its own nation's methodologies (Burmester et al., 2019).

Polycentric Strategy: On the other hand, a polycentric approach acknowledges and welcomes
the distinctions that exist between the domestic and foreign markets. Organizations that
embrace this strategy customize their operational processes, strategic initiatives, and product
offerings to align with the specific characteristics and demands of the local markets they want
to penetrate. This approach is predicated on the recognition that every market has distinct
cultural, legal, and commercial standards, necessitating the adoption of a localized

methodology (Collinson et al., 2020).

Geocentric Strategy: It integrates components from both ethnocentric and polycentric
systems. The task at hand is the development and execution of global business strategies that
transcend the boundaries of both the home and host countries. This strategy aims to use the
most effective strategies derived from the company's worldwide expertise, while still
maintaining flexibility to accommodate the specific requirements of local markets. The
proposed method is characterized by a comprehensive perspective that perceives the global
landscape as a prospective market, using a standardized strategy while being open to essential

adjustments and adaptations (Chowdhury et al., 2021).




2.2 Comparison of Strategies
Advantages and Disadvantages of Ethnocentric Strategy
Advantages:

e Simplicity and Uniformity: Adopting a uniform approach across all markets facilitates
the preservation of brand message and operational procedures in a consistent manner.
e [Efficiency in Management: According to Dau et al. (2021), the use of a centralized

management method may result in a more efficient decision-making process.
Disadvantages:

e Cultural Insensitivity: This strategy may cause cultural misunderstandings and
perhaps drive away consumers who are local.
e Lack of Local Responsiveness: Lower market penetration may arise from an inability

to modify strategy and goods to suit local tastes.
Advantages and Disadvantages of Polycentric Strategy
Advantages:

o Local Market Sensitivity: Greater acceptability and market penetration might result
from initiatives that are tailored to local markets.
o Flexibility: Gaining a competitive advantage may come from being able to adjust to

the demands of the local market.
Disadvantages:

e Increased Complexity: Managing different strategies for each market can be complex
and resource-intensive.
o Potential for Inconsistency: There is a risk of diluting the brand identity due to varying

strategies across markets.




Advantages and Disadvantages of Geocentric Strategy
Advantages:

e Global Integration with Local Responsiveness: Balances global efficiency with local
adaptation, maximizing market appeal.
o Unified Brand Image: Helps maintain a consistent global brand identity while being

sensitive to local market needs.
Disadvantages:

o Implementation Complexity: Developing and implementing a strategy that is both
globally consistent and locally adaptable can be challenging.
e Resource Intensity: Requires significant investment in understanding both global

trends and local nuances.

The choice of strategy in the context of global expansion is influenced by a number of variables,
such as the target markets' characteristics, the company's past performance in foreign markets,
and the type of its goods and services. An ethnocentric strategy could be a first step for
businesses that are just starting to internationalize because of its ease of implementation.
However, as companies grow and gain more understanding of different markets, a shift towards

polycentric or geocentric strategies is common (www.globaldata.com. n.d.).

The geocentric strategy, while complex, is often viewed as the most sustainable in the long run,
as it leverages a company’s global knowledge base while remaining agile and responsive to
local market conditions. A successful internationalization strategy typically involves evolving
from one approach to another as the company’s global footprint and understanding of

international markets deepen.
3. Ted Baker’s Internationalization Approach

In the dynamic realm of global fashion retail, Ted Baker has carved out a unique space through
its strategic international expansion. Assessing which among the ethnocentric, polycentric, or
geocentric strategies the brand predominantly employs involves a nuanced examination of its

global operations and market strategies.




3.1 Strategy Identification

Ted Baker’s Predominant Strategy: Ted Baker's approach to internationalization appears to

lean towards a polycentric strategy, with elements of a geocentric outlook. This assessment

is drawn from the brand's strategic adaptations to local markets while maintaining its core

British identity (Fatehi and Choi, 2019).

I.

