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[bookmark: _Toc142962093]Introduction:
British American Tobacco (BAT) is a tobacco-related international corporation. Thanks to its extensive history and global reach, BAT has established itself as one of its major competitors. This evaluation aims to thoroughly examine BAT's international business activities, with a particular emphasis on its development into the host country of Romania (Dewhirst, 2019). The review will discuss various topics, including the company's goals and ambitions, the external and internal elements that impact its operations, and entrance tactics into the Romanian market. In the following parts, we will examine BAT's history and position in the cigarette business. We will also explore the company's worldwide market aims and strategy, focusing on its expansion and growth ambitions. In addition, a comparative study will be carried out to investigate the political, economic, social, technical, environmental, and legal variables that influence BAT's commercial operations in both its home nation, the United Kingdom, and the host country, Romania.
The evaluation will also examine industry dynamics in the tobacco sector, such as competition, potential entrants, customers, suppliers, and alternatives. A market study will also include information on market size, growth, trends in the United Kingdom and Romania, and BAT's market share and competition. Furthermore, the host nation, Romania, will be thoroughly examined using Porter's Diamond model. This will help us to evaluate the tobacco industry's competitive advantage in Romania and identify any possible dangers or obstacles that BAT may encounter in this market. The evaluation will also involve an internal examination of BAT, emphasizing its global value chain, and a SWOT analysis to identify its worldwide market strengths, weaknesses, opportunities, and threats. Furthermore, the various international tactics and entry modalities employed by BAT to enter the Romanian market and the company's initiatives towards corporate social responsibility in both the UK and Romania will be highlighted.
[bookmark: _Toc142962094]Company Background:
BAT is a well-known international corporation with a long history in the tobacco sector. BAT, founded in 1902, has grown to become one of the world's largest tobacco corporations, with operations in over 180 countries. BAT has become a prominent player in the market, recognized for its creative approach and global presence, thanks to a solid dedication to supplying high-quality goods. BAT's varied product portfolio includes cigarettes, cigars, and smokeless tobacco. The firm is committed to addressing clients' interests by delivering various brands catering to different market groups. Lucky Strike, Dunhill, Pall Mall, and Rothmans are among BAT's well-known brands. BAT is one of the largest tobacco corporations in the world, with a significant market share and a large workforce (Barraclough and Gleeson, 2017). A broad distribution network supports the company's global presence, ensuring its products are available to consumers in diverse countries. This broad reach has helped BAT establish itself as a premier tobacco maker and distributor.
BAT's position in the tobacco sector is defined by its dedication to long-term growth and ethical business practices. To remain competitive, the corporation recognizes the changing dynamics of the tobacco market and constantly modifies its strategy. BAT has maintained a strong presence in developed and emerging regions thanks to its unique product development, marketing, and distribution approach. As a worldwide organization, BAT adheres to rigorous corporate governance standards and is committed to ethical business practices. The company's attention to corporate social responsibility (CSR) is visible in its attempts to promote responsible cigarette usage, reduce environmental impact, and assist community development.
[bookmark: _Toc142962095]Company’s Objectives and Strategies:
BAT's International Market Objectives and Goals: British American Tobacco (BAT) works worldwide with a clear set of aims and ambitions (Akiyama and Sherwood, 2021). These goals demonstrate the company's dedication to long-term growth, market leadership, and serving people’s different interests globally. BAT's critical goals in the foreign market are as follows:
1. [bookmark: _Toc142962096]Market Leadership: BAT intends to preserve its position as the global tobacco industry's market leader. The corporation is pursuing this goal by continually inventing its goods, improving customer experiences, and effectively competing in various market categories.
2. [bookmark: _Toc142962097]Sustainable Growth: BAT is committed to achieving long-term success through strategic market expansion and the creation of innovative goods. Beyond financial achievement, the company's focus on sustainability includes environmental and social responsibilities.
3. [bookmark: _Toc142962098]Consumer-Centric Approach: BAT is dedicated to knowing and catering to the different tastes of its customer base. The company aims to create high-quality tobacco products that appeal to various market groups, assuring consumer happiness and loyalty.
