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[bookmark: _Toc133940661]Introduction
A wide range of tactics and frameworks are needed to be incorporated in an organisation to manage its operation and performance. Through the accurate implementation of its resources, a firm has the ability to improve its working performance and help the human resources to reach their potential ability. Along with such, the examination of both the internal and external environment of the firm is of grave importance to allow the correct inspection of the related variables.  
The report delves into the background of the company of Ted Baker. The brief history of the firm, along with the objective of the firm will be noted in the study. The various aspects of the organisations such as the operations management, the human resources and similar other divisions will be focused upon. The study would look into the internals and the external environment analysis for the organisation, as it would reflect to have a major impact during its expansion. Through the application of a comparative PESTLE analysis, Value chain assessment and other frameworks, the performance of Ted Baker would be inspected. Lastly, the method of entry into the foreign market, which would be feasible for the company’s expansion would be noted down in the study. 
[bookmark: _Toc133940662]Company’s background 
History of the firm 
The organisation of Ted Baker has been regarded as a high-street clothing company established in the soil of the United Kingdom. Established in the year 1987 in Glasgow, Scotland, the company is a private organisation which comes under the fashion industry (Tedbakerplc, 2023). 
The headquarters for the form is established in London, England and the founder has been recorded to be Ray Kelvin. At present, the CEO of Ted Baker is Rachel Osborne, and at the Interim chair, Helena Feltham governs (Tedbakerplc, 2023). 
Financial aspects of the company 
The underlying gross margin of the firm has been seen to be 55.2% in the financial year of 2022, which had been about 54.1% in 2021 (Annualreports, 2022). The brand sales had been about 918 million GBP in the financial year of 2022 (Annualreports, 2022).
[image: ]
Figure 2: Financial aspects of Ted Baker
(Source: Annualreports, 2022)
From figure 2, it can be noted that a rise had occurred once again in its revenue, where the company had attained about 428.2 million GBP. 
[bookmark: _Toc133940663]Company’s objective
The major objective scene for the organisation of Ted Baker is the presence of a fair walking ground and the inclusion of sustainability into its company culture. Ethical treatment of the employees along with protection of the planet by the utilisation of green resources has been deemed important for the organisation. The company's transparency allows the build-up of a trusted culture and is aimed to reduce its carbon footprint upon the Earth (Tedbakerplc, 2023). 
[bookmark: _GoBack]The company has the target to reach 100% net zero emissions within 2030, and turn its packaging into a cent percent reusable and recyclable one, by 2025.The reduction in the volume of carbon emission throughout their operational management is to be reduced dramatically by the management of the supply chain. The company has been seen to invest in a non-profit organisation named as Carbon Disclosure Project or the CDP. With the help of such a project the organisation focus is upon the different areas which produce the maximum amount of carbon and reduce the same over there period of target. The company has also been in association with the British Retail Consortium (BRC) Climate Action Roadmap, which allows the firm to keep a track of the implemented strategies for reducing their carbon footprint (Tedbakerplc, 2023)
[bookmark: _Toc133940664]Company's specifications 
[bookmark: _Toc133940665]Home and host country of Ted Baker
Home country
The home country of the organisation has been noted to be United Kingdom. However, the main operational area and headquarter of Ted Baker, is located in London. In the home country of the UK, the organisation has been the fastest growing lifestyle brands in the UK, which had been established in Glasgow in 1987. Three new territorial license agreements had been signed by the organisation in 2006, and had expanded to the regions of Hong Kong, Singapore and Dubai. After 2007, the organisation has also spread into Taiwan and Bangkok, due to the extensive profit margin observed in the UK bases. There are about 192 stores in the UK, and 98 in the whole of Europe (Tedbakerplc, 2023). 
Host country
The host country of Turkey consists of an extensive target audience for Ted Baker where the fashion firms in the country provides the options for in-store shopping and deliveries. Understanding the political and the economic scenario would be of grave importance for Ted Baker to enter into the nation. Not only would it be useful for reaching out to the social strata, but also build a loyalty from the ends of the citizen. A rise in the GDP of Turkey to 58% in 2022, which was about 57.5% in 2021 shows the growing economy of the country (Ceicdata, 2023). Such an aspect would be of importance for Ted Baker to enter into the country. 
[bookmark: _Toc133940666]Risks analysis 
As per the point of view of Manhart, Summers and Blackhurst (2020), risk management is necessary to be maintained by the firms to improve their performance. The measurement of the risks and the hazards prove to heighten the organisational approach, and take into consideration the benefits obtained (Hubbard, 2020). For Ted Baker, the risk assessment is done through the implementation of the root cause analysis, which allows the examination of the variables causing the issue. As commented by Butt (2021), in such a method, the process of elimination is integrated for identifying the reducing risks significantly.
[bookmark: _Toc133940667]Marketing approaches by the firm