Localized Product Offerings and Marketing: In various international markets, Ted
Baker has shown a propensity to adapt its product lines and marketing campaigns to
resonate with local tastes and cultural nuances. This indicates a polycentric approach,

acknowledging and embracing local market differences.

Store Concepts and Customer Experience: The brand often designs its retail stores
to reflect local aesthetics and customer preferences, a clear deviation from a one-size-

fits-all approach, further indicating a polycentric strategy.

Online Presence and Digital Strategies: Ted Baker has been adept at leveraging
digital platforms, tailoring its online presence to suit regional preferences, especially in
digitally advanced markets like Asia. This reflects a blend of polycentric (local

adaptation) and geocentric (global integration) strategies.

Global Branding with Local Flavors: Despite its local adaptations, Ted Baker
maintains a consistent global brand image, showcasing its British heritage. This
balancing act points towards a geocentric element in its strategy, where the brand

harmonizes its global identity with local market relevancy.

3.2 Influencing Factors

The choice of a predominantly polycentric strategy, supplemented by geocentric elements,

seems to be influenced by several factors:

1.

Cultural Differences in Fashion Preferences: The fashion industry is inherently
influenced by cultural tastes and trends. Recognizing this, Ted Baker has adapted its
product offerings to align with local fashion sensibilities, a decision likely influenced

by the varied cultural landscapes of its international markets (Ghauri et al., 2021).




Market Entry Modes: Ted Baker’s mode of entry into different markets, including
franchising, joint ventures, and wholly-owned subsidiaries, reflects a flexible approach.
This strategy is influenced by market-specific factors like regulatory environments,

competitive landscapes, and consumer behaviour.

Consumer Behaviour and Trends: The brand's strategy is also shaped by the evolving
behaviours and preferences of consumers in different markets. In regions with a high
propensity for online shopping, for instance, Ted Baker has ramped up its digital

presence, showcasing an adaptive approach.

Competition in Global Markets: The competitive dynamics in each market have
likely influenced Ted Baker’s strategy. In markets with intense competition, the brand
has had to innovate and adapt to differentiate itself, leading to a more polycentric

approach (Klasen, 2019).

Economic Factors: Economic conditions in target markets, such as consumer
purchasing power and market maturity, have played a role in shaping Ted Baker’s

strategies. This includes pricing strategies, store locations, and marketing tactics.

Technological Advancements: Technology, especially in digital marketing and e-
commerce, has been a significant factor. The brand’s investment in online platforms
and digital marketing strategies is a response to the growing significance of digital

channels in retail (Kurt and Kurt, 2020).

Legal and Regulatory Environments: Different legal and regulatory environments in
host countries have necessitated adaptations in business practices, compliance, and

operational strategies.

Global Brand Image Management: Maintaining a consistent global brand image
while adapting to local markets requires a delicate balance. Ted Baker’s heritage as a
British brand is a key part of its global appeal, influencing its strategy to retain certain

core elements across markets.

Supply Chain and Operational Considerations: The logistics of operating in diverse

markets, including supply chain management, also influence the internationalization
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strategy. A crucial component of the brand's strategy is supplying chain responsiveness

and efficiency adjustments made in response to local market circumstances.

10. Sustainability and Ethical Considerations: With increasing global focus on
sustainability and ethical practices, Ted Baker has had to adapt its strategies to meet

these expectations, which vary significantly across markets.

To summarise, Ted Baker's approach to internationalisation is primarily polycentric,
emphasising local market adaptability and sensitivity. Nonetheless, geocentric components are
also included, especially when it comes to maintaining a consistent worldwide brand presence.
Many factors, such as cultural diversity, consumer behaviour, competition, market entry
strategies, economic conditions, technological advancements, legal frameworks, global
branding considerations, supply chain dynamics, and sustainability trends, have influenced this

hybrid approach.