[bookmark: _Toc142962099]Strategies Employed by BAT to Achieve Objectives: BAT uses various techniques to achieve its goals in the foreign market, using its strengths and addressing market obstacles (Berthet Valdois, 2020). Market expansion, product diversity, and good business practices are all part of these strategies:
1. [bookmark: _Toc142962100]Market Expansion: BAT approaches market expansion strategically, finding prospective areas and nations for entrance. The organization performs extensive market research to understand customer behaviours, preferences, and regulatory settings. This information influences BAT's market entrance, distribution routes, and price plans.
2. [bookmark: _Toc142962101]Product Diversification: BAT deliberately diversifies its product line to match consumers' demands. To meet the needs of health-conscious consumers and regulatory regulations, the firm produces innovative tobacco products such as smokeless tobacco and lower-risk alternatives. This variety guarantees that BAT can adjust to changing market trends.
3. [bookmark: _Toc142962102]Innovation and Research: BAT spends heavily on research and development to drive product innovation and improve user experiences. The corporation investigates technical breakthroughs, flavour developments, and alternative tobacco products to keep ahead of the competition and fulfil evolving customer needs.
4. [bookmark: _Toc142962103]Corporate Social Responsibility (CSR): BAT incorporates responsible business practices into its objectives, emphasizing decreasing environmental impact and encouraging ethical tobacco use (Watts et al., 2019). The company's CSR initiatives include sustainability, youth prevention programs, and community support.
5. [bookmark: _Toc142962104]Collaboration and Partnerships: To traverse complicated regulatory environments and support informed tobacco policy, BAT works with various partners, including governments, regulatory organizations, and research institutes. These relationships allow BAT to contribute constructively to public health and regulatory issues.
[bookmark: _Toc142962105]Countries’ Specifications:
[bookmark: _Toc142962106]BAT's International Business: Home Country (UK) and Host Country (Romania)
[bookmark: _Toc142962107]Home Country (UK):
The United Kingdom (UK) is British American Tobacco's (BAT) home nation and headquarters. BAT has a long history in the United Kingdom since the corporation was formed in London in 1902. The United Kingdom has played an essential role in defining BAT's global footprint and corporate activities (Burki, 2021). The United Kingdom, as a mature and economically prominent country, provides BAT with access to a talented workforce, excellent infrastructure, and a favourable business climate. The geographical position of the UK also allows for effective distribution and logistics of BAT's goods throughout foreign markets.
[bookmark: _Toc142962108]Host Country (Romania):
Romania is one of the host nations for BAT's worldwide operations. Romania's relevance stems from its rising tobacco product market position and strategic placement within the European Union (EU). Romania's fewer regulatory obstacles and cost-effective manufacturing capabilities make it an appealing location for BAT's manufacturing and distribution activities (José Roberto Ramones Garza, 2017). Furthermore, Romania's EU membership gives BAT access to a broader consumer base and more straightforward trading inside the bloc.
[bookmark: _Toc142962109]Significance in International Business Operations:
BAT's foreign business operations are divided between the United Kingdom and Romania. The United Kingdom is a hub for business activities, R&D, and worldwide decision-making. The country's excellent financial and legal structures enable BAT's strategic planning, innovation, and worldwide activity coordination. Conversely, Romania helps BAT's production and distribution procedures (Burki, 2021). BAT can quickly produce and transport tobacco goods across the EU and beyond because of the country's favourable business climate and talented workforce. Romania's cost advantages boost BAT's competitiveness in price-sensitive areas.
[bookmark: _Toc142962110]External Analysis:
[bookmark: _Toc142962111]Comparative PESTEL Analysis for BAT's Home and Host Countries
A PESTEL study is a strategic tool for assessing external macro-environmental elements that might influence a company's business operations. It aids in comprehending the political, economic, social, technical, environmental, and legal aspects that affect a company's success in many markets. In this article, we undertake a comparative PESTEL study for British American Tobacco (BAT)'s home nation, the United Kingdom (UK), and one of its host countries, Romania (José Roberto Ramones Garza, 2017).
Table: Comparative PESTEL Analysis for BAT's UK and Romania













	Factors
	UK
	Romania

	Political
	Stable political environment
	Transitional democracy

	
	Favourable business regulations
	EU membership impacts regulations.

