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	Report: International Business Plan of Taybar Security Ltd

	Task 1 (20%) equivalent to 1000 words

You have been asked to carry out some foreign market research and risk assessment. You will need to feed back this information to the senior management team so that a final decision can be made. Please prepare a short PowerPoint presentation for the CEO/ senior management team of your organisation where you concentrate on the most relevant aspects of your research and highlight any potential risks. The PowerPoint presentation needs to include you presenting the presentation by recording yourself presenting each slide in PowerPoint’s audio recording feature called ‘Voice Over’. 

Task 2 (80%) 3500 – 4000 words

You have been given green light by the CEO/ senior management team to pursue the idea and go ahead with further research and write an international business plan. You will need to put together the foreign market entry plan and consider all steps that must be taken in order to succeed in international business and prepare an International Business Plan. An International Business Plan typically consists of Executive Summary of International Business Plan, Corporate Global Vision and Goals, International Business/ Organisational Culture, Foreign Market Research, Risk Assessment, International Business Strategy, International Marketing Plan and Recommendations 
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1. Executive Summary of International Business Plan

Taybar Security’s mission is to protect its customers and their property, consumers and stakeholders. It encourages employees’ training and improvement, highlights the importance of engaged customer service to obtain competitive advantage and go beyond customer requirements. To accomplish this mission, the business must adopt the following work principles and philosophy: 1) aim for quality, professionalism, commitment and perfection; 2) promote a ‘we can do’ attitude; 3) define and maintain high standards and 4) accept responsibility for its performance (Ward, 2019
).     

Taybar is currently a national security services provider offering various services including key-holding & alarm response, mobile patrols, guarding, unlock and lock ups in the UK. It has been operating since 1995 and serves customers including councils, NHS, public and private sector. Taybar retains 90% customers annually, provides them with support and delivers a service over the long term. It has a good reputation within Midlands and Shropshire regions. Its services are requested through the company brand name or its approved partners. Taybar works very hard to build a close relationship with all customers. Its core principles are reliability, responsiveness, creativeness, adaptability and professionalism (Ward, 2019
).       




Taybar operates in very competitive market, but due to the fact that the company is the biggest provider of security services in Shropshire, it has achieved a trustworthy status. Its prices are reasonable, and all services offered generate a profit margin (Ward, 2019
). 

Taybar’s turnover forecast is promising; it will be doubled from £1.5 to £3 million, mainly based on a planned acquisition taking place in January 2020. Additionally, the senior management of Taybar, will consider entering into the new market of the United States. Hence, the director has approved conducting further research in this matter and instructed the author of this paper to write an international business plan
 (Ward, 2019).

2. Global Vision and Goals 
In global environment nowadays, security has become a huge issue for all, and this is the basis for Taybar’s success, both currently and in time to come. The company foresees a world in which its customers and their properties are protected and in safe hands. To accomplish this global vision, the company will grow its business operations in both the UK and USA, building the trust with public and private customers by delivering reliable, totally vetted security data and operatives internationally (Garda World, 2019
).  

Taybar’s global goals are 1) to constantly deliver good customer service by a direct involvement with clients and satisfying their ever-changing requirements; 2) to have a strong online presence which concentrates on directing all potential customers to the Taybar website, generating sales leads and building a structure for repeat business and regular visits to the website; 3) to put an effective communication strategy in place which will advertise the trademark and grow its market share and 4) to keep the company policies and procedures up to date. Taybar’s methods will trace the interaction with clients better and keep records of every communication with them connected to the business and 2) demonstrate its progressivity and enthusiasm for service delivery by achieving financial targets (Ward, 2019
).

3. International Business/ Organisational Structure
In order to be successful in unification of Taybar operations in the UK and US, there is a requirement to create an ‘international organisational culture’. There are different types of international organisational structures; however, the ‘Global Functional Division Structure’ will be the most suitable for Taybar. This structure concentrates on the main functions of the business in which every department oversees its operations in both countries. For example, the operations division manages operational actions; in the same manner, ‘marketing, finance and human resource’ departments are in charge of their particular activities. This organisational structure employs the skills of every company department and promote ‘centralized control’ (Jaiswal, 2019: 3-4
).  