The firm has seen to invest largely in online marketing platforms, such as their social media and web content. Hiring of social media influencers have allowed the organisation to obtain a large consumer base, which has caused the heightening of their net revenue (Rli.uk, 2023). The company has partnered with Authentic Brands Group to gain better momentum in case of expansion, for the organisation in future times (Rli.uk, 2023).
[bookmark: _Toc133940668]Operations 
During its establishment the organisation focused upon the contemporary shirts for men and the high quality of clothing allowed it to expand within the consumer base. The number of employees for the organisation in 2020 was noted to be about 3600 (Tedbaker.com, 2023). It has been noted that the organisation serves to be one of the fastest growing clothing brands in the UK and has been seen to offer a wide array of products (Tedbaker.com, 2023). At present, the company is focusing on menswear, women's wear, accessories, fragrances and superior quality watches.
[bookmark: _Toc133940669]Human resources 
The organisation is seen to have a positive working culture, which helps the employees to have a smooth communication with the management. Such an aspect proves to be important for handling the deadlines, and completing quality tasks within such time limits. Adhering to the ethical Code of Conduct allows the firm to decrease any occurrences of bullying and harassment, and helps in the provision of an unbiased working ground (Tedbaker.com, 2023). The Open Apparel Registry allows the heightening of the transparency of the human resources, which helps in keeping a track of the subcontracting units (Tedbaker.com, 2023). 
[bookmark: _Toc133940670]External analysis of Ted Baker
[bookmark: _Toc133940671]Comparative PESTLE of UK vs Turkey 
PESTLE is defined to be a tool for the examination of the external environment of a firm, which takes into consideration the Political, Economic, Social, Technological, Legal and Environmental factors (AKMAN, 2020). According to the opinions of Christodoulou and Cullinane (2019), the conduction of a comparative PESTLE analysis aids a firm to reflect upon the various differences which are found between two specific countries. In the case of Ted Baker, as seen in table 1, the comparative PESTLE analysis has been noted down for UK and Turkey, as the firm is to expand into the latter nation.
Political
As per the statements by Vallati and Grassi (2019), the political instability of the United Kingdom due to the occurrence of Brexit has caused a rise in poverty and unemployment within the population. On the other hand, according to the suggestions of AKMAN (2020), the political instability due to terrorist attacks in the Turkish region has been a major cause for the decline of employment for the workers. Therefore, the strategies taken by Ted Baker to enhance its operational grounds in the United Kingdom would be applicable upon the Turkish grounds. 
Economic
The economic position of the United Kingdom compared to that of Turkey is significantly high and provides a larger opportunity for companies to grow. As viewed by YÖNTEN BALABAN and AKMAN (2020), improvement of strategies to adapt with the fluctuating economy is important for an organisation while its expansion. Hence, for Ted Baker, the economic position of Turkey would have a negative impact upon its proliferation, which with strategic dealings, can be recovered from.
Social
Both the United Kingdom and Turkey have a variety of cultural backgrounds which enables the companies to have a wide target audience. As thought by BALABAN and AKMAN (2019), companies have the ability to divert into different market mein sections which allows the input of revenue from different sectors. Therefore in the case of Ted Baker the company would not have to strategically explore different tactics to gain a large target market as both the home and the host country have similar social backgrounds
Technological 
Due to the growing technology background in both the nations, Ted Baker does not have to apply strict strategies while proliferating into Turkey. Such a factor has been seen to have a positive impact upon the proliferation of the firm.
Legal
Legal notions in both the countries are similar in nature, as both the countries prohibit the discrimination of the workers. Hence, during proliferation, Ted Baker does not have to strictly alter their policies of employment.
Environmental
There needs to be the inclusion of stringent rules in Ted Baker while traversing into Turkey for decreasing its carbon liberation. However, in UK, as the regulations are strict enough, and not in the foreign country, the company needs to strategically develop themselves through their CSR policies. [Referred to Appendix 1]
[bookmark: _Toc129520553][bookmark: _Toc133940672]Industry Five Forces (Porter’s)
Porter’s five force analysis is a tool and a model designed to analyse the five major competitive forces which impacts and brings a structure to an industry (Isabelle et al. 2020). By the interpretation of the pros and the cons of the firm with the aid of such a model, the alterations of its architecture can be performed by the management to strengthen itself. Hence, for investigating the external environment of a business, analysis of porter’s five forces plays a critical role. As per the statement of Anastasiu et al. (2020), porter’s five forces allow one to identify five factors associated with market risks. Customers, suppliers, substitute products, competitors, and new entrants are five key components whose impacts are needed to be determined to analyse the market risks. As per the comment of Baxter (2019), porter’s five forces model helps a business to understand the current competitive position by identifying the competitive advantages. Hence, it can be stated that to determine the area where the power lies within a business, the analysis of the five forces is significant. 
	Description of forces
	Impact