	Economic
	Developed economy with strong GDP
	Emerging economy with growth potential

	
	Access to global financial markets
	Relatively lower purchasing power

	Social
	A diverse and educated workforce
	Cultural preferences for tobacco

	
	Changing consumer preferences
	Health-conscious population

	Technological
	Advanced R&D and innovation capabilities
	Growing technology adoption

	
	Digital marketing and e-commerce trends
	Limited technological infrastructure

	Environmental
	Focus on sustainability and CSR
	Limited environmental regulations

	
	Growing awareness of environmental issues
	Impact of tobacco production

	Legal
	Strict regulations on tobacco advertising
	Compliance with EU regulations

	
	Health-related legal restrictions
	Challenges in enforcing regulations



The PESTEL analysis highlights the following critical insights for BAT's international business:
[bookmark: _Toc142962112]Political: The United Kingdom provides a stable political climate with favorable corporate rules, but Romania's transitional democracy and EU membership influence the country's regulatory landscape.
[bookmark: _Toc142962113]Economic: The United Kingdom has a mature economy and access to global financial markets, whereas Romania's growing economy has development potential but weaker buying power.
[bookmark: _Toc142962114]Social: The UK has a varied and educated workforce, whereas Romania has a populace with cultural cigarette preferences but is becoming more health-conscious.
[bookmark: _Toc142962115]Technological: The United Kingdom has sophisticated R&D and innovation skills and trends in digital marketing and e-commerce. On the other hand, Romania is seeing increased technology usage but needs a well-established technical infrastructure.
[bookmark: _Toc142962116]Environmental: Both nations emphasize sustainability and corporate social responsibility (CSR), with the United Kingdom highlighting ecological concerns. However, Romania has ecological issues as a result of tobacco manufacturing.
[bookmark: _Toc142962117]Legal: The United Kingdom has strong tobacco advertising rules and health-related legislation limitations. Romania must adhere to EU laws while facing obstacles to implementing tobacco-related restrictions.
Overall, the PESTEL study highlights the dynamic external forces influencing BAT's international operations in both the United Kingdom and Romania. The organization must navigate these elements to establish successful strategies and assure its sustainability and success in various marketplaces.
[bookmark: _Toc142962118]A Comparative PESTEL Analysis:
[image: External considerations including: Social, Economic, Competition and  Technological – indiafreenotes]
[bookmark: _Toc142962184]Figure 1: PESTEL Analysis
[bookmark: _Toc142962119]Political Factors Affecting BAT in the UK and Romania
British American Tobacco (BAT) in the United Kingdom (UK) encounters political considerations such as stable administration and favourable business legislation. The well-established legal structure in the United Kingdom provides a good atmosphere for company activities, allowing BAT to traverse its operations successfully. However, rigorous tobacco advertising prohibitions and health-related regulatory constraints influence BAT's marketing strategy and product promotion in the UK. These restrictions are intended to reduce tobacco smoking while also enhancing public health.
Romania's political environment, on the other hand, is defined by transitional democracy and its membership in the European Union (EU). While EU membership gives regulatory rules and benefits regarding market access, it also needs to improve in complying with EU tobacco legislation. BAT must align its activities with EU norms while remaining sensitive to Romania's changing political landscape. Political choices concerning tobacco restrictions may impact BAT's marketing activities and product availability in Romania.
[bookmark: _Toc142962120]Economic Factors Influencing BAT's Operations in Both Countries
The economic variables in the United Kingdom considerably impact BAT's activities. The United Kingdom has a developed economy with a high GDP and access to global financial markets. These economic advantages add to BAT's financial stability and capacity for expansion (Watts et al., 2019). However, economic upheavals and alterations in consumer tastes jeopardize BAT's market position in the UK. As people become more health conscious, demand for tobacco products may fall, reducing BAT's earnings.
Economic considerations such as Romania's rising economy and potential for development allow BAT to extend its market presence. The country's weaker purchasing power than the UK may influence consumer expenditure on tobacco goods. BAT must modify its pricing methods and product offers to accommodate Romania's economic realities. Furthermore, Romania's EU admission has repercussions for financial legislation and market integration, necessitating BAT's alignment of activities with regional monetary policy.
