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Source of the Picture : Portal ,2023 

 

Introduction about PRAN 

PRAN is one of the most well-known food and beverage companies in Bangladesh. The 

name PRAN stands programmed for Rural Advancement Nationally, and the company 

was started in 1981 with a simple goal: to help the rural people of Bangladesh by giving 

farmers a fair market for their crops. Over time, PRAN has grown from a small agro-

based organisation into a major brand that is loved by millions of consumers at home 

and abroad. 

  

From the beginning, PRAN focused on working closely with farmers. The company 

supports thousands of contract farmers by giving them training, seeds, fertilizers, and 

guidance on better farming methods. In return, PRAN buys their produce at a fair price. 

This partnership helps farmers earn a stable income and also gives PRAN high-quality 

raw materials for its products. Because of this strong connection to agriculture, PRAN 

has built a very reliable supply chain and become an important part of rural 

development in the country. 

 

PRAN produces a wide range of everyday food and drink items. These include fruit 

juices, snacks, biscuits, noodles, spices, sauces, pickles, confectionery, dairy products 

and more. The company has many modern factories across Bangladesh, all maintained 

with high international food safety standards. These advanced facilities help PRAN 

create safe, tasty, and affordable products for all types of consumers. 
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As PRAN continued to grow, it also expanded beyond Bangladesh. The company now 

exports its products to more than 140 countries, including the Middle East, Europe, 

Africa, and North America. PRAN’s success overseas comes from offering quality 

products at reasonable prices, making them popular among both locals and 

Bangladeshi expatriates. In some countries, PRAN has even set up local production 

facilities to meet growing demand. 

 

Within Bangladesh, PRAN is a household name. Its products are found in both large 

supermarkets and small village shops. The brand is trusted for its good quality, wide 

variety, and affordability. PRAN has become a part of daily life for many families, 

whether it is children enjoying snacks or adults using PRAN spices and sauces while 

cooking. 

 

Today, PRAN stands as a proud example of a Bangladeshi company that has achieved 

global recognition. By staying true to its mission of helping farmers, improving rural life, 

and serving consumers with care, PRAN continues to grow as one of the country’s 

strongest and most respected brands. 

  

1. Selection of organisation and target market 

 

The organisation I chose is PRAN (PRAN-RFL Group) from Bangladesh. PRAN is one 

of Bangladesh’s biggest food and beverage companies. It started in the early 1980s and 

now makes juices, snacks, frozen and processed foods, dairy products, and more. 

PRAN already sells products to many countries and has built a strong manufacturing 

and farmer-supplier base at home.  

 

For the international market to expand into, I recommend Saudi Arabia (as the main 

target) and the wider Gulf Cooperation Council (GCC) region as the strategic market 

area. Below I explain why this region makes good sense for PRAN and how PRAN 

could enter and grow there. 

 

Why Saudi Arabia / GCC? — Simple reasons 

 

1. Large and wealthy market 

Saudi Arabia is one of the largest economies in the Middle East and people there have 

relatively high buying power for packaged foods and beverages. The GCC countries 

import a lot of food because their own agricultural capacity is limited, so they depend on 

imports for many packaged and processed foods. This gives PRAN a steady potential 

customer base for juices, snacks, and frozen goods. 
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2. Existing PRAN presence and export links 

PRAN already exports to Gulf countries such as Saudi Arabia, UAE and Oman. This 

means PRAN is not starting from zero; it already knows local tastes somewhat and has 

some distribution experience in the region. Building on existing trade relationships is 

faster and cheaper than entering a completely new region.  

 

3. Large expatriate population from South Asia 

Saudi Arabia and other GCC countries host millions of South Asian expatriates 

(including Bangladeshis, Indians, Pakistanis). These communities often prefer familiar 

brands and flavors, which helps PRAN sell ethnic snacks, spices, and ready-made 

items quickly while PRAN also targets local customers with adapted products. 

 

4. Halal advantage 

PRAN’s products are already produced in a Muslim-majority country and are aligned 

with halal standards. This is an important selling point in Saudi Arabia and the GCC 

where halal certification and trusted supply chains matter a lot to consumers. 

 

5. Growth in Bangladesh food exports and PRAN’s export ambitions 

Bangladesh’s processed food exports have been growing rapidly in recent years, and 

PRAN has publicly set ambitious export targets—showing the company is focused on 

international growth and able to invest in overseas markets. This makes a focused 

regional push into GCC logical for PRAN’s strategy.  

 

Strategic considerations — what PRAN should think about 

 

1. Market fit and product mix 

Start with items that are proven sellers in Gulf markets: fruit juices, fruit-based drinks, 

frozen vegetables/fruits, snacks, ready-to-eat items, pickles and sauces. These 

products match local demand and PRAN’s strengths. Adapt some products to local 

tastes (less sugar or salt where needed, smaller pack sizes for convenience stores). 

