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Founded in Amsterdam in 1864 by Gerard Adriaan 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 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. Each one of them has gone through special courses at training. About a third of these people are constantly participating in qualifying courses and development programs. 
“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)
[image: ]
[bookmark: _Toc112429792]Figure 1:
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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, Aldona Frączkiewicz-Wronka, Iwona Kowalska-Bobko, Hanna Kelm, Karolina Szymaniec-Mlicka, 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.

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 2
(Source: enterslice.com)

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

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.

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.


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.

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.

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.

Hofstede Analysis 
Distance to power
Britain ranks 35th on the PDI, indicating that it is a society that believes inequities between individuals should be minimised. Surprisingly, research suggests that the PD index is lower among the upper classes in Britain than among the working classes. The PDI score appears at first to be at odds with the well-established and historical British class system, and it reveals one of the inherent tensions in British culture - between the importance of birth rank on the one hand and a deep-seated belief that where you are born should not limit how far you can travel in life on the other. A feeling of fair play motivates the conviction that people should be treated as equals in some fashion.
Bulgaria gets a high score on this dimension (70), indicating that people accept a hierarchical system in which everyone has a place and no more reason is required. Organizational hierarchy is viewed as reflecting fundamental inequities, centralization is popular, subordinates expect to be told what to do, and the ideal boss is a benign tyrant.

Individualism
With a score of 89, the UK has among the highest Individualist scores, only surpassed by some of the Commonwealth countries it birthed, including Australia and the United States. The British are extremely individualistic and secretive. Children are educated from a young age to think for themselves in order to discover their unique role in life and how they may contribute to society. Personal satisfaction is the path to happiness. As Britain's prosperity has'spread north' over the last decade, a much-discussed phenomena has been the emergence of what has been perceived as uncontrolled materialism and a strengthening of the 'ME' culture.
Bulgaria is classified as a collectivistic society, with a score of 30. This is shown in a long-term commitment to the member 'group,' whether it be a family, extended family, or extended connections. In a collectivist culture, loyalty is vital and supersedes most other societal laws and regulations. The society creates close ties in which everyone takes responsibility for their group members. Offense results in shame and loss of face in collectivist societies, employer/employee relationships are viewed morally (as a family link), hiring and promotion decisions consider the employee's in-group, and management is the management of groups.

Masculinity
Britain, at 66, is a Masculine society, strongly focused on success and determined. A primary source of misunderstanding for foreigners is the seeming conflict between the British culture of humility and understatement and the society's underlying success-driven value structure. Understanding the British requires the ability to "read between the lines." What is stated is not necessarily what is meant. In contrast to Feminine cultures such as Scandinavia, people in the UK live to work and have a distinct performance ambition.
Bulgaria scores 40 on this dimension, indicating that it is a Feminine society. The emphasis in Feminine countries is on "working to live," managers strive for agreement, and people respect equality, solidarity, and quality in their working life. Compromise and negotiation are used to resolve conflicts. Free time and flexibility are preferred as incentives. The emphasis is on happiness; status is not displayed.

Avoidance of uncertainty
With a score of 35 on Uncertainty Avoidance, the UK is content to wake up not knowing what the day will hold and to make it up as they go along,' adjusting plans as new information becomes available. The British, being a low UAI country, are at ease with unclear circumstances; the phrase "muddling through" is a typically British way of expressing this. There aren't many regulations in British society, but those that do exist are followed (the most famous of which of of course the British love of queuing which has also to do with the values of fair play).In terms of work, this leads in less detail-oriented planning - the final objective will be apparent (due to high MAS), but the details of how we get there will be light, and the actual process will be fluid and adaptable to emerging and changing environments. Planning horizons will be reduced as well. The combination of a highly Individualist and inquisitive nation results in a high degree of creativity and a strong thirst for innovation. What is unique is appealing! This may be seen across society in its humour, heavy demand for new and inventive items, and the quick, highly creative businesses in which it flourishes - advertising, marketing, and financial engineering.
Bulgaria scores 85 on this dimension and hence has a very high preference for avoiding ambiguity. Countries with a high Uncertainty Avoidance retain tight belief and behaviour rules and are intolerant of unconventional 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 individual motivation.

Long term visioning
A dominating preference in British culture cannot be discerned with an intermediate score of 51 in this factor.
Bulgaria has a Pragmatic culture, with a score of 69. People in pragmatic civilizations think that truth is highly dependent on situation, context, and time. They demonstrate a capacity to readily adjust traditions to changing circumstances, a strong proclivity to save and invest, thriftiness, and tenacity in obtaining achievements.

Indulgence
A high score of 69 suggests that the British culture is considered Indulgent. People in countries with a high Indulgence score are more likely to follow their inclinations and wants when it comes to enjoying life and having fun. They have a pleasant mindset and an inclination to be optimistic. Furthermore, they place a larger value on leisure time, act as they like, and spend money as they please.
Bulgaria has a low score of 16 in this dimension, indicating that it is a highly restrained culture. Societies with low scores in this area tend to be cynical and pessimistic. Furthermore, unlike Indulgent civilizations, restrained societies place little importance on leisure time and exert control over the satisfying of their impulses. People with this mindset believe that their behaviours are constrained by societal standards and that indulging themselves is bad.
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Conclusion
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