[bookmark: _Toc142962121]Industry Five Forces:
Various competing pressures affect British American Tobacco (BAT) in the United Kingdom (UK) and Romania. Competition, potential entrants, customers, suppliers, and replacements are among the elements that determine the industry dynamics and impact BAT's strategic decisions (Welding, 2022).
[image: Bargaining Power of Suppliers - Factors that Give Suppliers Power]
[bookmark: _Toc142962185]Figure 2: Industry Five Forces Analysis
[bookmark: _Toc142962122]Competition: The tobacco sector is highly competitive in the United Kingdom and Romania, with several firms fighting for market share. Other global tobacco businesses, as well as local manufacturers, compete with BAT. Companies must distinguish their products, engage in aggressive marketing, and innovate to sustain their market position. In the face of competition, BAT's ability to build a strong brand image and offer distinctive goods is critical.
[bookmark: _Toc142962123]Potential Entrants: Due to rigorous restrictions, significant financial needs, and established distribution networks, the tobacco sector has relatively high entry hurdles. In the United Kingdom, severe laws and health concerns hinder potential market entrants. Similarly, Romania's commitment to European Union laws disadvantages new entrants. BAT's market dominance and established presence provide it an advantage over potential newcomers.
[bookmark: _Toc142962124]Buyers: Consumers in both nations have grown more health-conscious and are increasingly looking for alternatives to traditional tobacco products. Cigarette consumption has decreased as a result of this shift in customer preferences. As a result, to maintain customers and attract new ones, BAT must adjust its product offers and participate in innovative marketing. Buyers' negotiating power grows as their alternatives expand, making it critical for BAT to adapt to shifting customer requirements.
[bookmark: _Toc142962125]Suppliers: For raw ingredients, packaging, and other components, BAT relies on a network of suppliers. Supplier bargaining power varies between the UK and Romania. While BAT's global reach helps it to negotiate favourable terms with suppliers, supply chain and availability changes can influence the company's operations. Building solid supplier connections and ensuring a robust supply chain is crucial for BAT's manufacturing and distribution processes.
[bookmark: _Toc142962126]Substitutes: Substitutes such as e-cigarettes, vaping products, and smokeless tobacco challenge the tobacco business. These alternatives have grown in favour among customers looking for less damaging options. BAT's answer to the advent of replacements is to diversify its product line, including offering lower-risk items and investing in R&D. To manage the danger of reserves, it is critical to adapt to shifting consumer preferences and legislative developments.
[bookmark: _Toc142962127]Market Analysis:
In both the United Kingdom (UK) and Romania, the tobacco business has experienced substantial changes in market size, growth, and trends. These parameters reveal the competition environment and British American Tobacco's (BAT) market share (Haggart et al., 2020).
[image: British American Tobacco - Annual report 2017]
[bookmark: _Toc142962186]Figure 3: BAT's Market Share in the UK and Romania
[bookmark: _Toc142962128]Market Size and Growth: The tobacco market in the United Kingdom has declined in recent years as a result of factors such as growing public knowledge of health concerns, anti-smoking campaigns, and government legislation. The market is declining as people switch to lower-risk products or quit smoking. Similarly, Romania has seen a decrease in cigarette usage due to health concerns and regulatory actions. Despite the downturn, both nations' tobacco markets remain sizable, with some of the population still smoking tobacco products.
[bookmark: _Toc142962129]Trends: The United Kingdom and Romania have shifted towards lower-risk alternatives, such as e-cigarettes and vaping goods. These alternatives have grown in favour among customers looking for less damaging options. Moving towards lower-risk interests allows BAT to develop and broaden its product offering in response to shifting consumer preferences. Furthermore, there is a rising trend towards premium and flavoured tobacco products, which is being pushed by customer demand for unique and different experiences.
[bookmark: _Toc142962130]Key Competitors: Other global tobacco businesses, such as Philip Morris International and Japan Tobacco International, as well as local producers, compete with BAT in the UK (Raouf Alebshehy et al., 2023). These companies sell various items and tailor their marketing techniques to specific customer niches. In Romania, BAT competes with both global corporations and local firms. The existence of both international and domestic rivals increases market competitiveness.