 

2. Distribution and entry mode 

Use a mixture of strategies: strengthen relationships with current importers and 

wholesalers, and sign partnerships with large regional distributors or supermarket 

chains. For faster scale, PRAN could set up a regional distribution center in the UAE (a 

common logistics hub) to serve Saudi Arabia and nearby countries. 
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Consider a joint venture or a local licensing agreement for faster market access and to 

meet any local rules about foreign business. PRAN has experience with partnerships 

before, which reduces risk.  

 

3. Regulation, certification, and quality 

Ensure all products have clear halal certification accepted by Saudi authorities, and 

comply with Saudi food regulations and labeling rules. This prevents delays at customs 

and improves consumer trust. Invest in clear Arabic labeling and product information to 

increase acceptance among local customers. 

 

4. Marketing and brand positioning 

Use a two-track message: (a) “authentic South Asian taste” for expatriates and (b) 

“value + quality” for local Arabian customers. Use social media, in-store tastings, and 

sampling at community events to build brand awareness. Promote PRAN’s story: farm-

to-table link, support for farmers in Bangladesh, and quality checks. Many GCC 

consumers value product stories and high-quality sourcing. 

 

5. Logistics and cost control 

Ship larger volumes to a central GCC hub to reduce per-unit freight cost. Use 

refrigerated containers for frozen goods and controlled-temperature shipping for juices. 

Negotiate longer-term contracts with local distributors to keep distribution margins 

predictable. 

 

6. Risk management 

Currency swings, trade rule changes, or sudden port delays can affect margins. PRAN 

should use currency hedging for big contracts, diversify across several GCC countries 

(not only Saudi), and maintain buffer stock in the regional warehouse. 

 

Why GCC is better than some other options  

 

Versus Europe: Europe has higher per-capita income but much stronger local 

competition and stricter food rules. Entry costs and marketing spend would be much 

higher. 

 

Versus India: India is huge and close, but PRAN already has a presence and faces 

strong domestic players. Growth there is possible but competition is intense and 

margins may be lower.  
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Versus Africa or Latin America: These markets have promise but need more 

research on logistics and consumer preferences. The GCC gives quicker returns 

because PRAN already exports there and because of the large South Asian diaspora. 

 

 

Action plan: 

 

1. Map current GCC sales — find top-selling products and profitable channels 

(supermarkets vs. ethnic stores). (Use PRAN’s current sales data.)  

 

2. Choose a GCC hub — set up a distribution center in the UAE to serve Saudi and 

neighbors. 

 

3. Secure halal & local approvals — register products with Saudi food authority and 

get recognized halal certificates. 

 

4. Pilot launch — pick 6–8 SKUs (juices, a snack, frozen vegetable, sauce) and run a 

6–9 month pilot in Riyadh and Jeddah with targeted promotions. 

 

5. Scale up — expand the product range, open agreements with national supermarkets, 

and consider an in-country commercial office or warehouse in Saudi once sales reach 

targets. 

 

PRAN is a strong Bangladeshi food brand with experience exporting to many countries. 

The GCC — and Saudi Arabia in particular — offers a good balance of strong demand, 

existing trade links, halal-aligned consumers, and a large South Asian community that 

already buys PRAN. This makes Saudi/GCC the logical next step for deeper 

international expansion. With careful product selection, a clear logistics plan, and local 

partnerships, PRAN can grow steadily and meet its export ambitions. [According by my 

research knowledge] 

 

PRAN is a strong Bangladeshi food company, so expanding to another country is a 

good growth idea. According to international business theory, companies should choose 

markets that are large, growing, and suitable for their products. Saudi Arabia fits this 

well because it has a good-sized population, high income, and strong demand for 

imported food (Hill, 2020). 

 

Using the Ansoff Matrix, PRAN’s expansion to Saudi Arabia is called market 

development. This means PRAN is selling its existing food products in a new country. 
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This strategy has lower risk compared to creating new products, because PRAN already 

knows how to make and manage these items (Johnson et al., 2017) 

From comparative advantage theory, Bangladesh is good at producing food at low cost, 

while Saudi Arabia depends heavily on imported food due to limited agriculture. So, it 

makes economic sense for PRAN to export food from Bangladesh to Saudi Arabia. 

According to Porter’s generic strategies, PRAN mainly follows a cost leadership strategy 

by offering good quality food at affordable prices. In Saudi Arabia, PRAN can attract 

customers who want halal food at a reasonable price. 

 

2. Comprehensive Strategic Analysis  

 

PRAN‑RFL Group is one of Bangladesh’s leading food and beverage companies, 

exporting hundreds of food products like juices, snacks, spices, and beverages to global 

markets including Saudi Arabia.  PRAN has been active for years in the GCC region 

and is increasing its focus on Saudi Arabia as part of its export growth strategy — 

evidenced by export deals and a global business summit held in Jeddah.  

