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[bookmark: _Toc110044891][bookmark: _Toc111871560]Task Two- Presentation  
[bookmark: _Toc110044892][bookmark: _Toc111871561]Introduction
· Trade liberalisation is one of the major causes of internationalisation
· A saturated domestic market develops the need for expansion of business
· Britvic is the chosen organisation to expand its market in Kenya (Kabaja, 2022)
· Kenya is the primary choice owing to its developing economy  
The projected scenario in this presentation deals with the concept of international business environment identification for the selected company of Britvic that deals in soft drinks and beverages with different brands like Plenish, Robinsons and others. The company need to expand its business in Kenya since the economy is an emerging one with the potential for a bigger consumer base. 
[bookmark: _Toc110044893][bookmark: _Toc111871562]The rationale for choosing Kenya
· Kenya is one of the emerging economies for beverages in the African continent
· The market in Kenya for soft drinks will grow up to 9% in the coming years (Forde et al., 2022)
· The crude ingredients like fruits, water and sugar are produced in abundance in the country
· The labour-intensive economy will help in reducing the cost of production 
The closure of restaurants, bars and cafes in Kenya has slowed down the market for beverage consumption. Moreover, there is limited exposure of e-commerce channels in Kenya catering to the distribution needs at the doorstep of the users. Hence, this is a chance for Britvic to utilise the opportunity for expansion in Kenya with the mode of wholly-owned enterprise entry since the cost of establishing infrastructure will be low in Kenya. 
[bookmark: _Toc110044894][bookmark: _Toc111871563]Opportunities of Britvic in the chosen country
· The consumer population in Kenya will rise to 25% by 2030 (Aryal, 2021)
· Innovative sports drinks and products catering urban population in Kenya are attractive for Britvic 
· The youth consumers are connected through social media which gives immense opportunity to Britvic in Kenya
Soft drink beverages with mineral sources and other health benefits can gain market prominence for a large demographic in Kenya. Urban demographic of 15%, youth comprising 45% and office goers can be the potential target for Britvic to introduce their product line in Kenya. 
[bookmark: _Toc110044895][bookmark: _Toc111871564]Challenges of Britvic in the chosen country  
· The pandemic has been devastating for the soft drink market in Kenya
· Corruption in the trade policy administration and other trade barriers can be challenging for Britvic (Kelechi, 2021)
· The presence of competitors like Coca-Cola, Delmonte, Fanta and others capture 48% of the market share 
In Kenya, the employment setbacks and basic pay reductions, many residents have whittled down their intake of non-essential items such as beverages. Beyond the Covid-19-fueled decrease in intake, a massive rise in supply for vitamin-rich liquids as current consumer requests for healthy and nutritious, less-artificial juices has been credited to decreased fizzy drink utilisation. As a result, soft drink companies like Coca-Cola saw a decline in sales. Coca-Cola, which owns Sprite and Fanta, reported a 14% drop in net operating income to Sh3 billion in 2020, down from Sh2 billion in 2019.
[bookmark: _Toc110044896][bookmark: _Toc111871565]PESTLE analysis of the country 
· The political ties with the UK are strong with Kenya
· The economic slowdown due to pandemic and other causes like terrorism has declined the GDP growth to 6%
· The socio-cultural impact is witnessed through a collectivist society where decisions are taken by family heads (Maestrini et al., 2018)
· Technological challenges like slow growth of internet connectivity may hamper the business of Britvic
· Cross borders legislation helps in establishing and growth of foreign investment within Kenya
· Environmental challenges like water pollution and desertification may influence the business of Britvic 
Britvic needs to consider the economic, technological, and environmental issues more seriously since these factors are challenging for establishing a sustainable business for long-term growth. 
[bookmark: _Toc110044897][bookmark: _Toc111871566]Porter's five forces analysis of the country 
· The consumer switching cost is low for other brands 
· The negating power of vendors is moderate 
· New entrants in the market may create high pressure on Britvic
· Substitute products have a low impact (Jensen et al., 2021)
· Existing players create more competitive pressure on Britvic 
The competitive analysis through Porter’s five forces indicates that Britvic must consider the taste and preferences of the consumers so that they do not shift their allegiance. Moreover, the existing players in the Kenyan market may create pressure on Britvic. 
[bookmark: _Toc110044898][bookmark: _Toc111871567]Corporate governance and cultural sensitivity for Kenyan consumers 
· Britvic must ensure that corporate governance is effective in Kenya 
· The CEO of Britvic must be reported on every issue that occurs locally 
· Region-centric administration will be effective for Britvic's operations (Jane and Edwin, 2021)
Britvic needs to ensure that cultural sensitivity with an intention of family-based marketing content must be incorporated within their promotional strategies. As society is collectivist, advertisement and promotion must include a family-centric approach. 
[bookmark: _Toc110044899][bookmark: _Toc111871568]Relevant strategies in the recommendation to be applied by Britvic 
· E-commerce strategies need to be implemented by Britvic 
· The company must focus on sustainable practices like recycling the bottles at Kenyan plants (britvic.com, 2021)
As Kenya is a rich flora and fauna-based country, sourcing of ingredients, investment in production facilities, and agricultural investment will provide the company with a better option for reducing the production cost. Plant-based alternatives through the integration of Plenish brand will help in promoting Britvic in Kenya. Harnessing the global taste and preference of Kenyan consumers will provide the company with better ideas for product innovation.  
[bookmark: _Toc110044900][bookmark: _Toc111871569]Conclusion 
· In conclusion, it may be summarised that Kenya will be a better choice for market expansion
· However, Britvic must plan carefully the market penetration alternatives. 
Britvic must focus on the current consumers and develop strategies for attracting them like demonstrating the products on social media platforms. The product lines with healthier options will create a loyal customer base for Britvic in Kenya. 
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The competitive analysis through Porters five forces indicates that Britvic must consider the taste and preferences of the consumers so that they do not
shift their allegiance. Moreover, the existing players in the Kenyan market may create pressure on Britvic.
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