	Consumers’ power
	The bargaining power of customers is identified as the high-risk factor since consumers can have alternative options from other companies and shift their interest level to other companies which drops the customers' engagement level as well as the sales. 

	Suppliers’ power
	The bargaining power of suppliers has the moderate power to control the business operations because vendors are essential to maintain the supply of raw materials and the production level. 

	Substitute products’ threat
	The threats of substitute products are associated with a moderate level of risks since the company can overcome the threat by modifying the existing products. 

	Competitors’ threat
	Threats from competitors are associated with high market risks since competitors are one of the major deciding factors of price and product availability. Further, competitors create barriers to generating revenue and increasing customer engagement levels. 

	New entrants’ threat
	The threat of new entry is low as compared to other forces since new products offer customers to have an alternative option. 


Table 1: Porter’s five forces
(Source: Influenced by Isabelle et al. 2020)
The above table indicates five forces that help Ted Baker to find a competitive position in the market. As per the comment of Irfan et al. (2019), customers and competitors have high power in controlling sales and profits. Ted Beaker offers women’s wear, men’s wear, and children clothing at affordable prices by considering the recent market trends which help to deal with these two forces effectively. On the other hand, according to Kieltyka et al. (2022), the suppliers and threats from substitute products are associated with a moderate level of power. Maintaining a positive relationship with vendors who are responsible for supplying clothing materials and updating the fashion in response to changing markets helps Ted Baker to get an adequate level of competitive advantage. The new entrants bring an alternative option with an affordable price range to customers which impacts consumers' interest level and thus, it is associated with a low level of risk factors according to Ted Baker. 
[bookmark: _Toc129520554][bookmark: _Toc133940673]Market Analysis
The examination of the business structure and the market scenario for any firm is of acute importance as it enables the management to alter its mechanisms as per the needs and the wants of the consumers. Market analysis is defined as the detailed examination of the target market, and the scope of the business to meet the competitive advantages (Li et al. 2019). The market analysis suggests a vivid assessment of the investigation of businesses’ target audiences and markets (Park, 2020). As per the words of Schlund et al. (2022), market analysis allows an organisation to identify its competitive position within a particular industry. Market analysis helps a company to ensure success rates in the competitive marketplace. This analysis involves the study such as the investigation of the value and volume of the market, segmentation of audiences to identify potential customers, buying patterns of consumers, competition in the market, and other significant elements (Shah et al. 2019). The analysis is conducted with the help of government data, trade-associated information, financial data, and customer surveys on market. Ted Baker conducts the market analysis by investigating the present competitors, market size, and key success factors. 
[bookmark: _Toc129520555][bookmark: _Toc133940674]Competitors present in the market 
Competitor analysis is a process with which an organisation has the potential to identify the rivals of itself, and highlight upon the different marketing strategies utilised to meet the demands of the target audience (Shah et al. 2019). Competitors in the market are identified as businesses that provide similar products and services to consumers. As per the comment of Gómez et al. (2022), competitors can be divided into direct and indirect competitors. Through the performance of the competitor analysis, the exact competitors can be chalked out on a four quadrant graphical representation. Direct competitors offer the same services and products to consumers with the same goals whereas indirect competitors’ same products and services with different goals. 