 

To understand the external environment and competitive landscape PRAN faces in 

Saudi Arabia, we will apply: 

 

1. PESTEL analysis (macro‑environment), 

2. Porter’s Five Forces (industry structure), and 

3. SWOT analysis (linking internal and external insights) 

 

Then we will critically evaluate these tools. 
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Source: Medium,2025 

 

 

1. PESTEL Analysis of the Saudi Arabian Macro‑Environment 

 

PESTEL helps us see the big picture around political, economic, social, technological, 

environmental, and legal factors. 

 

Political 

 

Saudi Arabia’s Vision 2030 aims to diversify the economy away from oil and strengthen 

sectors like food, agriculture, and manufacturing. This opens opportunities for food 

brands like PRAN to expand exports and partnerships.  

 

The government also regulates food standards strictly through bodies like the Saudi 

Food and Drug Authority to protect consumer health.  
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Positive for PRAN: Stable political drive towards economic diversification encourages 

foreign companies. 

 

Consideration: Food imports must comply with strong regulatory standards. 

 

Economic 

 

Saudi Arabia is the largest economy in the GCC with rising consumer demand for 

packaged foods, snacks, beverages, spices, and convenience products.  

 

However, the economy still relies significantly on imports for many food categories due 

to limited agricultural output.  

 

Opportunity: High demand for imported food products — especially from Bangladeshi 

brands with an established presence.  

 

Risk: Economic fluctuations (like oil price effects) can change consumer spending 

patterns. 

 

Social 

 

Saudi Arabia has a growing population, a mix of local consumers and expatriates 

(including many from South Asia), and changing diets that increasingly include 

packaged and convenience foods.  

 

The large Bangladeshi and South Asian diaspora means familiar products like juices 

and spices from PRAN could already have consumer recognition. 

 

Technological 

 

Saudi Arabia is investing in food technology, logistics, and digital retail — including 

e‑commerce — which supports modern supply chains and consumer access.  

 

Implication for PRAN: Leveraging technology in distribution, customer analytics, and 

digital marketing could boost presence and sales. 
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Environmental 

 

Saudi Arabia is launching green and sustainability initiatives (like Saudi Green) that aim 

to reduce environmental impact across sectors.  

 

This trend may eventually influence packaging and production expectations — such as 

sustainability standards — which food exporters will need to consider. 

 

 

Legal 

 

Food safety laws, packaging requirements, and certification standards are strictly 

enforced. Recent regulatory updates emphasize proper labeling, packaging, and food 

safety expertise.  

 

For PRAN, compliance with such frameworks is essential to maintain market access. 

 

2 — Porter’s Five Forces (Competitive Landscape) 

 

Porter’s model helps analyze how competitive and attractive Saudi Arabia’s food market 

is for PRAN. 

 

1. Threat of New Entrants — Moderate 

 

Saudi Arabia’s strong economy and growing demand attract new brands, but regulatory 

barriers (food safety, certifications) and established retail networks make entry 

moderately challenging. 

 

Impact: PRAN benefits from long‑standing export presence, but must keep innovating to 

stay ahead. 

 

2. Bargaining Power of Suppliers — Low to Moderate 

 

PRAN sources ingredients through its global supply chain. For Saudi imports, freight 

and customs regulations matter, but PRAN’s scale and diversified product range reduce 

supplier pressure. 
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3. Bargaining Power of Buyers — High 

 

Large retail chains and supermarkets (like Carrefour, LuLu Hypermarket) have 

negotiating power and can demand favorable terms given many brands compete for 

shelf space.  

 

Consumers also compare alternatives, especially internationally known brands. 

 

4. Threat of Substitutes — High 

Locally produced foods, regional Middle Eastern brands, and global FMCG companies 

compete for the same shelf space and consumer preferences.  

To counter this, PRAN needs strong branding and localized products. 

 

5. Competitive Rivalry — High 

 

The food and beverage sector in Saudi Arabia is moderately fragmented with both local 

players and international brands competing.  

 

Local giants like Almarai are investing heavily, reflecting intense regional competition.  

 

 

 
 

Source: Tallyfy,2015 
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3  SWOT Analysis  

 

Now we link PRAN’s internal strengths to the external Saudi environment. 

 

 

Strengths 

 

✔ Well‑established global export footprint in 140+ countries including Saudi Arabia.  

 

✔ Diverse product portfolio (juices, snacks, spices, beverages). 

 

✔ Brand familiarity among South Asian expatriates. 

 

 

Weaknesses 

 

✘ Limited brand awareness among broader Saudi nationals compared to global FMCG 

brands. 

 

✘ Regulatory compliance (e.g., food safety, labeling) requires ongoing adaptation. 

 

Opportunities 

 

o Rising demand for packaged food and convenience products among Saudi 

consumers.  

 

o Expand presence in modern retail and e‑commerce platforms. 

 

o Participation in food expos like InFlavour in Riyadh boosts exposure.  

 

 

Threats 

 

 Heavy competition from well‑established local and international food brands. 

 

 Regulatory changes (packaging, labeling, safety standards) can increase costs.  

