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Question 1
In the food industry Darius Processing Company is regarded as one of the best food processing firms in the United Kingdom. The company boasts a number of high-quality processed food products and claims to have a significant market share in a fast-growing sector in its ten years of operation. Using the BCG Matrix the position of the business is: 
Star
They are identified by gaining a significant market share in a rapidly rising market. They are thought to offer the best prospects for the company's growth and benefits (Thompson & Strickland, 1995). They are the business's leaders, yet they still require a great deal of assistance in terms of promotion and placement. In this situation, they generate significant sums of money in order to maintain a strong market share. Due to their rapid expansion, they also consume a lot of money. They have a proclivity to make a mess. They make a lot of money through their business. The industry matures when its market share exceeds a certain threshold, and the market's growth pace slows; the superstar becomes a cash cow.
The strategic action Darius Processing Company has to take after using the BCG Matrix is to maintain the position that exists at this time, keep serving customers well and to add new customers by means of promotions, always maintain the product quality and to improve it so that it remains in demand in the market. Continue to increase sales volume by maintaining the quality of products and services to consumers.

Question 2
In a market environment, the two main economic concepts are supply and demand
and they form part of an economic model which is a tool that is used to determine the price and quantity of a specific product in a given market and time (Roy,2020). Supply refers to the amount of goods and services that a company is able to provide for its consumers in a market whereas demand refers to the consumers’ willingness to purchase the goods and services from a company in an open market.
 Demand and supply each operate on certain laws. For example, the law of supply denotes that the price and supply of products and services are directly related. Therefore, whenever the price of a product increases, the supply also increases since the manufacturer or provider of the products anticipates getting more profits. Conversely, if the price goes down, then the supply is reduced as there is no incentive to increase production of goods or offer the services. 
On the other hand, the law of demand indicates an inverse relationship between the demand and price. As a result, when the demand for products is high the market price goes down and when the demand is low the price for the goods and services goes high. When the price is low, the idea is to ensure the availability of the products whereas when the price goes up, the logic is that the increased prices are required to cover the product costs. Consequently, the operation of demand and supply laws is based on the notion that everything else in the market remains constant.
 In addition, the other difference between supply and demand is that supply is determined by marginal costs whereas demand is characterized by marginal utility (Roy, 2020). Thus, in supply, the requirement is that the company needs to be a perfect competitor whereas in demand, the requirement is that the consumer needs to be a perfect competitor. Moreover, the changes that happen between demand and supply are illustrated via a graph whereby the price is represented on the vertical axis whereas the demand or supply is represented on the horizontal axis (Roy, 2020). The supply curve goes in an upward direction and the demand curve goes in the opposite direction.
Demand is affected by various factors such as consumers’ income, taste and
preferences and the price of related goods. Consumers’ income impacts demand in that when they have higher income, the demand increases at every price (Sori, 2021). This usually occurs with normal goods for example increased income may lead to an increase in the purchase of new cars.
	In addition, taste and preferences impacts demand. When a consumer’s taste and preferences change, they are less likely to purchase the same product which means that the demand for the product goes down. On the other hand, the new preferred product in terms of taste and preference by a consumer increases the demand for that product (Sori,2021).  On a graph, the demand curve shifts to the right when the consumer prefers a certain product and the curve shifts to the left indicating a decrease in demand of a product that a consumer no longer prefers.
In conclusion, the demand for a product or service is also influenced by a change in the price of other related goods and services. These related goods or services may be complements or substitutes which means they are products that may be used together with or in place of another good or service (Sori, 2021). For example, when the availability of electronic books increases, a decrease in demand for traditional printed books may be observed. Conversely, when the price for a substitute product decreases, it may impact the demand for the other product. For example, lower prices for tablets have led to a lower demand for laptops.
[bookmark: _Hlk78278909]Question 3
Investment on research and development – the automotive industry has grown amicably and for the European car manufacturer to thrive in US market, the corporate must invest heavily on the new technology to design and manufacture new models of cars that meets the customer demands. Researching on the customer demands in US market is also significant to ensure the new design models caters for the demands in the market. Training of recruits – the foreign company must invest heavily in training of new recruits on the skills and the new technology in the manufacturing of new car models. Adopting effective marketing and distribution strategies – these strategies enable the car manufacturer to enhance their market share; hence, enabling it to remain competitive in the foreign market.
Takeover or merger – the US retail food company can buy out a local food company in the European market as a way of gaining an immediate access to the market and sales network. This would enable the foreign company to take over the existing business, transfer operation processes and control, and all other technical activities within a short time. merging with a food company in the foreign market facilitates less expenditure on infrastructure, resources and sales and marketing network.
Setting up stores in foreign market – as part of expansion into the European market, the food retailer company should open stores in the European market depending on the rate of growth in the foreign market. These stores create and promotes the company brand and limits the foreign company exposure into risks. Moreover, the company uses the stores in building resources and training employees as a means of managing international operations.
Non-controlling interest- this is a strategy that the food retailer company may choose to adopt if it has insufficient European market intelligence and much understanding of the market. Hence, the food retailer may choose to invest in existing food business without no direct control of the management and acquire the market knowledge and a minor stake.
Joint venture with the existing companies in the foreign market. This is a temporal partnership which enables the foreign company to reduce its expenditure in marketing and sales in the market.
Merger or takeover of company in foreign market- helps the foreign corporate to reduce on the amount of investment in research, marketing and all other processes of the company.
Investment in research and development- this enables the foreign company to understand the demand of the customers in the market and design phone models based on the market demands.

Question 4
It has become common knowledge that once the UK quits the EU, it would be forced to renegotiate key components of its WTO rights and obligations, including its concessions under GATT 1994 Article II and GATS Article XX. The UK's status inside the WTO will not alter at all, based on WTO law, GATT 1947 practise, and state succession regulations. First, even if its commitments are outlined in the EU's schedules, the UK is already a full WTO member with full multilateral WTO rights and obligations. Following Brexit, both the exercise of these rights and the assumption of responsibility (i.e. attribution) for these obligations will be transferred from the EU to the UK. All that remains is to determine what these rights and obligations are. This is simple for rights and responsibilities that apply to all WTO Members.
The UK's obligations in relation to tariff rate quotas and agricultural subsidies are more difficult to determine. This can be done, and the UK is also authorised to submit a new schedule for certification as a change rather than a modification of existing schedule, according to the submission. Any concerns will have to be settled in dispute resolution proceedings, where the UK is likely to prevail if the schedules are properly written.
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