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The Global Business Environment
Challenges and Opportunities of TESCO Moving its Production Facilities to Bulgaria

Introduction: 
  In today's globalised economy, organisations must consider factors both internal and external to their home nation when making choices about resource allocation and development. The external and internal environments are two broad classes that may be utilised to characterise the global business landscape. Together, the political, economic, social, legislative, fiscal, cultural in nature legal, and technological settings are known as "the external environment."
  A company's results might be affected by factors that are internal as well as external. Internal factors are those that exist inside a company yet are within the purview of management. Human resources, financial resources, and existing technology are the three components. 
  A corporation confronts several challenges once it opens for operation. There are instances when they are unable to prevent it. Despite this, it's also true that no business can succeed unless it's willing to adapt to changes in its external environment. Therefore, it is essential for a corporation to consider all external elements that may have an effect on its operations. Both opportunities and threats should be considered when assessing the external factors that might affect a company's environment. When external aspects are addressed and compared with internal variables, management may develop the best solutions for dealing with these inescapable external pressures (Francis, 2013).
  TESCO PLC Background
British multinational retailer Tesco Plc owns the Tesco brand. Along with to its internet presence, the company runs a variety of brick-and-mortar storefronts. It operates mall-sized stores, neighbourhood shops, an online-only outlet, and a convenience store. Tesco sells a wide variety of products in many different categories, such as fresh food, drinks, bakery, groceries, home and entertainment, baby products, clothing, home appliances, frozen food, pets, beauty and health care goods, electronic devices, and electrical goods. The company's Tesco Bank subsidiary in the United Kingdom provides advice, retail banking, and insurance services. The company has a strong presence in the European and British markets. According to GlobalData.com (2023), Tesco's headquarters are located in Welwyn Garden City, which is part of Greater London. Tesco Bank, Mainland Europe, Asia, the United Kingdom, and Ireland are all subsets. The "UK & ROI" market is specifically aimed towards consumers in the UK and ROI. Central Europe is home to the Czech Republic, Poland, Hungary, and Slovakia. You'll find both Malaysia and Thailand in the Asian region. Tesco Bank focuses on retail banking and insurance. In 1919 (according to Forbes, 2023), John Edward Cohen founded the company.
More than 345,000 people are now employed by the corporation across all of its divisions. In 2022, the company had a profit of $2.1 billion on sales of $84.2 billion. The corporation has solidified its position in the market, virtually doubling its earnings from the previous year when it produced $74.8 billion in sales and $1.1 billion in profit (Forbes, 2023).
  The State of Bulgarian Industry 
  Over three decades back, with the collapse of the Berlin Wall, Bulgaria experienced a watershed moment. The country's economy has thrived since it made the switch from centralised planning to a market economy, and it now has a solid middle-income standing inside the European Union and NATO.  In the late 1990s and early 2000s, when structural reforms and the currency panel were put into place, living standards increased. Bulgaria's recent EU membership opens up a promising new market for foreign companies.
Bulgaria's economy has been on the climb, despite the fact that the Ukraine conflict and higher costs offer risks for strong expansion. In 2021, GDP in Bulgaria grew by 4.2%.  It is possible that Bulgaria's GDP may grow by 2.5% by 2022, as predicted by the European Bank for Reconstruction and Development (EBRD) (Trade.gov, 2022). 
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Bulgaria's industry has been on the climb, despite the fact that the Ukraine conflict and higher costs offer risks for strong expansion. In 2021, GDP in Bulgaria grew by 4.2%.  It is possible that Bulgaria's GDP may grow by 2.5% by 2022, as predicted by the Europea The lingering consequences of Covid 19, the situation in Ukraine, a declining population, and a tight labour market all weigh upon the economy. There will be no letup in tension until later this year's elections, since the progressive coalition of lawmakers that came into administration has lost its mandate.
The government wants to adopt the Euro in early 2024 after joining the European Exchange Rate System (ERM II) in the summer of 2020 and the European Union's Banking Union in the autumn of 2020. The country might save money and reduce its exposure to foreign currency risk if it adopted the euro.
  Bulgaria's favourable location, low costs, and advanced infrastructure make it an attractive outsourcing destination. Increased outsourcing has helped Bulgarian service businesses including call centres, accounting back offices, software development, IT support, and architectural design. However, this success has contributed to a shortage of competent people in the IT and construction sectors. Furthermore, business executives often express worry that schools aren't adequately addressing their training needs (Gov.UK, 2022). As the economy continues to grow, inflation will become more significant. Inflation is expected to soar in the first half of 2022, according to the BNB, before levelling out at 7.5% by year's end. The rising cost of electricity internationally and the steadily increasing cost of food on global markets will both add to this problem. It is predicted that the real disposable income of the middle class would increase, while the purchasing power of the poor will decrease. The work economy is stable, with an expected unemployment rate of 5% in 2022 and further decreases forecast in the years beyond. Worker shortages will persist, especially in specialised industries (GOV.UK, 2022).
In 2022, export growth and wage and transfer improvements more than compensated for growing consumer prices, thus high inflation didn't impede economic progress. First-half inflation picked up speed, while private consumption growth stagnated. Consumer demand is predicted to have been buoyed in the second half of 2022 as a result of rising savings and decreasing inflation. Fixed capital spending maintained its downward trend from 2021 into 2022. The growing price of equipment and supplies has likely stifled new investment. According to projections made by the European Commission in 2023, real GDP growth in 2022 is expected to reach 3.9%.