 

 Economic cycles and import tariffs could affect pricing and margins. 
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Critical Evaluation of the Frameworks Used 

 

It’s useful to understand how effective these strategic tools are when applied to a real 

case like PRAN entering Saudi Arabia. 

 

PESTEL – Effectiveness & Limitations 

 

Effectiveness 

Provides a comprehensive macro view of socio‑economic and political forces shaping 

Saudi Arabia. 

 

Highlights regulatory and cultural dynamics that affect PRAN’s export strategy. 

 

 

Limitations 

 

PESTEL is descriptive and doesn’t inherently show interactions between factors (e.g., 

how technological and legal changes together influence logistics). 

 

It doesn’t quantify strength or priority of issues — meaning it must be paired with other 

tools (like SWOT or Porter). 

 

Porter’s Five Forces – Effectiveness & Limitations 

 

Effectiveness 

Offers clear insight into industry structure and competitive pressures, helping identify 

where PRAN faces challenges and leverage points. 

 

Helps in thinking about pricing, supplier relations, and competitive positioning. 

 

 

Limitations 

 

Five Forces focuses on industry structure but doesn’t fully capture macro forces like 

regulation or cultural trends that shape consumer demand. 

 

It’s more static and doesn’t reflect how industries evolve over time (e.g., Vision 2030 

transforming Saudi markets). 
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SWOT – Effectiveness & Limitations 

 

Effectiveness 

Brings internal and external insights together so PRAN’s strategic strengths and 

weaknesses are clearly linked to market realities. 

 

Easy to communicate for strategy planning. 

 

 

Limitations 

SWOT can be overly simplistic and subjective without deep data to support each point. 

 

Doesn’t inherently prioritize which strategies should be adopted first. 

 

Overall, Saudi Arabia offers strong growth potential for PRAN, especially in packaged 

food, beverages, and snacks. Economic diversification policies, growing consumer 

demand, and digital retail trends are positives. However, market entry comes with 

competitive pressures, regulatory complexity, and strong local rivals. 

 

To succeed strategically, PRAN should: [ my think] 

 

1. Leverage diaspora consumer bases while localizing marketing to reach broader 

Saudi audiences. 

 

3. Invest in regulatory compliance capabilities to ensure products meet Saudi 

standards. 

 

4. Use technology and retail partnerships (both physical and e‑commerce) to scale 

distribution. 

 

5. Monitor competition and adapt quickly to regulatory and environmental changes. 
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Source: Portal, 2023 

 

1. Strategy Development and Formulation for PRAN Company’s 

Market Entry 

 

PRAN-RFL Group is one of the largest food and beverage companies in Bangladesh, 

known for producing high-quality products such as fruit juices, snacks, bottled water, 

dairy products, and processed foods (Wikipedia, 2025). Over the years, PRAN has 

established a strong domestic presence and has also started exporting products to over 

150 countries (Wikipedia, 2025). 

 

In this report, we will develop a market entry strategy for PRAN to enter a new 

international market. The strategy will be formulated using strategic models discussed in 

class, focusing on how PRAN can establish a competitive advantage, leverage 

opportunities, and address potential risks. 

 

Step 1: Understanding the Market 

Before entering any market, it is essential to understand its dynamics, size, customer 

preferences, and competition. For the purpose of this strategy, PRAN plans to enter the 

Indian market, which is geographically close and culturally similar, offering opportunities 

for growth (Slideshare.net, 2025). 

 

Market Analysis Using PESTEL 

 

PESTEL analysis helps in understanding the macro-environmental factors that could 

affect PRAN’s entry (Wikipedia, 2025): 
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Political: India has relatively stable governance, but food import regulations are strict. 

PRAN will need to ensure compliance with local standards. 

 

Economic: India has a large population with increasing purchasing power. The demand 

for packaged and processed foods is growing, especially in urban areas 

(AssignmentPoint.com, 2025). 

 

Social: Consumers are becoming health-conscious, preferring quality and hygienic 

products. PRAN can promote its clean, quality-certified products (AssignmentPoint.com, 

2025). 

 

Technological: India’s modern retail sector and e-commerce platforms are expanding. 

PRAN can use digital channels for marketing and distribution (Slideshare.net, 2025). 

 

Environmental: Sustainability is important. PRAN’s eco-friendly packaging can appeal 

to Indian consumers (AssignmentPoint.com, 2025). 

 

Legal: Food safety regulations are strict. PRAN must ensure its products meet Indian 

FSSAI standards (Core.ac.uk, 2025). 

 

Step 2: Identifying Opportunities and Threats 

 

SWOT Analysis 

 

A SWOT analysis helps in identifying PRAN’s internal strengths and weaknesses as 

well as external opportunities and threats (AssignmentPoint.com, 2025). 