High Quality
Low Price
High Price
Low Quality
Ted Baker
Jack Wills
AllSaints
Reiss













Figure 3: Competitor Analysis
(Source: Influenced by Shah et al. 2019)
The presence of competitors forces companies to lower prices and improve the quality of products and services (Helmold and Samara, 2019). As per the opinion of Falahat et al. (2020), competitors drive innovation and diversity in products. Not only product market needs to have competition but also labor markets need to have competition for increased productivity and profits. AllSaints, Dorothy Perkins, Reiss, and Jack Wills are four significant direct competitors identified by Ted Baker. On the other hand, Karenmillen, Riverislan, Frenchconnection, and Asos are four indirect competitors of Ted Baker. 
[bookmark: _Toc129520556][bookmark: _Toc133940675]Market size 
For analysing the potential for new products and services, the market size plays the role of an indicator. As per the comment of Farjadian et al. (2019), the market size allows the organisation to determine the potential number of profits. Market capitalization is measured by calculating the current stock princess acquired by a company. The market capital obtained by Ted Baker is $0.22 billion at the end of 2022 (Tedbakerplc.com, 2023). 
[bookmark: _Toc129520557][bookmark: _Toc133940676]Key success factors 
Identifying the key success factors to ensure the increasing rate of market revenue is an essential phase in market analysis. As analysed by Chatibura (2021), having access to essential unique resources, access to distribution channels, the ability to achieve economies to scale, and technological progress are key success factors. These success factors are identified by Ted Baker to have a competitive advantage in the target market.  
[bookmark: _Toc129520558][bookmark: _Toc133940677]Host country analysis
[bookmark: _Toc129520559][bookmark: _Toc133940678]Turkey’s national diamond