[bookmark: _Toc142962131]BAT's Market Share: BAT has a considerable market share in the United Kingdom and Romania, reflecting its position as a worldwide tobacco industry leader. In the United Kingdom, decreased cigarette usage and the development of lower-risk alternatives have diminished BAT's market dominance (Lakmal, 2018). BAT has broadened its product line to include lower-risk items and new options. BAT's market share in Romania is driven by shifting customer preferences and regulatory initiatives. BAT's ability to respond to market changes and create novel goods is critical to preserving and expanding its market share.
[bookmark: _Toc142962132]Host Country Analysis:
[bookmark: _Toc142962133]Porter's Diamond Model Analysis for Romania's Tobacco Industry:
[bookmark: _Toc142962134]Factor Conditions: Romania has a well-educated and trained workforce gives the tobacco sector a competitive edge. The country also offers an abundance of agricultural resources that are conducive to tobacco growth. However, the tobacco industry's need for more sophisticated technology and innovation may limit its competitiveness (Erinoso, 2022).
[bookmark: _Toc142962135]Demand Conditions: In Romania, the demand for tobacco products is rather substantial, with a sizable section of the population still using tobacco products. This ensures that British American Tobacco (BAT) may continue operating and expanding its market position. However, rising public knowledge of the health dangers of smoking and the move towards lower-risk alternatives may influence demand for traditional tobacco products.
[bookmark: _Toc142962136]Related and Supporting Industries: Romania has a significant agricultural sector that helps the tobacco business by growing tobacco leaves. Furthermore, the packaging and distribution sectors help to support the complete supply chain for tobacco products. Collaborations with these linked businesses can help the tobacco industry gain a competitive edge.
[bookmark: _Toc142962137]Firm Strategy, Structure, and Rivalry: In Romania, the tobacco sector is competitive, with global corporations and local producers functioning in the market. Competitors' competitiveness drives firms like BAT to develop and distinguish their goods. The regulatory environment also impacts corporate tactics since anti-smoking programs and restrictions implemented by the government affect marketing and sales strategies.
[bookmark: _Toc142962138]Business Risks and Challenges for BAT in Romania:
[bookmark: _Toc142962139]Regulatory Challenges: Romania has severe rules in place regarding tobacco promotion, packaging, and sales. BAT must manage these restrictions to guarantee compliance while selling its products successfully and retaining brand visibility (Hart, 2016).
[bookmark: _Toc142962140]Health Awareness and Reduced-Risk Alternatives: The conventional tobacco business needs help raising consumer health awareness and developing lower-risk alternatives. BAT's product range must be updated to incorporate lower-risk options corresponding to evolving consumer demands.
[bookmark: _Toc142962141]Taxation and Pricing: The government's taxes and pricing policies can influence the cost and appeal of tobacco products. High taxes and prices may reduce demand for luxury items, reducing BAT's profitability.
[bookmark: _Toc142962142]Economic Factors: The financial circumstances in Romania and changes in consumer expenditure can influence consumers' purchasing power. Economic downturns may cause consumers to spend less on non-essential items like cigarettes.
[bookmark: _Toc142962143]Competition: In Romania, the tobacco sector is highly competitive, with domestic and global firms battling for market dominance. To keep ahead of the competition, BAT must continually innovate, distinguish its goods, and maintain a strong market presence (Hart, 2016).
[bookmark: _Toc142962144]Internal Analysis:
[image: ]
[bookmark: _Toc142962187]Figure 4: BAT's Global Value Chain
[bookmark: _Toc142962145]Global Value Chain Analysis:
BAT's Global Value Chain includes several functions contributing to the company's worldwide operations. Production, marketing, and human resource management (HRM) are among these functions (Hoek and Freeman, 2019).
1. [bookmark: _Toc142962146]Production: BAT obtains tobacco leaves from many nations and processes and manufactures them into various tobacco products. The firm prioritizes quality control and innovation in its manufacturing process to match customer preferences and regulatory standards.
2. [bookmark: _Toc142962147]Marketing: BAT uses robust marketing methods to sell its products worldwide. This encompasses market and customer segment-specific branding, advertising, and distribution tactics.
3. [bookmark: _Toc142962148]Human Resource Management (HRM): BAT appreciates employees and invests in their growth and well-being. The company's human resource management practices are centred on attracting, maintaining, and developing competent people throughout its international operations (Hoek and Freeman, 2019).