 

Strengths: 

Strong brand reputation in Bangladesh and internationally (Wikipedia, 2025) 

Diverse product portfolio 

Advanced production and supply chain facilities 

Experience in exporting products to multiple countries (Core.ac.uk, 2025) 

 

Weaknesses: 

Limited brand awareness in India 

Dependence on export logistics for fresh products 

Need to adapt products to local tastes in some cases 
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Opportunities: 

Growing demand for processed and packaged foods in India (AssignmentPoint.com, 

2025) 

Rising middle class with higher disposable income 

Online retail platforms making market entry easier 

Possibility of partnerships with local distributors 

 

Threats: 

Intense competition from established Indian brands (e.g., Haldiram’s, Dabur, Britannia) 

High import duties on some products 

Changing consumer preferences 

Supply chain challenges in a new country 

 

Step 3: Strategic Model for Market Entry 

 

PRAN can use Porter’s Generic Strategies and Ansoff Matrix to formulate its market 

entry strategy. 

 

1. Porter’s Generic Strategies 

Michael Porter identifies three main strategies to gain a competitive advantage: cost 

leadership, differentiation, and focus (Porter, 1980). For PRAN in India: 

 

Differentiation Strategy: PRAN can focus on high-quality, hygienic, and nutritious 

products that appeal to health-conscious consumers. By emphasizing superior quality 

and certification (e.g., ISO, HACCP), PRAN can differentiate itself from local 

competitors (AssignmentPoint.com, 2025). 

 

Focus Strategy: PRAN can initially target urban centers such as Mumbai, Delhi, and 

Bangalore, where consumers are more likely to purchase packaged and imported 

products. This focused approach allows PRAN to build a brand reputation before 

expanding to smaller cities (Slideshare.net, 2025). 

 

2. Ansoff Matrix 

 

The Ansoff Matrix helps companies decide their growth strategy: market penetration, 

market development, product development, and diversification (Ansoff, 1957). 

 

Market Development: PRAN will use its existing products but sell them in a new 

market – India. This is a low-risk strategy compared to developing new products. 
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Product Adaptation: PRAN may slightly modify flavors or packaging to suit local tastes 

and preferences, making the products more appealing to Indian consumers 

(Slideshare.net, 2025). 

 

 

Step 4: Market Entry Mode 

 

There are several options for entering a foreign market: exporting, joint ventures, 

franchising, or setting up wholly owned subsidiaries (Core.ac.uk, 2025). 

 

Exporting: PRAN can initially export products to India. This is low-risk and allows 

PRAN to test market response. 

 

Joint Ventures/Partnerships: Partnering with a local distributor or retail chain can help 

PRAN navigate regulations, reduce logistics costs, and reach more customers quickly. 

 

Franchising or Licensing: This can help PRAN expand its brand in India without 

significant capital investment. 

 

For PRAN, a combination of exporting and partnership with local distributors is 

recommended initially. Once the brand is established, PRAN can consider setting up 

local production facilities to reduce costs and meet demand more efficiently 

(Slideshare.net, 2025). 

 

Step 5: Competitive Advantage 

 

To establish a competitive advantage in the Indian market, PRAN can leverage its 

strengths and opportunities (AssignmentPoint.com, 2025): 

 

1. Quality Assurance: Highlight the company’s commitment to hygiene, certifications, 

and quality. Indian consumers are increasingly concerned about food safety, so PRAN 

can build trust (Wikipedia, 2025). 

 

2. Diverse Product Range: PRAN’s wide variety of snacks, juices, and processed 

foods allows it to cater to different tastes and age groups. 

 

3. Strategic Distribution: Partner with major supermarkets, online platforms, and local 

distributors to ensure availability across major urban centers. 
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4. Brand Positioning:  Market PRAN as a premium, reliable, and health-conscious 

brand. Social media campaigns, influencer marketing, and in-store promotions can raise 

awareness quickly (Slideshare.net, 2025). 

 

5. Sustainability: PRAN’s eco-friendly packaging can differentiate it in the Indian 

market, appealing to environmentally conscious consumers (AssignmentPoint.com, 

2025). 

 

Step 6: Risk Assessment and Mitigation 

Entering a new market comes with risks, but careful planning can minimize them 

(Core.ac.uk, 2025): 

 

Regulatory Risk: Indian food regulations are strict. PRAN should hire legal advisors 

and comply with FSSAI standards. 

 

Competitive Risk: Local brands are well-established. PRAN can differentiate itself 

through quality, health benefits, and modern packaging. 

 

Cultural Risk: Consumer preferences may vary regionally. PRAN can conduct taste 

tests and market research to adapt products. 

 

Operational Risk: Logistics and supply chain can be challenging. Partnering with local 

distributors and using regional warehouses can reduce delays and spoilage. 

 

Step 7: Marketing and Sales Strategy 

 

Marketing is key to a successful market entry (AssignmentPoint.com, 2025): 

 

1. Digital Marketing: Use social media platforms, e-commerce marketplaces, and 

influencer promotions to reach young and urban consumers. 