The diamond model, also known as Porter's Diamond or the Porter Diamond Theory of National Advantage, is a model used for the inspection of the competitive advantage of a company as per the pros and the cons of the country (Vlados, 2019). As per the comment of Huo et al. (2020), the diamond model highlights the advantages and disadvantages of a country’s market which impacts the growth of the company. Hence, diamond model helps a company to analyse the market of a nation to get a competitive advantage. Determining these factors improves the competitive performance level of Ted Baker in Turkey’s marketplace. 
[image: ]
Figure 4: Diamond model
(Source: Influenced by Guan et al. 2019)
Identification of Ted Baker’s strategy, demand conduction in Turkey’s market, supporting industries, and input conditions are four essential phases to get a competitive advantage in Turkey’s market. According to Guan et al. (2019), the dynamic population of Turkey helps to generate a large consumer base for Ted Baker. Further, citizens' interest in apparel and fashion provides a competitive advantage to Ted Baker. It has been seen that fewer clothing industries in Turkey’s market as compared to other markets provide a scope to grow for Ted Baker. 
[bookmark: _Toc129522655][bookmark: _Toc133940679]Turkey’s business risks
Expanding a business in Turkey has brought up certain challenges for Ted Baker to boat their operational efficiency. Regulations and legislation in Turkey change suddenly which makes it difficult for companies to follow up. As per the opinion of Asgary et al. (2020), overnight change in regulatory norms disturbs the networking structure of a company, and most firms fail to overcome the obstacles. Another major concern for businesses operating in Turkey is their fluctuating currency rates. This imposes problems for the importing and exporting aspects of businesses. In addition to this, it interrupted the payment terms and conditions, which influences the revenue of the firm. Local competitors have a stronghold in the retail sector, creating additional difficulties for Ted Baker to make a position. Mostly local firms adopt a low-pricing strategy which makes customers select them over international brands. According to the viewpoints of Kul et al. (2020), interest and tax rates imposed on foreign companies make it challenging to establish in the Turkish market. As a result, foreign brands fail to compete with local companies with respect to the low-price strategy. Therefore, an integration of these strategies makes it a challenge for foreign companies to establish themselves in the Turkish market. 
[bookmark: _Toc129522656][bookmark: _Toc133940680]Internal Analysis 
[bookmark: _Toc129522657][bookmark: _Toc133940681]Value chain analysis  
The value chain examination is defined to be a tool implemented in the performance of a company to measure the activities of the firm, and highlight the issues for improving its organisational output (Dubey et al. 2020). 
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Figure 5: Value chain
(Source: Fernandez-Stark and Gereffi, 2019)
Primary activities
	Inbound logistics
	Ted Baker has been associating with multiple suppliers and gaining their trust to receive, store, and distribute their products. However, the company faces challenges to transform its raw materials and present an innovative finished good in the market. 

	Operations
	Ted Baker operates in 19 countries by providing high-street fashion choices. Enhancing their operational activities is important to boost their overall revenue and gain a competitive advantage.  

	Outbound logistics
	Outbound logistics involves the optimization of activities such as warehousing, order processing, scheduling delivery, transportation and delivery of orders. Ted baker is concentrating on uplifting their quick delivery process to establish customer satisfaction (Fernandez-Stark and Gereffi, 2019). 

	Marketing and sales
	Ted Baker’s unique marketing campaigns on the social media platform have been a boon for connecting with the audience. Collaborating with different channels enables them to enhance their brand recognition and stand out in the market. They include a marketing funnel to structure their sales and marketing strategies. Ted baker has around 47 stores in the UK and word-of-mouth marketing has helped them gather a better customer engagement rate. Furthermore, the firm recorded a profit of 204.7 million British pounds in 2022. Apart from the UK, Ted baker has been a prominent member of the retail sector of North America, Vietnam and holds 500 stores across the globe. 

	Service
	Ted Baker provides loyalty programs to its customers and provides fast customer service to their queries. 


Table 2: primary activities
(Source: Influenced by Agrawal et al. 2021)
Secondary activities
	Firm infrastructure
	Ted Baker’s effective infrastructure management strengthens its position in the competitive market and optimizes its entire value chain operations.  

	Human resource management
	HRM at Ted Baker focuses on incorporating impactful training and development programs to create a diverse and inclusive workforce. Their multistage recruitment process is necessary for its performance. The company relies on its ethical code of conduct policies to establish a safe working ecosystem. 

	Technology development
	Ted Baker has been emphasizing digitally transforming its activities for creating a platform in the e-commerce sector. Technological advancement has been observed in their customer service and automation of warehouse activities. 

	Procurement
	The procurement activities of Ted Baker include optimising its differentiation process and value chain outbound. 