By adjusting to local tastes while maintaining its own brand identity, Ted Baker has been able
to build a solid footing in a number of foreign countries thanks to this calculated decision. It
will continue to be essential to Ted Baker's success and growth to strike a balance between
local adaption and global integration as the global market landscape changes

(www.globaldata.com, n.d.).
4. PESTLE Analysis of Ted Baker

A PESTLE analysis provides a comprehensive view of the external environment in which Ted
Baker operates, analysing Political, Economic, Social, Technological, Legal, and
Environmental factors. Understanding these dimensions is crucial for the company as it

navigates the complexities of international markets.
4.1 Political Factors

e Government Policies and Regulations: Ted Baker’s operations are significantly
influenced by government policies in its home country and abroad. Trade regulations,
tariffs, and import-export policies directly impact its global supply chain and market
access. For instance, Brexit has posed challenges and opportunities for Ted Baker in

terms of trade regulations and market access within the EU (Leal Filho et al., 2020).
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Political Stability: The stability of the political environment in key markets like the
UK, the US, and Asian countries affects Ted Baker’s operations. Political unrest or

instability can lead to supply chain disruptions and impact consumer spending.

Trade Agreements: Trade agreements between the UK and other countries influence
Ted Baker’s market expansion plans. Favourable trade agreements can ease market

entry and reduce operational costs.

4.2 Economic Factors

Global Economic Trends: The global economic climate, including recession risks and
growth forecasts, influences consumer spending and demand for luxury goods.

Economic downturns can lead to decreased consumer spending, affecting sales.

Exchange Rates: Fluctuations in currency exchange rates impact Ted Baker’s
profitability, especially when converting foreign revenues into the company’s base
currency (GBP). A strong pound can make UK exports more expensive and less

competitive abroad.

Market Conditions: The economic conditions in specific markets affect Ted Baker’s
strategy. For instance, the high growth potential in emerging markets like China and

India presents opportunities for expansion (H S Johnson, 2023).

4.3 Social Factors

Cultural Nuances: Understanding local cultures is vital for Ted Baker. Product designs
and marketing campaigns must resonate with local tastes and preferences, requiring

sensitivity to cultural nuances.

Consumer Behaviour: Changes in consumer behaviour, such as the shift towards
online shopping, influence Ted Baker’s sales channels. Adapting to these changes is

critical for continued relevance and success.

Social Trends: Trends like increased awareness of fashion sustainability impact
consumer choices. Ted Baker must align its products and practices with these evolving

social trends to maintain customer appeal.
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4.4 Technological Factors

Technology Adoption: Al and AR are two examples of emerging technology that retail
may use to improve consumer experience and operational efficiency. In order to be

competitive, Ted Baker has to keep up with these advancements.

E-commerce Growth: For Ted Baker, the growth of e-commerce is a major aspect. To
capitalize on the expanding online customer base, it is essential to have a strong online

presence and improve the digital purchasing experience (Nezhyva et al., 2021).

Digital Marketing Innovations: To increase brand awareness and consumer
engagement, digital marketing strategies are crucial. These strategies include influencer
partnerships and social media marketing. Ted Baker needs to make good use of these

channels.

4.5 Legal Factors

Compliance: It is essential for Ted Baker to adhere to global rules and regulations. Data
protection legislation such as GDPR, labour laws, and product safety requirements fall

under this category.

Intellectual Property Rights: Protecting designs and trademarks in different

jurisdictions is vital for maintaining brand integrity and competitive advantage.

Legal Environment in Different Regions: Navigating the varying legal landscapes in
different countries, especially in areas like employment, taxation, and consumer rights,

is essential for Ted Baker’s global operations.

4.6 Environmental Factors

Sustainability Practices: There is a growing demand for sustainable and ethically
produced fashion. Implementing sustainable practices in sourcing, production, and
distribution is crucial for Ted Baker to meet consumer expectations and regulatory

requirements.

Environmental Regulations: Compliance with environmental regulations, including

waste management and carbon footprint reduction, impacts Ted Baker’s operations.
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Adhering to these regulations is not only a legal imperative but also enhances brand

reputation (Pereira et al., 2022).

o Consumer Preferences: The trend towards eco-friendly products influences product
development and marketing strategies. Consumers increasingly prefer brands that
demonstrate environmental responsibility, a factor Ted Baker must consider in its

product offerings and brand positioning.