 

 

2. Retail Presence: Collaborate with supermarket chains like Big Bazaar, Reliance 

Fresh, and online platforms like Amazon India and Flipkart (Slideshare.net, 2025). 

 

 

3. Sampling Campaigns: Introduce products through tasting sessions, promotions, and 

discount offers to build initial awareness. 
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4.Local Festivals: Launch special campaigns during major Indian festivals to attract 

attention and connect with consumers emotionally. 

 

Step 8: Implementation Plan 

 

Phase 1: Market Research (Months 1–3) 

Conduct detailed market research to understand consumer preferences (Slideshare.net, 

2025). 

Identify potential distributors and retail partners. Study competitors’ pricing and 

marketing strategies. 

 

Phase 2: Regulatory Compliance and Logistics Setup (Months 4–6) 

Ensure all products meet Indian food safety standards (Core.ac.uk, 2025). 

 

Establish contracts with local distributors and warehousing facilities. 

 

Phase 3: Launch and Marketing (Months 7–12) 

Launch products in selected cities. Start promotional campaigns online and offline. 

Collect feedback from initial customers to refine strategy. 

 

 

Phase 4: Expansion (Year 2) 

Expand to additional cities and regions. 

Consider setting up local manufacturing facilities if demand justifies investment. 

Continue strengthening brand awareness and loyalty programs (AssignmentPoint.com, 

2025). 

 

Step 9: Monitoring and Evaluation 

To ensure success, PRAN should continuously monitor performance: 

 

Sales Data: Track monthly sales and product performance across regions. 

 

Customer Feedback: Collect reviews and ratings from customers to understand 

satisfaction and areas for improvement. 

 

Market Trends: Stay updated on competitors, pricing, and consumer trends to adjust 

strategy accordingly. 

 

KPIs: Set key performance indicators like market share, brand awareness, and revenue 

growth (AssignmentPoint.com, 2025) 
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Entering the Indian market presents a huge growth opportunity for PRAN. By leveraging 

its strengths in product quality, diverse offerings, and international experience, PRAN 

can establish a competitive advantage. A focused market entry strategy using 

differentiation, strategic partnerships, and targeted marketing will help PRAN overcome 

risks and succeed in the new market (Wikipedia, 2025; Porter, 1980; Ansoff, 1957). 

 

With careful planning, compliance, and adaptation to local consumer preferences, 

PRAN can not only enter India successfully but also create a strong brand presence 

that supports long-term growth. 

 

 

Performance Evaluation Framework for PRAN’s Expansion Initiative 

 

When a company like PRAN‑RFL Group (one of Bangladesh’s largest agro‑processing 

and consumer goods companies) plans to expand—whether into new countries, new 

products, or new markets—it needs a way to measure progress and success. PRAN 

started in 1981 to support farmers, process food, and improve rural livelihoods. Today it 

exports products to more than 145 countries and works with over 100,000 farmers 

through contract farming. It produces drinks, snacks, dairy, and agricultural products, 

and also invests in sustainable agriculture and environmental programmes.  

 

To measure the impact of its expansion plans, we use a Balanced Scorecard (BSC) 

approach—a popular performance measurement tool that looks beyond profits and 

sales figures to include customers, internal processes, and learning and growth. 

 

 

What is the Balanced Scorecard?  

 

A Balanced Scorecard helps organisations track performance from four key 

perspectives: 

 

1. Financial – How well is the company doing financially? 

2. Customer – How do customers see the company? 

3. Internal Processes – Are internal operations working efficiently? 

4. Learning and Growth – Is the organisation improving skills, systems, and innovation? 

 

Unlike traditional systems that only measure profit or revenue, the Balanced Scorecard 

helps businesses like PRAN understand their overall health and future potential. 
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Why Use the Balanced Scorecard for PRAN’s Expansion? 

 

PRAN’s expansion initiative involves multiple goals: Growing export markets and 

global presence. Increasing production and distribution capabilities. Supporting farmers 

and improving supply chains. Improving sustainability and environmental performance. 

Enhancing customer satisfaction and brand strength. 

 

Because these targets go beyond just financial numbers, the Balanced Scorecard is 

ideal to measure and manage success across multiple dimensions. 

 

Balanced Scorecard for PRAN’s Expansion Initiative 

 

Below is a detailed Balanced Scorecard tailored to PRAN’s expansions. For each 

perspective, we outline: 

 

Objectives 

 

Key Performance Indicators (KPIs) 

 

Success Metrics 

 

Why they matter? 

 

Goal 

 

To ensure PRAN’s expansion increases profitability, revenue, and financial stability. 

 

Key Performance Indicators (KPIs) 

 

✔ Revenue Growth from New Markets 

Measures: % increase in revenue from export and new regions compared to previous 

year. 

Why: Shows whether expansion is actually bringing in more money. 

 

✔ Profit Margin 

Measures: Net profit as a percentage of total revenue. 

Why: Ensures growth is profitable, not just high in sales but costly. 