Table 3: Secondary activities 
(Source: Influenced by Agrawal et al. 2021)
The above-mentioned table outlines the secondary activities adopted by Ted Baker to facilitate its primary value chain activities. 
[bookmark: _Toc129522658][bookmark: _Toc133940682]Marketing strategies 
Ted Baker operates in an extremely competitive market, where trends and customer demands keep changing. As per the suggestions of Todeschini et al. (2020), marketing is a crucial aspect of making customers aware of products or services and affecting their purchase decision. Ted Baker’s traditional marketing approaches have helped them secure a position in the minds of customers and generate greater revenues. Their focus on word-of-mouth marketing has been a boon for the company in increasing its sales. The quality and quirky style of the products speaks volume about the company across the globe. 
They also adhered to advertisements through print media to promote their products. Moreover, they adopt the signature witty and quirky tone to differentiate them from the competitors. With the incorporation of traditional marketing, the firm was able to generate revenue of 461 million pounds in 2019. Their in-store experiences have been major attractions for the customer to connect with the brand. However, according to the findings of Katsikeas et al. (2020), digital marketing strategies are gaming more acceptance among customers as theory spend more time surfing the internet. The pandemic has compelled organizations to shift to digitally transform their activities to stay relevant in the market. Ted Baker digitally upgraded its e-commerce platform and introduced a new payment service to deliver value to its customer base. Staying relevant in the international market requires distinct marketing strategies that connect with the audience. Ted Baker has been associated with different distribution channels to develop a strong association with its customer. 
Their strong presence on different social media platforms has aided them to perform well in the host county. One of the key marketing strategies considered by Ted Baker is incorporating secret messages in social media posts. As per the workings of Rutz and Watson (2019), innovative marketing strategies undertaken by companies create interest among customers and compel them to actively take participation. Ted Baker’s third campaign was based on a treasure hunt game which made an instant connection with the audience. In addition to this, the company arranges games on their seasonal campaign and enforces high customer engagement. Social media platforms have enabled the company to flourish in different countries and generate greater revenue. In contrast to this, according to the notions of Li et al. (2021), 
Ted Baker has been investing in influencer marketing to expand their market share. Influencers on different social media channels present their views on the quality and style of the apparel to engage with the customer base. Moreover, the company has brought in customer loyalty programs to develop an association with customers. Hence, Ted Baker is incorporating unique strategies as well as moving on with the latest trends to boost its brand recognition. 
[bookmark: _Toc129522659][bookmark: _Toc133940683]HRM policies 
Human resource management policies are considered the essential framework that ensures smooth functioning. Ted Baker has been incorporating HR policies that boost teamwork and collaboration among different teams. As per the point of view of Siddiqui et al. (2022), teamwork is highly associated with the performance of the entire firm. Establishing in host countries requires flexible and robust human resource management which is able to meet employee expectations and develop driven work culture. 
Ted Baker focuses on designing effective training and development programs for employees. Their industry-relevant modules have been curated to help employees develop skills that meet the changing expectations of the market (Lopez-Cabrales and Valle-Cabrera, 2020). In addition to this, the HRM at Ted Baker organises a multi-stage interview procedure to hire new employees. They intend to include a diverse and inclusive workforce that enables the firm with creativity. 
The HR emphasises developing code of conduct guidelines that establishes discipline at the workplace. According to the discussions of Azizi et al. (2021), the code of conduct policy outlines rules that employees need to strictly adhere to. The policy includes developing a positive working environment, addressing conflict of interest, dress code and equal rights provided to each employee. In contrast to this, there have been a plethora of complaints from employees regarding inappropriate from senior management. Ted Baker was quick enough to make decisions with respect to reviewing their existing HRM policies. An impartial investigation of the complaints was made by Ted Baker and the policies were revised to direct the firm towards better corporate culture. 
Furthermore, the HRM has introduced a confidential reporting procedure to encourage reports of bullying, sexual harassment and unacceptable behavior. According to the highlights of Cooke et al. (2021), implementing decisive rules and regulations is significant to develop a safe working atmosphere for women. It boosts employee morale and Ted Bekar’s ethical code of conduct ensures a safe working environment. Another essential aspect of the HRM is their leave policies and benefits which enhances their association with employees. Operating on an international front, Ted Baker has incorporated health benefits and a flexible leave policy for the workforce. 
Implementing work-life balance opportunities has enabled Ted Baker to develop a strong relationship with its employees. Contrarily, as per the critical analysis of Collings et al. (2021), too many leaves can be a disadvantage for employees as it results in a lack of enthusiasm. The HRM needs to involve motivational strategies to help the employees to adhere to an adaptive work culture as well as provide flexibility to the remote workers. Thus, Ted Baker is ensuring to revise their existing HRM structure and include new ones for the betterment of the firm. 
[bookmark: _Toc129522660][bookmark: _Toc133940684]SWOT Analysis 
The SWOT analysis is a tool implemented for the examination of the strengths, weakness, opportunities and threats present amidst the working of a company (Cheng et al. 2021). 
	Strengths
	Weaknesses