The main advantages of global functional division structure include 1) closer attention to departmental skills and knowledge; 2) to some extent lean management; 3) great degree of centralized control and 4) enhanced global perspective of all departmental managers. On the other hand, the disadvantages include 1) obstacles in interdepartmental collaboration; 2) challenge in overseeing ‘multiple product lines’ due to the split of operations and marketing into different divisions and 3) the Managing Director only manages profitability, so this structure is chosen only when centralized control of different actions is required (Jaiswal, 2019: 3-4
).

4. Foreign Market Research
Going global with a medium sized business is a difficult and ever-changing process. Obtaining a proper understanding of the ‘targeted markets, competition’, contemporary ‘local market’ tendencies and the requirements to effectively set up and achieve growth is of paramount importance initially (Evans, 2015: 1). Companies who want to do international business must change their ‘strategies and management styles’ to those of the countries of the globe in which they wish to operate. Usual challenges which the management may encounter include ‘politics, cultural differences, global competition, terrorism, technology and sustainability’. Furthermore, the opportunities and threats of ‘global marketplace’ progressively create the social responsibility for running the business in a ‘global community’. In a ‘foreign environment’, the management must deal with a range of ever-changing variables including the general culture that has an impact on all parts of everyday life. ‘International management’ is involved with the development of strategies, the design and operation of functional structures and cooperation with individuals around the globe, to guarantee ‘sustained competitive advantage’ (Deresky, 2016: 25
).                  
There are a few analytical tools and models which can be used to examine different situations which Taybar can encounter. Firstly, the ‘PESTEL (Political, Economic, Social, Technological, Environmental and Legal) analysis’ determines the ‘macro/ external forces’ confronting the business. Prior to any type of strategy being carried out, it is essential to perform a ‘situational analysis’. Political factors identify the degree to which a government may affect Taybar or the security industry in general; for example, ‘government stability’ and its future changes, ‘tax policy, trade control, competition regulation and consumer protection’. Economic factors affect the functioning of the economy and this also has a clear effect on Taybar and its profits; for instance, ‘growth, inflation and exchange rate, unemployment trends and credit availability’. Social factors refer to the ‘social environment’ and determine ‘emerging trends’ including ‘education level, opinions about ‘imported goods and services, product quality and customer service’ and ‘population growth rate’. Technological factors take into account the ‘rate of technological innovation and development’ which could have an impact on a ‘market or industry’, such as: the fundamental ‘infrastructure level’, the law related to ‘technology and the communication infrastructure’. Environmental factors are concerned with the influence of the local environment and the effect of ‘ecological aspects.’ These can include ‘recycling, waste management’, opinions about and encouragement for ‘renewable energy’. Taybar must understand the legislation of the USA because it wishes to expand the business there. The company also must follow any potential changes in the law and examine its effect on its operations (Oxford College of Marketing, 2019: 1-2; Jurevicius, 2013: 3-5
).


Secondly, the ‘Porter’s Five Forces of Competitive Position Analysis’ is founded on the theory that there are ‘five forces’ which identify the intensity of rivalry and appeal of a market. This analysis assists to determine where power is located in Taybar’s case. This is beneficial for understanding both the power of Taybar’s present competitive status and its projected position in the new market which it is proposing to enter. This analysis is frequently utilised to understand if new services are able to generate profits. The parts of the analysis are as follows; 1) ‘Supplier power’ is an examination of how straightforward it is for suppliers to increase prices; 2) ‘Buyer power’ is an evaluation of how simple it is for buyers to force prices down; 3) ‘Competitive rivalry’ is the quantity and power of rivals in the market; 4) ‘Threat of substitution’ occurs when related ‘substitute services’ are available in a market; this increases the probability of clients changing choices in response to ‘price increases’ and 5) ‘Threat of new entry’ happens when lucrative markets appeal to ‘new entrants’ who reduce profits (CGMA, 2013: 2-3
).

