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Globalisation is proving beneficial to international businesses. Companies are extending their operations beyond the air, sand, and sea limitations. Global marketing allows companies to grow financially and gain market share. Companies face challenges and obstacles when expanding their businesses while expanding into internal markets, even though internal needs bring in many opportunities (Zeng, 2012).
The micro or macro environment of the enterprise poses challenges for the enterprise. An SME must deal with technological, social, legal, and environmental factors. Apres Foods Company faced hardships when it expanded its business around the globe in this unit. Moreover, the report includes information on the conflict-provoking factors that must be addressed for the company to be successful in the global market.
Managing subsidiary companies and developing marketing strategies that boost brand awareness is difficult for the group. Increasing brand visibility through cross-branding results in lower operational costs. 


[bookmark: _Toc98703200]Identification of Major Forces Shaping Global Business Environment 
Businesses can expand their operations into foreign countries and multinational corporations with the advent of globalisation. In business, globalisation and internationalisation are associated but not the same. It was before globalisation that business was conducted internationally. Export of products and services abroad is taking advantage of a country's comparative advantage to sell its products in exchange for foreign currency (Conklin, 2011). A globalised business model aims to reach a multitude of markets. Usually, globalisation is synonymous with commerce. Managing global operations means adapting to different cultures, values, and needs in many other countries. Since the Internet and mobile applications have become more accessible and portable, companies based on mobile applications such as Uber exist in any country. The transition to globalisation requires an extensive amount of adaption to the needs of foreign customers (Cruz et al. 2012). The introduction of Uber multiple passenger ridesharing was critical in India because of the busy roads. Various passengers can ride along with a rider here. As an Uber moto ridesharing service, it brings mobility to business traffic by allowing one person to use the motorcycle to hang. Uber, a start-up with a global reach operating in over 450 cities worldwide, has seen exponential growth (Ali, 2014). The company has become one of the fastest-growing business models in the world.
Key Factors Driving International Trade
Global economy
Companies and businesses can now conduct cross border business operations globally due to mobile marketing and increasing customer needs for specific products. In developing populated countries, Uber has become a sought-after service because taxi requests are rising. Uber came up with a global solution to meet customer needs (Dauvergne, 2014). International trade and commerce have become more efficient because of trade liberalisation and containerisation. By liberalising trade, international businesses can enter a foreign market from a nation with a comparative advantage.
The government
Political ends have been served by export and import policies. To suppress foreign trade, many governments impose tariffs and non-tariff barriers. The global economy was negatively affected by the trade war between China and the United States. In the United States, China suppressed countries with ties to China, while the United States suppressed China. Global trade and commerce are suffering from this trade deficit trend (McCrum, 2018). Keeping both governments willing to let work happen could improve the trade between countries. Attempting to meet the needs of its customers in Singapore, Uber has introduced a new model of business ownership of taxis that differs significantly from its primary model.
The cost differences
Similarly, factors affecting production costs differ from country to country, depending on factors such as living standards, demography, and development. Outsourcing manufacturing processes in various countries becomes a feasible option as a result. There are now multinational products made in multiple countries (Hamilton, 2018). Global companies such as GSK, Nestle, GAP, and others source their products mainly from developing nations, including China, India, and Vietnam. Exchange rates also affect international trade. International trade would have been based on currency differences if all currencies were the same. If comparative advantage didn't exist among nations, they wouldn't have engaged in international trade.
The competition
Trade and commerce abroad are also facilitated by competition between business organisations. Due to increased competition from global markets, companies losing market share rapidly expand into global markets. Mcdonald's lost their market share led to Subway in international sales (Ali, 2014). After expanding to some new countries, they eventually regained their position, although they never intended to raise. China's Didi Chuxing or Didi Dache is called Uber of China after Uber sold their ridesharing business to a local app-based ridesharing competitor.