	· Automation of activities to scale up warehouse activities 
· Strong and reliable distribution network 
· A highly skilled workforce with industry-relevant skills 
· Merging innovation with the latest products     
· Fast delivery process leading to customer satisfaction 
· Low cost of products 
	· Spending too much in training and development programs 
· Expanding in new countries requires investment in the latest technologies 
· Financial planning is not adequately 
· Inability in adopting a flexible working culture 
· No proper investment in research and development 
· High employee turnover rates due to complaint of harassment 

	Opportunities
	Threats

	· Scaling up in the e-commerce industry 
· Including green strategies in their business activities 
· Aligning operations with globalization 
· Working on minimizing trade barriers 
	· Technological developments by other players of the market 
· Political instability 
· Change in customer expectations and demands 
· Frequent changes in exchange, inflation and interest rates 
· New entrants in the market 


Table 4: SWOT Analysis of Ted Baker
(Source: Influenced by Mariappanadar et al. 2019)
Table 5 outlines the strengths of Ted Baker that enabled them to stay relevant in the market. The company has invested in automating operations at the warehouse to regulate better delivery of products. As per the point of view of Mariappanadar et al. (2019), fast delivery of products promotes greater customer satisfaction rates. Establishing in different host countries requires strategies that set the firm different from its competitors. Ted Baker has been relying on bringing innovation to their products in order to create a new niche in the market. In contrast to this, their poor financial planning has been a major hindrance in the company’s investment process. 
Moreover, political aspects and regulatory norms have restricted trading for Ted Baker. As per the opinions of Hamadamin and Atan (2019), fluctuating trends in interest and exchange rates impact the pricing strategy of a company. New entrants and technological development of existing players in the market have been major threats to the company to prosperity in the retail sector. However, the firm needs to work on its strategies to reduce the consequences of trade barriers. Aligning their activities with regulatory reforms is necessary to hold a strong market share in the host country. In addition to this, the firm needs to expand its sales by scaling up in the e-commerce sector. Integrating digital marketing strategies with quality products can be a boon for the expansion of the company. 
[bookmark: _Toc133940685]Suggested entry modes to the organisation
Entry mode is defined to be the strategies which are necessary for entering a foreign country, as per the analysis of the external environment of the nation (Qi et al. 2020). Through the assessment of the scenarios, an organisation can modulate the means to enter into the overseas soil, according to its own advantages. Understanding the patterns and the various operating posters in accompany is necessary to strategically manage their pathways for reaching the target of an organisation. According to the workings by Menzies, Orr and Paul (2020), entering into the foreign market for any organisation serves to be a feature that needs to be examined properly for decreasing the uncertainty issues. Due to the fact that the political, social, economic and environmental conditions of the foreign country are unknown to the expanding firm, gaining a strict forecast by analysing the related variables is necessary to draw upon the revenue which can be obtained.  Varying kinds of modes of entry can be noted down by an organisation to spread into a foreign country. There are three major subdivisions depending on which an organisation can enter into the new market depending upon the export, their contractual alignment with the local companies, or by investing into the foreign market.
[image: ]
Figure 6: Different modes of entry for a company in the foreign market
(Source: Surdu, Mellahi and Glaister, 2019)
According to figure 6, it can be noted that an array of mediums such as direct exporting, franchising, licensing, going into a joint venture, or related situations can help a company to get established in the market. 