In the case of Taybar, 1) suppliers with supreme status in a market can reduce the profitability the business can generate. Dominant suppliers utilise their bargaining power to get higher prices from the companies in the security industry. Taybar can deal with supplier power by forming an effective ‘supply chain’ with various suppliers; 2) buyers seek to purchase the best deals accessible by paying the cheapest possible price. This affects Taybar’s profits in the long term. When the company’s client portfolio is small and strong, the clients will have power and be capable of negotiating greater ‘discounts and offers.’ Taybar can handle buyer power by creating a large portfolio of clients, which will lower the power of the customers, and will give an opportunity to the business to restructure its marketing process; 3) Taybar’s competition is huge in the security industry, which has a negative effect on the whole profitability of its operations. The company can manage competitive rivalry by a) expanding, this way it is able to compete better and b) working together with rivals to increase market size instead of striving for ‘small market’;  4) when a new service satisfies the same client requirements in other ways, industry profits fall. Taybar can handle the threat of substitution by a) focusing on service delivery; b) understanding the main client requirements and c) increasing the expenditure for the clients to choose a different service; lastly 5) new entrants introduce innovation and affect Taybar via reduced ‘pricing strategy’, lowering expenditure and offering new ‘value propositions’ to the clients. The company must deal with all these issues and create solid barriers to protect its competitive advantage. Taybar can manage the threat of new entry by a) increasing ‘economies of scale’ where it can reduce the ‘fixed cost per unit’ and b) capability building and investing funds on development (Fern Fort University, 2019: 2-4
).    

Thirdly, the ‘Porter’s Diamond Model’ emphasizes and defines why specific industries or countries become quite competitive in particular area and on the ‘national’ and global level. It is a ‘proactive model of economic theory’ which indicates convenient benefits that USA can have in comparison with other countries and provides Taybar with a competitive advantage over the rest of rivals regarding growth. Porter’s Diamond is a ‘diagram’ which shows 4 ‘points of a diamond’ and emphasizes the 4 interconnected ‘determinants’ which function as decisive factors of ‘national comparative economic advantage.’ The first component: ‘Firm Strategy and Rivalry’ concentrates on the rivalry in the ‘home market’ from the new industries which confront the company with the need to introduce ‘innovative products or services’, competent ‘customer service levels’ and manufacturing methods which assist the business to expand, leading to the economic growth of the country as a whole. 
The second component: ‘Factor Condition’ concentrates on the national buyers of the nation or the ‘local target audience’ who are genuinely knowledgeable and have a talent for identifying products or services which are great on ‘quality, class and innovation.’ The third component: ‘Related and Supporting Industries’, states that for the total growth and prosperity of the firms and the nation, it is paramount for every field of industry to be interlinked, each assisting the other to expand, and aiming at a ‘holistic approach.’ The fourth component: ‘Demand Conditions’ includes the factors of production, such as ‘raw material, skilled labour, expert human resources, well-placed infrastructure, education, capital’ (Bhasin, 2019: 1-4
).

5. Risk Assessment

As identified in the PowerPoint presentation (Task 1), Taybar’s decisions should consider opportunity against threat. In this section, the author examines four kinds of risks: 1) ‘political’; 2) ‘foreign exchange’; 3) ‘competitive’ and 4) ‘financial’ (Daniels et al, 2018: 387, 425
). 

Firstly, there are three ways to forecast political risk by a) ‘analysing past patterns’, b) ‘evaluating opinions’ and c) ‘examining potentially risky social and economic conditions.’ A) forecasting political risk dependent on past patterns is difficult because circumstances can change; B) the management should examine reports produced by political leaders in order to identify their views on the private sector, ‘foreign business relations’, useful ‘economic changes’ and opinions about relevant ‘foreign countries’; C) the evaluation of ‘social and economic’ situations regarding goals assists Taybar to predict potential worsening political conditions (Daniels et al, 2018: 388
).   