  PESTLE Analysis
  Political Factors
Because of its worldwide scope, foreign politics has a significant influence on Tesco's performance. It's crucial to consider the country's tax rates, legislation, and political stability. Uncertainty in the global economy has prompted numerous governments to push local businesses to create jobs for their populations. Tesco's attempts to increase its workforce have a multiplier effect, increasing demand for the company's products and attracting new customers.
  Economic Factors 
  Increases in the cost of labour might hurt British supermarkets. For instance, it spends almost GBP 4.5 billion annually on salaries. Workers over the age of 25 in the United Kingdom will get a minimum wage increase of 4.4% in 2018. As a result of the price hike in the UK, Tesco has lost millions. There are a plethora of factors that affect Tesco's costs, prices, and earnings. Raising money in the UK is becoming more expensive, so that is something the company has to monitor. As it gradually increases prices and costs, it will see its profits erode. It might be detrimental to the brand's reputation and its ability to keep prices low. The business's prosperity over the past few years can be traced back to two main decisions: increasing product variety and expanding into new international markets. Tesco still relies largely on the UK market, where it has a 27.7% share, as reported by Farooq (2021).
Social Factors
  One's social environment is comprised of the things and events that one encounters on a regular basis. Target market beliefs and attitudes may be used to predict product or service demand. Consumer preferences always shift. Today's constantly mobile consumers place a premium on services like next-day and express delivery, an easy return policy, and a centralised purchasing platform. Increasing numbers of people are concerned about their health and want to learn how to improve their lifestyle. The increasing demand for organic goods means that Tesco must cater to this market (Raqip et al, 2019).
  Technological Factors
There were issues with Tesco a few years ago, including a horsemeat scandal and poor customer service. Thanks to technology advancement, Tesco was given new opportunities to regain its consumers' trust. Tesco has embraced new retry technologies because it views technological change as an opportunity. They've used RFID technology to enhance customer service. It monitors stock levels and eliminates unsold items automatically. Suppliers may utilise this information to refill shelves at the appropriate times. To provide customers more flexibility when making digital mobile purchases, Tesco developed PayQwid. This app is presently used at 524 Tesco stores throughout the UK. Customers can use an app to utilise Clubcard and NFC technologies. Customers who make paid purchases are rewarded with loyalty points. Customers will like the "scan as you shop" security lanes at this location. Customers look around stores and put products they want on hold. This results in cost savings (both time and money) (Farooq, 2021).
  Environmental Factors
Many companies are under intense pressure from government regulators to improve their environmental practises. Companies, for the good of society, must work to find solutions to these issues. Tesco is now advising all of its customers to shop on tesco.com. Tesco van drivers will not only recycle their customers' unused plastic bags, but they will also choose ecologically beneficial routes. Furthermore, Tesco expects to generate 100% of its own electricity from renewable sources by the year 2030. As of 2020, the corporation hopes to have cut its carbon footprint in half (Farooq, 2021).
  Legal Factors
Seventeen Tesco workers claimed they were treated unfairly due to their age or gender in 2016. When workers found out they earned less to work on evenings, weekends, and holidays, they were enraged. Tesco paid 12 million British pounds to end allegations of accounting fraud and mislead investors. Tesco is bound by the Food Retailing Commission's strict code of conduct (Farooq, 2021).
Recommendations:
The results show that Tesco was plagued by issues both within and outside of the corporation. The political, economic, technical, and social environments in which Tesco works are crucial to its continued existence. Tesco's leadership should consider the research's proposed uses of its results and suggestions in the hopes that they could aid in the company's growth. 
Tesco should use TQM and replenish shelves more often to guarantee product quality and inspire service excellence via training and recognition of employees. Before establishing a new market, Tesco has to set up a special department to learn about local habits and preferences. After initial failures in the United States and Japan, this is essential for Tesco's international expansion.
  Tesco must understand the political climate of each country in which it operates. Tesco should look at how proposed laws might affect its business to prepare for any consequences. Tesco has to buy political risk insurance to cover potential losses. Tesco may lower their inventory levels to combat inflation in the present economic scenario (Raqip, et al, 2019).  
Conclusion
  
Before executing any strategies in retail, a very subtle business, we must first have a thorough understanding of our own organisation. There is a decrease in brand loyalty and an increase in product variety. A client may use many channels simultaneously since each one is significant in their eyes. Because of this, channel integration is crucial to the success of any organisation. 
Tesco has to do in-depth market research to better understand its target audience. In order to reach its target market, Tesco must tailor its product offerings, store layouts, advertising campaigns, and pricing strategies to the area's demographics, geography, and psyche. Gaining an advantage in the market requires establishing trust and loyalty among customers. Last but not least, the company may be able to better budget its resources if sales projections are established. Forecasts reveal the quantity and value of a product that are anticipated to sell in a particular market within a given time period. Tesco will be able to anticipate its sales volume with some degree of certainty if it develops this. New product development relies heavily on this. Tesco also has to be able to create a profile of its ideal customer in order to direct its advertising budgets where they will have the most effect in terms of driving sales, attracting new customers, and retaining existing ones. When a company like Tesco has already broken into and established itself as a leader in a certain market segment, one of the greatest benefits of targeted marketing is that it could help them maintain that advantage.
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