In the case of Ted Baker, to spread in Turkey, the company can obtain the mode of joint venture, as linking up with an established company in the country would allow it to gather its loyal consumers. According to the thoughts by Surdu, Mellahi and Glaister (2019), with the help of joint ventures, an organisation has the capacity to gather sufficient information about the distribution networks and share the risks with the partner firm. In such a manner the company would also be able to decrease the number of competitors such as Herry, Desa, Derimod and others, by associating with them. A decline in the number of competitors for an organisation in the foreign market would serve to be extremely important to reduce upon the bargaining power of the suppliers and that of the consumers. Hence, with the aid of a joint venture with its competitors in Turkey, Ted Baker can be able to strategically delve into the international fashion market of the exploring country.
[bookmark: _Toc26986][bookmark: _Toc133940686]Corporate Social Responsibility
For the effective maintenance of Corporate Social Responsibility or CSR, Ted Baker wants to develop and maintain health workplace environment where the employees can work prosperously in a working climate and culture. Thus, for the effective retention of CSR, Ted Baker have prioritised their values. Among these values Ted Baker follows the components that are Authentic, Curious, Courageous, Inclusive and Kind. 
[bookmark: _Toc12426][bookmark: _Toc133940687]Conclusion
Therefore, from the study it can be noted that with the integration of an expanded examination of the relatable factors in the firm, the organisation can proliferate further and gather a target market in the global perspective. Once the notions of expanding are noted in a firm, gaining an insight into the comparative grounds of PESTLE has enabled it to understand the different mechanisms to be applied. Therefore, it can be concluded that Ted Baker has been a prominent player in the retail sector, which aims to provide quality products. Expanding in the host country has brought up certain issues for the firm that has been presented in the study.  Though the firm is focusing on adopting a flexible work culture, there have been serious complaints against the senior management. Moreover, the study presents an illustration of PESTLE analysis between the host and the home country to identify the challenges and opportunities. A detailed explanation of the internal analysis of Ted Baker has been highlighted in the study which shows the need to develop a better financial planning. 
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	Serial no.
	Factors
	Analysis 

	
	
	United Kingdom
	Turkey

	1
	Political
	· The country is run by both a modern parliamentary and a constitutional monarchy
· The impact of Brexit upon the engagement of companies with UK have been severely affected 
	· Political crisis has been noted in the country as repeated terror attacks have disrupted the smooth working of Turkish organisations

	2
	Economic
	· The country has been seen to have the sixth largest economy in the global perspective 
· However, the impact of economic inflation had been initiated to the outbreak of the Covid-19 pandemic 
	· The free market economy of Turkey the clients the opportunities for entrepreneurs to starts there companies
· The economics strength of Turkey has been noted to be in the aspect of foreign direct investment or FDI

	3
	Social
	· Multicultural diversity is present in UK which allows the target market of the country to be expansive
	· The demographic profile of Turkey is that of the young population and the diverse culture allows a large number of target consumers for organisation to be present

	4
	Technological 
	· The rise in technology within UK have allowed a large number of companies to emerge
· Growth of entrepreneurship have also be noted 
	· The technological upgradation of Turkey has been extremely proliferated
· Heavy government investments to enhance the technologies are also noted

	5
	Legal
	· Through the incorporation of the Equality Act 2010, the country has been seen to provide equal treatment for every individual
	· Discrimination of the workers will turn the demographic profile is strictly prohibited

	6
	Environmental 
	· A large number of norms and regulations which improve the environmental impact of the organisations have been initiated by the government
	· A rise in the industries have cause natural degradation due to the growth of environmental pollution
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