[bookmark: _Toc142962149]SWOT Analysis for BAT:
[image: SWOT analysis - Wikipedia]
[bookmark: _Toc142962188]Figure 5: SWOT Analysis
[bookmark: _Toc142962150]Strengths:
1. Global Presence: BAT operates in approximately 180 countries, offering them a varied consumer base and a broad geographical reach.
2. Strong Brand Portfolio: The firm has a robust portfolio of well-known brands, which increases its market exposure and consumer loyalty.
3. Innovation: BAT invests in research & development, which creates low-risk products and novel cigarette alternatives.
4. Regulatory Compliance: BAT's experience negotiating multiple regulatory contexts helps the company respond to shifting legal needs.
[bookmark: _Toc142962151]Weaknesses:
1. Health Concerns: The tobacco business deals with growing health concerns and restrictions affecting demand for conventional tobacco products.
2. Declining Smoking Rates: The global trend towards lower smoking rates jeopardizes BAT's main business of conventional tobacco products.
3. Dependence on Few Markets: BAT's income is concentrated in a few critical locations, exposing it to economic and regulatory developments in those markets (Iona Fitzpatrick, 2022).
[bookmark: _Toc142962152]Opportunities:
1. Reduced-Risk Products: The increasing demand for low-risk alternatives allows BAT to broaden its product line and appeal to health-conscious consumers.
2. Emerging Markets: Untapped markets in emerging nations allow BAT's products to grow and expand.
3. Regulatory Shifts: BAT can exploit its knowledge and skills to position itself as a leader in this developing market as laws shift towards lower-risk goods.
[bookmark: _Toc142962153]Threats:
1. Regulatory Restrictions: Tobacco advertising, packaging, and sales rules influence BAT's marketing and sales efforts.
2. Competition: In the tobacco sector, fierce rivalry from domestic and global firms impacts market share and profitability.
3. Health Awareness: Increasing public knowledge of the health dangers of smoking may even lower the demand for traditional tobacco products (Inaba et al., 2018).
SWOT Analysis:
[image: ]
BAT's global value chain includes production, marketing, and human resource management services that support its foreign operations. BAT's strengths in worldwide presence, strong brands, and innovation are highlighted in the SWOT analysis, but weaknesses in health concerns and falling smoking rates are identified (LeGresley and Lee, 2017). Opportunities exist in low-risk goods and new countries, but the corporation also confronts risks from regulatory constraints, competition, and health awareness. Leveraging strengths and opportunities while addressing weaknesses and challenges will be critical for BAT's worldwide success and expansion.
[bookmark: _Toc142962154]International Strategies:
To negotiate diverse regions and markets, BAT implements a variety of international business techniques, including global standardization and localization:
[image: International Business Strategies | Smartling]
[bookmark: _Toc142962189]Figure 6: BAT's International Business Strategies
1. [bookmark: _Toc142962155]Global Standardization: The global standardization strategy of BAT includes keeping identical goods, branding, and marketing across several territories. This strategy uses economies of scale, enabling the corporation to create and promote its products more effectively. BAT's well-known brands, like Dunhill and Lucky Strike, are recognized internationally, adding to brand loyalty and customer confidence.
2. [bookmark: _Toc142962156]Localization: BAT also uses localization tactics to tailor its products and marketing to each market’s unique demands and tastes. This method considers cultural, legislative, and consumer variances among nations (Sircar and Bialous, 2022). For example, BAT tailors its product to different nations' packaging and labelling restrictions.
[bookmark: _Toc142962157]Adapting Strategies to Different Countries and Markets:
BAT tailors its strategy to different nations and markets by taking cultural variations, regulatory conditions, and customer preferences into account:
1. [bookmark: _Toc142962158]Cultural Differences: BAT understands that customer behaviours and tastes differ between cultures. For example, while smoking rates may be high in certain nations, others may prioritize health-conscious alternatives. BAT's marketing and product offerings are adjusted accordingly. BAT may focus on classic cigarette goods in Japan, where smoking is more socially acceptable but may emphasize reduced-risk alternatives in Europe (MacKenzie, 2018).