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The PESTLE analysis helps companies understand the potential dangers they face, allowing them to build a clearer image of the future business environment and how they can compete effectively (Aliouche, 2011). As a result of the PESTEL study, major market flatteners may be identified and forecasted for the future due to the massive forces of change affecting their commercial environment; Apres food will need to know more about the macro environment. The PESTLE analysis of Apres food in the context of an international environment analysis is following: 
Political dimension: The political size might significantly impact Apres Food. In addition, consumer confidence and spending by both consumers and businesses are affected by political factors. For instance, what is the level of political stability in China? This is especially crucial for Apres food when it comes to expanding into new markets in China. A trade war between US and China will have a significant impact on the business of Apres food (Hamilton, 2018). Government legislation and taxing laws may vary significantly across states and national boundaries. Apres Food will need to consider trade treaties such as the ASEAN, EU, NAFTA, etc.
[image: ]
Figure 1:  PESTEL Analysis; 
Source: (Hamilton, 2018)

Economic dimension: In addition to evaluating macroeconomic factors, apres food should also consider the long-term impact of their strategy. It's crucial to keep an eye on inflation rates, tariffs, interest rates, regional and global economic growth, and currency fluctuations. All of these factors affect strategy, particularly when it comes to the location of various company activities and facilities. Apres food has a competitively lower price with premium quality of the food, bringing the competitive advantage for the company in China. By offering lower prices and better service to their customers, they can grow.
Sociocultural dimension: The influence of cultural and social elements on businesses differs from country to country. If it wants to expand its company in China, Apres Food will have to cope with several socio-economic variables such as local language, prevailing religion, and cultural beliefs. China's socio-economic structure is quite diversified, with a wide range of cultural preferences; Apres will explore a worldwide taste in China (Dauvergne, 2014). However, Apres should continue to focus on China's unique structures to suit the community's particular demands.
Technology dimension: The risks and possibilities that businesses face can't be overstated regarding technology considerations. Apres food may be able to produce goods and services at a lower cost and with a higher degree of excellence with the help of new technology. Apres food may use Robotic chefs and food processing to reduce food waste and make efficient food production (Wang, 2016). Changes of this kind have the potential to change the landscape of a company significantly.
Environment dimension: It has always been a factor in company strategy, especially regarding the availability of raw materials. This is becoming more and more prevalent when it comes to a company's direct and indirect costs. An environmental effect, for example, is also taken into account. In countries where raw materials are produced, this might involve waste management and organic agriculture practises, for illustration, for consumer goods companies like Apres. Packaging that is biodegradable or recyclable may also be a factor.
Legal dimension: Lastly, Legal factors are the laws and regulations of the area and the organisation. If the rule of law is well-established, it is essential to evaluate how easily and quickly laws and regulations change and the costs of complying with such changes. Apres Food, for instance, seeks to expand its business in China. Consequently, the corporation must follow the country's rules and regulations. The Chinese government uses the legal system to push enterprises to pursue greener practices. Investing and conducting business in China is a breeze because of the country's favourable legal climate and high ease of doing business rankings (McCrum, 2018). The government is continuously trying to persuade international companies to use better methods.
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Business dealings beyond national boundaries may be classified as international business. As a result of globalisation, trade and investment have become commonplace in all nations. However, these businesses also face lots of challenges. Polarisation and contentious topics pose a significant threat to globalisation or international trade. Conflicts are increasing, enormous economic forces are gaining strength, financial penalties are being used as weapons, and the Internet is splintering (Hamilton, 2018). Emerging countries such as China, Russia, Iran, Brazil, and others are becoming strong enough to undermine the US-led globalisation ideology. However, they lack cohesion and power. Their worldviews and goals are opposed. There is hence an increasingly regionalised world. These power-seeking countries do not feel that Americanization or globalisation are the same. As a result, these facts impact the company's ability to conduct business abroad. Despite having these difficulties, companies often decide to extend their business to an international level. Tee reasons for organisations to engage in international trade are as follows: 
Expand sales and revenues: Engaging in international commerce is the primary goal of this endeavour (Ali, 2014). To make money, companies engage in international business and import-export activities.
Acquiring resources: Manufacturers and distributors are looking for overseas funds, technology, and knowledge to reduce costs. To save money and improve the quality of their goods, companies may travel to other nations to obtain materials that aren't readily available in their own country. Setting up a plant in another country may be less costly than moving raw materials between the two countries. 