In summary, the PESTLE analysis reveals that Ted Baker’s internationalization strategy is
influenced by a myriad of external factors. Political and economic elements dictate market
entry and operational efficiencies, while social trends and technological advancements drive
consumer engagement strategies. Legal considerations ensure compliance and protect brand
integrity, and environmental factors align the brand with sustainable practices and consumer
preferences. Understanding and adapting to these factors is key for Ted Baker to thrive in the

dynamic global fashion industry.
5. Integration of Contextual Factors and Strategy in Ted Baker’s Internationalisation

Understanding the interplay between PESTLE factors and Ted Baker's internationalisation
strategy is pivotal for assessing how external environments shape strategic decisions. The
correlation between these factors and the company's predominantly polycentric approach, with
hints of geocentrism, offers insights into the complexities of global market operations (Rana

and Morgan, 2019).
5.1 PESTLE and Strategy Correlation

o Political Factors and Strategy Correlation: Political landscapes, including trade
policies and regulatory environments, have significantly influenced Ted Baker's market
entry and operational strategies. For instance, the implications of Brexit necessitated
adjustments in supply chain logistics and tariff considerations, particularly in European
markets. This aligns with the polycentric approach of adapting operations to meet local
regulatory requirements. Political stability in key markets also dictates strategic
decisions, influencing where to expand or consolidate operations (Shenkar et al., 2021).

e Economic Factors and Strategy Correlation: Global economic trends and market
conditions have shaped Ted Baker's pricing, product assortment, and market

prioritization. Economic downturns in certain regions might lead to a strategic pullback
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or a shift in marketing strategies, while economic booms in emerging markets present
opportunities for expansion, a key aspect of the polycentric strategy. Exchange rate
fluctuations have also influenced pricing strategies and profit margins, guiding
decisions on sourcing and inventory management (Szkudlarek et al., 2020).

Social Factors and Strategy Correlation: Cultural nuances and changing social trends
significantly impact product design and marketing. Ted Baker’s focus on local
consumer behaviour, fashion trends, and societal norms underscores its polycentric
approach. This is evident in the varied product lines and marketing campaigns tailored
to different markets, demonstrating sensitivity to local cultures and consumer
preferences.

Technological Factors and Strategy Correlation: The adoption of e-commerce and
digital marketing aligns with both polycentric and geocentric strategies. While the
brand maintains a consistent online presence globally (geocentric), it also tailors its
digital marketing efforts to suit local markets (polycentric). Advances in technology
impacting operations, such as inventory management and data analytics, facilitate a
more integrated approach, resonating with the geocentric aspect of leveraging global
expertise (Tien et al., 2019).

Legal Factors and Strategy Correlation: Compliance with diverse legal landscapes
influences operational tactics. This ranges from adapting labor practices to align with
local laws to protecting intellectual property rights in different jurisdictions. Ted Baker's
adherence to these legal requirements is a key component of its polycentric strategy,
ensuring localized compliance and ethical business practices.

Environmental Factors and Strategy Correlation: Sustainability issues and
environmental regulations have prompted Ted Baker to adopt more eco-friendly
practices in sourcing and production. This strategic shift towards sustainability is in
response to global environmental concerns (geocentric) and local consumer preferences

for sustainable products (polycentric).

5.2 Impact Assessment

Influence on Strategy Formulation: The PESTLE analysis has played a critical role
in formulating Ted Baker’s internationalization strategy. Political and economic factors
have guided market entry decisions, influencing which markets to enter, the type of

presence to establish, and the scale of operations. Social factors have been fundamental

15




in product development and marketing, ensuring relevance and appeal in diverse
markets. Technological advancements have shaped the company’s approach to e-
commerce and digital marketing, a vital aspect of modern retail. Legal and
environmental factors have impacted operational practices and product strategies,
ensured compliance and aligned with global sustainability trends (Welch et al., 2020).