 

✔ Return on Investment (ROI) 

Measures: Profit from expansion divided by the cost of expansion. 



24 

 

Why: Tells if money spent on expansion is worth it. 

 

✔ Cost Efficiency 

Measures: Operational cost as a % of sales. 

Why: Helps to check if the company is operating leanly during growth. 

 

Success Metrics (Examples) 

Achieve 15–20% revenue growth from new markets within 3 years. Maintain profit 

margin above 10% during expansion. Achieve an ROI of at least 1.5 on expansion 

investments. 

 

Why This Matters 

If the company expands but doesn’t make more money or loses too much, it can’t 

sustain that growth. These financial KPIs show whether PRAN’s expansion is 

economically valuable. 

 

2. Customer Perspective 

 

Goal 

 

To increase PRAN’s market share, customer satisfaction, and brand awareness in new 

and existing markets. 

Key Performance Indicators (KPIs) 

 

✔ Customer Satisfaction (CSAT) 

Measures: Customer surveys rating experience with PRAN products. 

Why: Happy customers buy more products and tell others. 

 

✔ Market Share in Target Regions 

Measures: PRAN’s volume share vs competitors. 

Why: Helps monitor competitive position in new markets. 

 

✔ Brand Recognition Scores 

Measures: % of people in a market who know and trust the PRAN brand. 

Why: Strong brand helps sell more products. 

 

✔ Repeat Purchase Rate 

Measures: % of customers who buy a product again. 

Why: Loyalty means customers trust the brand. 
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Success Metrics (Examples) 

80% customer satisfaction in new markets within two years. Increase brand recognition 

by 30% in target countries in three years. 40% repeat purchase rate for newly launched 

products. 

 

Why This Matters 

PRAN is not only selling food and drinks—it is selling trust and quality. If customers like 

the products and know the brand, expansion will lead to long‑term success. 

 

 

3. Internal Process Perspective 

 

Goal 

To improve internal operations so expansion does not create bottlenecks, waste, or loss 

in quality. 

Key Performance Indicators (KPIs) 

 

✔ Production Efficiency 

Measures: Units produced per hour or per worker. 

Why: Higher efficiency means more output with the same resources. 

 

✔ Supply Chain Reliability 

Measures: Percentage of orders delivered on time. 

Why: Good delivery means happy customers and smoother operations. 

 

✔ Quality Control Metrics 

Measures: % of products returned due to defects. 

Why: Lower defects mean higher product quality. 

 

 

✔ Sustainability Targets (Operational) 

Measures: Reduction in energy use, water use, or waste in production.  

Why: Shows PRAN is expanding responsibly. (For example, PRAN aims to reduce 

water consumption and increase renewable energy use as part of sustainability plans.)  

 

Success Metrics (Examples) 

Produce 10% more output with the same costs within 2 years. Maintain 95% on‑time 

delivery rate. Reduce defective products to less than 1%. Reduce energy use by 20% 

and water use by 30%. 
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Why This Matters 

 

When a company expands, its internal systems must keep up. These metrics ensure 

that the backbone of the company functions well so customers get good products, on 

time, and sustainably. 

 

4. Learning and Growth Perspective 

 

Goal 

 

To make sure PRAN’s people, culture, and technology support continuous improvement 

and innovation. 

 

Key Performance Indicators (KPIs) 

 

✔ Employee Training Hours 

Measures: Average training hours per employee. 

Why: Skill development helps workers adapt to expansion. 

 

✔ Innovation Rates 

Measures: Number of new products developed each year. 

Why: New products help the company stay competitive. 

 

✔ Employee Satisfaction 

Measures: % of employees who feel supported and motivated. 

Why: Happy workers are more productive and stay longer. 

 

✔ Technology Adoption 

Measures: % of processes using advanced technology (e.g., automation). 

Why: Tech helps scale operations and reduces errors. 

 

Success Metrics (Examples) 

Minimum 40 hours training per employee each year.  Launch 5 new products in new 

markets every year. Employee satisfaction score above 75%. Automate 30% of 

production tasks in 3 years. 

 

Why This Matters 

Expansion brings change. People must learn new skills, develop creativity, and adapt to 

new systems. This perspective ensures PRAN builds capacity from inside. 
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5. Sustainability and Social Impact Perspective (Optional but Important) 

Because PRAN works closely with farmers and communities, and invests in 

environmental sustainability, it’s helpful to consider Triple Bottom Line (TBL) ideas that 

look at: 

 

o Profit (financial) 

o People (social) 

o Planet (environment) 

This perspective fits naturally with PRAN’s expansion goals because the company has 

stated commitments to sustainability and responsible practices.  

 

Key Performance Indicators (KPIs) 

✔ Farmer Welfare Metrics 

Measures: Farmer income increase or satisfaction rates. 

Why: PRAN’s expansion should benefit its farmers. 

 

✔ Environmental Footprint Reduction 

Measures: Reduction in waste, recycling rates, energy from renewable sources. 