Reduce the risk: Corporations target markets in other countries to minimise swings in sales or profits induced by the business cycle, which manifests itself in different ways in different countries (Cruz et al. 2012). For example, one nation may be experiencing a recession, while another may be experiencing a boom in demand for its goods because of its increasing markets.
The minimum cost of production: International trade is a means for companies to find new sources of labour. Labour expenses in underdeveloped countries are much cheaper than in industrialised ones. A company's bottom line is directly affected by labour expenses, which directly affect production costs. Some companies outsource their work to other countries to keep up with the competition at a lesser price when it comes to manufacturing.
Broaden workforce: Companies go worldwide to broaden their talent pool and get new perspectives. A company's success may be boosted by employing staff with diverse backgrounds and viewpoints (Conklin, 2011). Because they believe it provides them with a competitive advantage in generating innovation and helping consumers, companies like IBM often employ individuals from various backgrounds. 
Thus, these are the reasons organisations engage with international trade. 
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According to Porter, a nation's competitive edge depends on the overall competitiveness of its firms. In his diamond model, four significant elements lead to competitive advantage at a corporation and national level (Aliouche, 2011). Knowing these elements will help understand the potential of Apres Food Company. 
[image: ]
Figure 2: Porter's Diamond Model;
Source: (Wang, 2016)
Several factors contribute to the production process, including quality and quantity of labour, natural resources, capital, technology, knowledge, and innovation. According to factor endowments theory, work is among the most critical factors. 
China's population of 1.4 billion means finding labour there will not be complex and will be more affordable than elsewhere (McCrum, 2018). The costs of work in China could increase in the future, as it is regarded as a transitional economy. The fact that the owner of Apres Food spearheads this expansion indicates she understands how China and chain restaurants work, which is an entrepreneur's mindset. But her management skills are lacking.
· Structure, method, and context of firm competition - The factors affecting a nation's firms in terms of creation, organisation, and management. The fast-food business is beautiful to foreign companies. McDonald's and KFC were already operating in China before Apres Food Co. Restaurants serving primarily Chinese food also pose a significant threat to the quick-service market. They take the largest share (Dauvergne, 2014). Increases in real estate demand rapid action, and a competitive market requires adapting the business model accordingly. 
· Associated industries—companies that excel within an industry and provide suppliers, competitors, and support. It should not be difficult to find local companies that excel at supplying food, cutlery, kitchen tools, tables, and so on based on the growth of quick-service restaurants. 
· Customers' strengths and sophisticated demands at home
A growing middle class, a growing number of female workers, and an increasing trend toward dining out contribute to an increasingly affluent society in China. Restaurants with quick-serve concepts can benefit significantly from this trend (Wang, 2016). Due to the demand for foreign fare that younger consumers have generated, McDonald's charged the same price for their fries as Apres Food Co.
· Government
A firm's international competitiveness can be significantly affected by the government. The Porter Diamond model states that it also influences each of the five other forces. For instance, a country's government may either encourage or impede the export of its goods. A government can influence key production factors by shaping supply conditions (Zeng, 2012). Firms compete against each other in the home market because the demand conditions in that market are influenced by it. They can be conducted locally, regionally, nationally, or even supranationally.
· Chance
Chance is the last component of the Porter Diamond model. A random event out of the company's control constitutes chance (Hamilton, 2018). There may be a great deal of value in these discontinuities for international competitiveness: the occasions for discontinuity may occur by chance and may benefit some companies but disadvantage others. In other words, some firms may improve their competitiveness, while others may become less competitive.
[bookmark: _Toc98703204]Conclusion
The globalisation of commerce, markets, and industries has touched every aspect of daily life. As technology advanced, globalisation made it easier for business organisations to operate globally. Many businesses emerged during the past years that offered mobile applications (Hamilton, 2018). Due to the Internet and mobile access globalisation, companies like Uber, Flipcart, Didi Chuxing, and Lyft may have been created. Due to the Internet, mobile applications, and communication technologies, people are becoming more connected and providing businesses with new paradigms and opportunities. An organisation must comply with the global business environment to do business globally. Global business environments consist of various factors affecting the environment in which an organisation operates.
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