Influence on Strategy Implementation: The implementation of Ted Baker's strategy
is continually adapted to align with the dynamic external environment. Political and
economic changes necessitate agile adjustments in operations and market strategies.
Social and cultural shifts require ongoing adaptation of product lines and marketing
campaigns. The rapid evolution of technology demands constant innovation in digital
strategies and operational efficiencies. Legal and environmental considerations require
diligent compliance and sustainable practices (www.globaldata.com. n.d.).

Strategic Adaptations: In response to these external factors, Ted Baker has made
several strategic adaptations. Diversifying supply chains to reduce political and
economic risk, adapting marketing and products to local social and cultural norms,
embracing digital transformation to maintain competitiveness, making sure legal
compliance in various jurisdictions, and incorporating sustainability into core
operations are a few of these.

Overall Impact: These elements have all combined to have a significant influence on
Ted Baker's internationalization plan. The corporation has integrated parts of
geocentrism with a polycentric strategy to effectively traverse the challenges of global
growth. Ted Baker has been able to create a strong worldwide presence while being
sensitive to local market situations because to this strategic combination. The brand's
success has been largely attributed to its capacity for evolution in reaction to changing

external conditions, and this capacity will be essential to its further global expansion.

Finally, Ted Baker's internationalization strategy, which incorporates PESTLE components,

emphasizes the significance of a flexible and nuanced approach in foreign company operations.

Sustained development and competitiveness in the dynamic fashion business are contingent

upon the company's ability to comprehend and adeptly handle these external factors.

6. Recommendations for Ted Baker’s Future Internationalisation

It's critical that Ted Baker adjusts and improves its internationalization plan in response to the

changing external environment as it continues its journey in the global fashion industry.
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According to Wild & Wild (2019), the PESTLE analysis and strategic assessment revealed
probable obstacles that Ted Baker would need to overcome in order to improve his worldwide

profile.
6.1 Strategic Suggestions for Global Expansion
Diversified Market Expansion:

o Emerging Markets: Identify and penetrate emerging markets with growing middle-
class populations and increasing consumer spending, particularly in Asia and Africa.
o Tier-2 Cities in Established Markets: Explore expansion in tier-2 cities in established

markets, where brand penetration may be lower, but potential for growth exists.
Enhanced Digital Transformation:

e Omnichannel Strategy: Develop a robust omnichannel retail strategy, integrating
online and offline experiences seamlessly.
e E-commerce Optimization: Enhance the e-commerce platform with localized content

and tailored user experiences for different markets.
Localized Product and Marketing Strategies:

e Cultural Adaptation of Products: Continue adapting product lines to local tastes
while maintaining the core brand identity.
e Localized Marketing Campaigns: Develop marketing campaigns that resonate with

local cultures, leveraging regional influencers and social media trends.

Strategic Partnerships and Collaborations:

e Local Partnerships: Form strategic partnerships with local businesses for better
market insights and distribution networks.
e Designer Collaborations: Collaborate with local designers or brands to create

exclusive collections, enhancing local appeal.
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Sustainable and Ethical Practices:

e Sustainable Sourcing and Production: Prioritize sustainable sourcing and ethical
production practices to align with global environmental trends and regulations.
e Eco-Friendly Product Lines: Expand eco-friendly product lines, responding to the

growing demand for sustainable fashion.
Supply Chain Optimization:

o Diversified Supply Chain: Diversify the supply chain to mitigate risks from
geopolitical tensions and trade disruptions.
e Technology-Driven Supply Chain: Incorporate advanced technologies like Al and

blockchain for efficient and transparent supply chain management.
Customization and Personalization:

o Personalized Shopping Experience: Offer personalized shopping experiences both
online and in physical stores using Al and data analytics.
e Customizable Products: Introduce customizable products that allow consumers to

personalize their purchases.
Global Talent Management:

e Local Talent Acquisition: Hire local talent with an understanding of regional markets
and consumer behaviours.
e Global Training Programs: Implement global training programs to ensure a consistent

brand experience across all markets.
6.2 Addressing Challenges Identified in PESTLE Analysis
Political and Economic Volatility:

o Flexible Business Models: Develop flexible business models to quickly adapt to
changing political and economic landscapes.
e Risk Management Strategies: Implement risk management strategies, including

market diversification and currency hedging.
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Cultural Sensitivity and Social Trends:

e Cultural Training for Employees: Provide cultural sensitivity training to employees
to ensure respectful and appropriate market engagement.
e Monitoring Social Trends: Continuously monitor and adapt to changing social trends

and consumer behaviours.
Technological Advancements:

o Investing in Technology: Continuously invest in the latest technology for e-commerce,
supply chain management, and customer engagement.
o Cybersecurity Measures: Strengthen cybersecurity measures to protect customer data

and ensure privacy compliance.
Legal and Regulatory Compliance:

e Compliance Teams: Establish dedicated teams to ensure compliance with local and
international laws and regulations.
o Regular Legal Audits: Conduct regular audits to ensure all operations adhere to legal

standards.
Environmental Sustainability:

o Sustainability Reporting: Implement regular sustainability reporting to transparently
communicate efforts and progress.
o Innovative Sustainable Practices: Explore innovative sustainable practices in

production and packaging.
Long-Term Strategic Vision

e Global Brand Consistency with Local Relevance: Balance local market relevance
with worldwide brand coherence. Global recognition is important, but the brand should
also be flexible enough to follow regional trends and tastes.

o Continual Market Research and Adaptation: Regularly conduct market research to
stay abreast of changes in consumer preferences and market dynamics.

e Investmentin Innovation and Creativity: Foster a culture of innovation and creativity

to stay ahead in the competitive and ever-evolving fashion industry.
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In summary, Ted Baker believes that a combination of digital transformation, cultural
sensitivity, sustainable practices, market development strategy, and ongoing local market
adaption will be necessary for effective internationalization in the fast-paced fashion sector.
Ted Baker can increase its worldwide presence, resonate with varied customer bases, and
continue its development in the international market by resolving the obstacles indicated in the

PESTLE study and exploiting its strengths (www.globaldata.com. n.d.).
Conclusion

Ted Baker's internationalization journey and techniques have been thoroughly examined in this
paper. Fundamentally, Ted Baker has shown to be primarily polycentric, skilfully modifying
its tactics to fit the distinct cultural, economic, and consumer characteristics of every region.
Geocentric components have been added to this to guarantee a constant worldwide brand

presence while allowing for the subtleties of local markets.

A wide range of external variables have a major impact on Ted Baker's worldwide operations,
according to the PESTLE research. Market entrance and operational tactics are shaped by
political and economic settings, while product and marketing modifications are guided by
social variables. The digitization and e-commerce tactics of the firm are propelled by
technological breakthroughs. Adherence to global consumer trends and laws, as well as
environmental sustainability and legal compliance, have a significant influence on operating

procedures.

The strategy advice that Ted Baker should consider are centered upon diversifying market
growth, adopting digital transformation, and striking a balance between adapting to local
markets and upholding global brand identity. Navigating the complicated world of global
fashion retail requires placing an emphasis on ethical and ecological practices, streamlining
supply chains, and using local knowledge via partnerships. Sustainable development requires
addressing issues including political and economic unpredictability, cultural sensitivity, and

technology improvements that were noted in the PESTLE research.

The research concludes by highlighting the significance of flexible internationalization tactics
in the ever-changing global marketplace. For Ted Baker, it is critical to be able to adapt and
change with the outside world. The fashion business needs a strategic strategy that is both
internationally aware and regionally attuned due to its fast-paced and always-changing nature.

Ted Baker's ability to incorporate these complex findings into its internationalization plan will
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be critical to the company's success as it expands its worldwide reach and maintains

significance, productivity, and development.
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