Secondly, there are two kinds of risk a) ‘exchange-rate changes’ and b) ‘immobility of funds.’ Taybar should carefully think about present conditions together with those which can result in changes. A) The differences in ‘foreign currency’ rates can have both favourable and unfavourable consequences, based on whether Taybar goes global to search for additional revenue or resources; B) When Taybar makes investments in USA, it will favour international mobility of its ‘sales receipts, earnings and capital’. If this is not available, most companies refrain from their operations or anticipate a greater ‘rate of return’ in that country than anywhere else (Daniels et al, 2018: 388-389
). 
Thirdly, there are three aspects which have an impact on Taybar’s competitive ranks via ‘location decisions’: a) ‘compatibility for the company operations’; b) ‘diversification of locations’ and c) ‘following competitors or customers.’ A) Taybar’s senior management chooses to run the business where they recognise circumstances to be the same as to the UK. They prefer operating in the country where the ‘per capita GDP’ is equivalent and there is also compatible language, population habits and legislation; B) Running the business in USA can allow Taybar to generate revenue and maximise profitability; C) the management can intentionally congest a market to stop rivals from obtaining advantages there which they may be able to utilise to boost their positions somewhere else; this condition is defined as ‘oligopolistic reaction’. Otherwise stated, Taybar’s decision regarding location should be based on rivals’ activities instead of on ‘location-based’ features for example: the ‘cost of labour, market size and growth’. Simultaneously, Taybar may obtain ‘performance advantages’ by moving into the market where rivals are. Following clients into USA may earn revenue from them and assist in building bonds in their home market (Daniels et al, 2018: 389-392
).

Fourthly, financial issues, for example: ‘payments and taxation’ have a general impact on Taybar. Performing international business frequently requires assisting overseas clients to obtain finance including ‘trade credits’, and government or bank loans. Many companies consider financial restrictions as the main obstacle to trading globally (Daniels et al, 2018: 425
). 
6. International Business Strategy
There are four fundamental strategies 1) ‘international’; 2) ‘multi-domestic’; 3) ‘global’ and 4) ‘transnational’. The suitability of each strategy is based on ‘pressures’ for ‘cost reduction’ and the ‘local responsiveness’ in the USA. In general, companies who follow an international strategy have useful ‘core competencies’ which ‘host country’ rivals do not have and face the fewest pressures for local responsiveness and cost reductions. Companies should conduct a multi domestic strategy when there is huge demand for local responsiveness and low demand for cost reductions. Innovation of services on a ‘localised level’ boosts companies’ total ‘cost structure’ and the probability that their services will appeal to local requirements and so be profitable. A global strategy is based on ‘low-cost’. Companies which face great cost pressures should utilise this strategy to take advantage of ‘economies of scale, production, distribution and marketing.’ This strategy is the most appropriate where there are great cost pressures and a reduced demand for localised services’ deals. A transnational strategy should be performed when there are great pressures on and demands for local responsiveness, but this strategy is complex to follow successfully, because both cost reduction and local responsiveness apply opposing pressures on corporations (Bhandari, 2018: 569
).        

In the case of Taybar, senior managers must choose the ‘mode of entry’ which can be clarified to a degree by examining the three advantages: 1) ‘ownership’; 2) ‘location’ and 3) ‘internationalisation.’ Ownership advantages give competitive advantage to the business over its rivals. Particular ‘locational factors’ give advantage to the business and may include a) client requirements, choices and tastes; b) low ‘land acquisition cost’ and c) ‘political stability’. Internationalisation leads to advantages which the corporation obtains by delivering services itself in the USA instead of via ‘contract agreements’ with local business based there. Occasionally, the expenses of ‘negotiating, monitoring and enforcing’ a contract agreement can be complex and expensive. As a result, Taybar can move into the US market through ‘direct investment’. However, if Taybar’s managers believe that ‘transaction costs’ are reasonable and the local businesses can deliver Taybar’s services successfully without putting its profitability at risk, the business can enter the US market through ‘franchising’ (Bhandari, 2018: 582-583
).       
Hence, the author suggests that Taybar should enter the US market through 1) ‘foreign direct investment (FDI)’ or 2) ‘mergers and acquisitions.’ 1) Taybar can make investments and set up ‘marketing facilities’ via ownership and management in the USA. The advantages of FDI are a) clients favour the services which are similar to their own; b) purchasing managers favour buying locally in order to guarantee provision of quicker services, quality, reliability and responsiveness from Taybar and c) the company can deliver its services dependent on the local surroundings and adjust to clients’ expectations easily. The disadvantages are a) FDI makes the business vulnerable to changes in the exchange rate and b) modifications of government policies can raise uncertainty in the company. 2) Taybar can merge with a chosen US corporation to start the international business or it can acquire the US company instead. The advantages of acquisition are a) Taybar takes over the ownership and management of the acquired business straight away; b) Taybar can design global strategy and achieve higher sales and c) this process also assists the economy of the USA. The disadvantages are a) acquiring a business is a difficult project in the USA and b) any human resources difficulties of the acquired business are also handed over to Taybar (Bhandari, 2018: 596-597; 600-601
). 