2. [bookmark: _Toc142962159]Regulatory Environments: BAT navigates various regulatory landscapes by adapting its techniques to local rules. For example, in nations with rigorous anti-smoking legislation, the corporation conforms to tight packaging and labelling regulations while offering lower-risk options to match shifting restrictions.
3. [bookmark: _Toc142962160]Consumer Preferences: BAT performs market research better to understand the interests and desires of local consumers. This allows the corporation to launch items tailored to local tastes and preferences. In places with high demand for low-risk goods, BAT provides a variety of alternatives, such as vaping and heated tobacco products.
4. [bookmark: _Toc142962161]Competitive Landscape: BAT analyses each market's competitive landscape to discover the most successful strategy. The corporation may modify its marketing and pricing methods to acquire a competitive advantage in markets with strong local rivals.
5. [bookmark: _Toc142962162]Economic Factors: BAT considers economic aspects such as income levels and purchasing power in various markets. This impacts pricing tactics, and product offers to correspond with local economic realities.
To manage the challenges of foreign markets, BAT utilizes a combination of global standardization and localization tactics. Cultural variations, regulatory settings, customer preferences, competitive landscapes, and economic circumstances affect how the organization changes its tactics. This adaptable strategy enables BAT to successfully position its products and respond to the varying demands of consumers in various countries while retaining a worldwide brand presence.
[bookmark: _Toc142962163]Entry Modes:
British American Tobacco (BAT) might have explored numerous entrance tactics while entering the Romanian market (Gomis, 2022). These are some examples:
[image: 6.1 International Entry Modes – Global Marketing In a Digital World]
[bookmark: _Toc142962190]Figure 7: Entry Modes Comparison for the Romanian Market
1. [bookmark: _Toc142962164]Exporting: BAT may have decided to export tobacco goods from its native nation (the United Kingdom) to Romania. This technique would have allowed the firm to join the market rapidly and with a cheap initial investment. However, problems such as import taxes, shipping expenses, and probable delays in reaching clients may have hampered exporting.
2. [bookmark: _Toc142962165]Joint Venture: A joint venture includes collaborating with a Romanian firm to create a new organization that incorporates the experience of both sides. BAT would have gained local market expertise, distribution networks, and regulatory insights in this manner. However, it provides obstacles like profit sharing and decision-making with the local partner.
3. [bookmark: _Toc142962166]Licensing: BAT might have licensed a local Romanian firm to manufacture and market its goods. This technique would have allowed BAT to enter the market without spending much money. However, the company's control over product quality and brand image may be restricted.
4. [bookmark: _Toc142962167]Wholly-Owned Subsidiary: Establishing a wholly-owned subsidiary in Romania entails total ownership and operational control. This mode allows BAT to keep its brand image, quality standards, and decision-making autonomy. However, establishing a solid local presence demands significant commitment and may take time (Marsh, 2016).
5. [bookmark: _Toc142962168]Franchising: Allowing a local organization in Romania to operate under BAT's brand and business model is what franchising entails. This method allows BAT to enter the market quickly while investing minimally. On the other hand, maintaining constant brand standards and assuring quality control might take much work.
[bookmark: _Toc142962169]Chosen Entry Mode:
BAT most likely selected the wholly-owned subsidiary route to join the Romanian market. This method would provide BAT complete control over its operations, allowing it to preserve its brand image and product quality while efficiently implementing its plans. BAT has the financial means and experience as a global firm to develop a strong local presence through a wholly-owned subsidiary (Matthes, 2023).
[bookmark: _Toc142962170]Benefits of Wholly-Owned Subsidiary:
1. [bookmark: _Toc142962171]Control: BAT may control operations while adhering to global standards and strategies.
2. [bookmark: _Toc142962172]Brand Image: The corporation must maintain its brand image and reputation in the tobacco sector.
3. [bookmark: _Toc142962173]Decision-Making: BAT can make decisions consistent with its global goals without being swayed by a local partner.
[bookmark: _Toc142962174]Drawbacks of Wholly-Owned Subsidiary:
1. [bookmark: _Toc142962175]Investment: Establishing a wholly-owned subsidiary requires significant financial, resource, and time investment.
2. [bookmark: _Toc142962176]Risks: BAT bears all market entrance risks, including legislative changes, economic volatility, and competition.