Why: Expansion should not harm the planet. 

 

✔ Community Impact 

Measures: Number of community programs or jobs created through expansion. 

 

Success Metrics (Examples) 

Farmer incomes to rise 15% within 3 years of new programmes. Recycle 100% of 

plastic waste by 2030 (or clear interim goals). Create 5,000 new jobs in communities 

where expansion takes place. 

 

How PRAN Should Use This Framework 

 

1. Set Clear Targets – For each KPI, PRAN should set specific, measurable targets 

(numbers and timelines). 

 

2. Collect Data Regularly – Data must be collected monthly, quarterly, and yearly to 

track progress. 

 

3. Review with Teams – Leaders should review KPIs with teams so everyone knows 

what success looks like. 

 



28 

 

4. Adjust Strategies – If any KPI falls behind target, PRAN should ask why and adjust 

plans. 

 

5.Report Transparently – Sharing results with stakeholders (farmers, employees, 

communities, investors) helps build trust and accountability. 

 

Example of How It Works in Practice 

Let’s imagine PRAN expands into a new country: 

 

Financial KPI: Revenue from that country grows 18% in year 1. 

 

Customer KPI: Brand awareness in that country rises from 10% to 35%. 

 

Internal Process KPI: Delivery time to retailers improves from 7 days to 3 days. 

 

Learning & Growth KPI: Employees learn new export compliance systems. 

 

Sustainability KPI: PRAN engages local farmers and improves local incomes. 

 

Each result tells a part of the story—not just money, but customers, operations, people, 

and sustainability. 

 

A Balanced Scorecard gives PRAN a clear, structured way to measure the success of 

its expansion initiative—not just financially but in every part of the business. It connects 

goals to real metrics that managers can act on. By tracking performance across 

financial, customer, internal process, learning and growth, and sustainability 

perspectives, PRAN can make smarter decisions, stay accountable, and grow in a way 

that benefits communities, workers, and the environment as well as the company itself. 

 

This approach makes performance evaluation simple, balanced, and meaningful, which 

is exactly what PRAN needs to measure its progress as it grows both at home and 

around the world.[ According my reading Research] 
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Recommendation   

Based on the analysis of Saudi Arabia and India as potential markets for PRAN, several 

recommendations can help ensure a successful expansion.  

 

Firstly, PRAN should adopt a hybrid market entry strategy, starting with exports and 

partnerships with local distributors and retailers to minimize initial investment and test 

consumer demand. Over time, the company can move to contract manufacturing or joint 

ventures to reduce import costs, strengthen supply chains, and enhance local credibility.  

 

Secondly, product and packaging localization is essential. PRAN should adapt flavors to 

match local tastes, such as spicy snacks for India and tropical fruit juices for Saudi 

Arabia, while using local languages on packaging—Hindi for India and Arabic for Saudi 

Arabia—and ensuring Halal certification for the Saudi market.  

 

Thirdly, a strong focus on branding and marketing is important. PRAN can promote itself 

as a high-quality, trustworthy Bangladeshi brand, using digital marketing and social 

media to reach young and urban consumers, while highlighting health benefits, natural 

ingredients, and cultural compliance where applicable. 

 

 Additionally, PRAN should regularly monitor market performance using tools like a 

Balanced Scorecard to track sales revenue, market share, customer satisfaction, and 

new product success, while also conducting ongoing market research to respond to 

competition, changing consumer preferences, and regulatory updates.  

 

Finally, building strategic partnerships with local suppliers, retailers, and e-commerce 

platforms can reduce distribution costs, improve market access, and expand reach in 

urban and semi-urban areas. Implementing these strategies will help PRAN gradually 

establish a strong presence in both Saudi Arabia and India, mitigate risks, and achieve 

sustainable, long-term growth. 
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Conclusion 

In conclusion, PRAN‑RFL Group has a strong foundation and global experience that 

makes it well-positioned for international expansion. Both Saudi Arabia and India offer 

significant opportunities, though in different ways. Saudi Arabia provides a market with 

high purchasing power, a large expatriate population, and demand for Halal-certified 

packaged foods, making it easier for PRAN to enter with its existing products (PRAN 

Foods, 2023). India, with its enormous population and rapidly growing middle class, 

offers enormous market potential but requires careful localization and competitive 

strategies due to the highly saturated market (The Business Standard, 2023). By 

adopting a hybrid entry strategy—starting with exports and distribution partnerships, 

followed by local manufacturing or joint ventures—PRAN can gradually establish a 

strong presence in both markets. Analytical tools like PESTEL and Porter’s Five Forces 

help identify opportunities and challenges, while a Balanced Scorecard can track 

performance and ensure strategic objectives are met. Overall, careful planning, product 

adaptation, and leveraging PRAN’s existing strengths can make these expansions 

successful, enhancing the company’s global footprint and long-term growth prospects 

(Daily Sun, 2023). 
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