7. International Marketing Plan
SWOT

SWOT presents an overall summary of the ‘Strengths and Weaknesses’ examined in an evaluation of ‘strategic capabilities’ and the ‘Opportunities and Threats’ examined in an evaluation of the environment. The goal is to identify the degree to which strengths and weaknesses are related to or can handle the changes occurring in the environment of Taybar (Johnson et al, 2013: 91-92).

The SWOT Analysis of Taybar (Kinanu, 2009: 27-28): 

	Strengths
	Weaknesses
	Opportunities
	Threats

	Well-known business brand image
	
	Development of customer relations
	Damage of reputation and loss of clients

	Variety of services
	Reduced launch of technology in operations
	Targeting new clients and offering discounted services
	Failure to react to changes

	Expertise to provide ‘tailored solutions’
	Limited reviews of the marketplace and services on offer
	Performance monitoring of the company’s direct competitors 
	Lag behind competitors

	‘Well-structured management team’ 
	‘Manual procedures requiring computerization’ 
	Reviewing of competitors’ methods of work
	Inefficient working practices

	High levels of staff competency and retention
	Inadequate funding of staff development
	
	

	Good communication throughout the company
	
	Obtaining of consumer/ third parties’ constructive feedback
	


‘Market Analysis Summary’
IBIS world states that the security industry made revenue of $29.7 billion which included almost 540 000 personnel in the USA in 2008. The security issues have increased significantly due to global terrorism and lead to continuous growth of the industry. In the USA in 2008, 41 000 security companies were operating and looking after 56 000 sites. The approximate turnover of a company was $700 000 per annum (B Plans, 2019
).     

‘Target Market Segment Strategy’
Taybar will first target property agent and retail companies. As soon as clients’ bonds are created, great ‘customer service, quality assurance and competitive pricing’ can ensure that the relationships are maintained and Taybar becomes a preferred supplier in the guarding of the clients’ properties and the clients themselves (B Plans, 2019: 11
).    

‘Competition and Buying Patterns’
The biggest security companies include Securitas, Allied Security, The Brink’s Company and G4S in the USA. The success of Taybar will be based on customers’ satisfaction, resulting in further recommendations (B Plans, 2019
).
‘Competitive Edge’
Taybar will gain a competitive advantage via great ‘levels of customer service’ and commitment (B Plans, 2019: 12
).

‘Marketing Strategy’
In order to enter its target markets, Taybar will boost its online presence with Google AdWords using keywords for security services (B Plans, 2019: 13
).   
‘Sales Strategy’ 

Taybar’s sales strategy will be based on attentive listening to the requirements of the customers and demonstrating commitment to the best possible service delivery. While the sales team quotes may not be the cheapest proposals prospective customers get, the team will stay in touch with them and ensure that the individual attention remains the same 
(B Plans, 2019
).   

8. Recommendations
Taybar should carefully examine whether expanding operations to the USA is actually advantageous to its ‘core business’. The senior management should take into consideration the financial situation and analyse whether the business has resources to assist the first investment and maintain the growth. Success will not be achieved straight away, therefore they will have to account for this in their strategies. The company should emphasize the significance of education in both countries, the USA and UK. Managers should be persistent and ready for various interactions to increase reliance internationally, since trading there is both an individual and professional matter. It is paramount to build a local office facility and pick a team that understands the market and ensure compliance with legislation. This will be beneficial for the company in the long term. It is also important to ensure that when Taybar enters the new market, it has a proper infrastructure in place to start with no difficulties. Lastly, the company should review its present structure of client support which will require vital adjustments prior to the launch (Brooks, 2019: 2-6).        
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