3. [bookmark: _Toc142962177]Local Market Knowledge: To maintain effective operations, the corporation may need to learn the local market’s peculiarities (Matthes, 2023).
The wholly-owned subsidiary, BAT's preferred entry option, provides the corporation control, brand image management, and decision-making autonomy in the Romanian market. While there are investment and risk considerations, BAT's global prominence and experience will likely allow it to handle these hurdles and build a strong position in Romania's tobacco business.
[bookmark: _Toc142962178]Corporate Social Responsibility:
[image: Sustainability | Free Full-Text | Sustainable Development Goals (SDGs) as a  Framework for Corporate Social Responsibility (CSR)]
[bookmark: _Toc142962191]Figure 8: BAT's CSR Initiatives
Corporate Social Responsibility (CSR) has become essential to British American Tobacco's (BAT) international business strategy, showing the company's dedication to ethical business practices and long-term development. BAT has adopted many CSR activities in the UK and Romania, contributing to its worldwide economic success. BAT has prioritized environmental sustainability, community participation, and employee well-being programs in the United Kingdom. The firm has made investments to reduce its environmental impact through efforts such as waste reduction, energy efficiency, and tobacco procurement that are sustainable (Coombs, 2017). BAT's community engagement efforts include donations to local organizations, education promotion, and participation in social initiatives. These CSR activities in the UK promote BAT's brand, develop stakeholder connections, and match the firm with its home country's values and expectations (Mochizuki, 2018).
Similarly, BAT has conducted CSR efforts in Romania that address local socioeconomic and environmental problems. Supporting local communities, promoting responsible tobacco use, and contributing to environmental conservation efforts may be among the company's activities. BAT displays its commitment to being a good corporate citizen in Romania by participating in various activities, boosting its reputation, and creating trust with local stakeholders.
CSR helps BAT's international commercial success in a variety of ways. It improves the company's reputation and brand image, essential in the competitive cigarette sector. Positive CSR efforts highlight BAT's commitment to ethical practices and social responsibility, attracting environmentally sensitive customers and investors. Second, CSR activities assist BAT in mitigating risks and adhering to laws in various regions (Tyrrell, 2023). Addressing environmental and sociological problems allows the corporation to avoid possible confrontations with local governments and regulatory agencies, resulting in more straightforward market entrance and operations.
Furthermore, CSR actions help BAT maintain its social license to operate in several nations. BAT establishes solid relationships and fosters goodwill by actively interacting with local communities and addressing their needs, which can lead to higher acceptance of its presence and activities. Finally, CSR programs link BAT's corporate objectives to social well-being, supporting long-term viability. Companies like BAT include CSR in their strategy. They are better positioned to adapt and succeed in changing markets as the global business landscape changes towards more social and environmental consciousness.Top of Form
[bookmark: _Toc142962179]Conclusion:
In conclusion, the evaluation thoroughly examines British American Tobacco's (BAT) foreign business operations, emphasizing primary results across several dimensions. BAT's worldwide growth plans involve a combination of global standardization and localization techniques tailored to each area’s needs. The company's strong global value chain, which includes manufacturing, marketing, and human resource operations, allows it to keep a competitive advantage in the tobacco sector. External examination demonstrated the political, economic, social, technological, environmental, and legal variables driving BAT's activities in the United Kingdom and Romania. Furthermore, the industry's five forces were evaluated, providing insight into the competitive environment, possible entrants, customers, suppliers, and replacements in the tobacco business.
BAT's internal strengths and weaknesses were evaluated using a SWOT analysis, and the company's CSR programs in both nations were analyzed, emphasizing their importance to BAT's worldwide success. BAT's overseas commercial ventures present several challenges and possibilities. Regulatory changes, cultural attitudes toward tobacco smoking, and changing consumer preferences provide problems that must be addressed strategically. However, the firm has the chance to negotiate these hurdles and develop a sustainable future by using its worldwide position, diverse product line, and CSR activities. Finally, BAT's worldwide business journey is distinguished by a well-balanced mix of strategies, a grasp of market-specific elements, and a dedication to ethical and responsible practices. As the organization continues to operate in an increasingly complicated and dynamic international environment, its ability to negotiate problems and capitalize on opportunities will determine its long-term success and development.
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