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QUESTIONS 
1. A) Describe the position of the business using the Boston Consulting Group (BCG) growth matrix
According with BCG matrix, Darius Processing Company is situated as a Cash Cow as it already has a high market share but in the past year a low growth and don't require the same amount of assistance as previously. This is owing to lower competition pressures in a sluggish growth market, and they often enjoy a dominating position as a result of economies of scale. Cash cows continue to generate a substantial amount of money while not costing the organization anything to maintain. These items can be milked to support more expensive products.
B) Explain what strategic action Darius Processing Company must take in accordance with the BCG Matrix
Using the BCG Matrix, Darius Processing Company should be a Star Products by experiencing significant growth and have a large market share. As a result, star goods might be considered market leaders. These goods will require a significant amount of investment to preserve their position, sustain future growth, and maintain their advantage over competitors. As a result of their market dominance, star items will also generate a significant amount of revenue. The primary challenge for product portfolio managers is determining whether the market will continue to decline. If they maintain their high market share, star products can become cash cows when market growth slows.

2. A) Briefly explain the difference between Demand and Supply
The desire of a buyer and his capacity to pay for a given item at a specified price are referred to as demand. The quantity of a product made accessible by its producers to its customers at a certain price is referred to as supply. Supply has a direct relationship with the price of a product or service, which means that if the price rises, so will supply, and if the price falls, so will supply. Demand, on the other hand, has an indirect relationship with the price of a product or service, which means that if the price falls, so will demand, and vice versa.
B) Explain three factors which may affect demand for goods and services to change.
One principal factor that may affect demand for goods and services to change is the tastes and preferences of the consumers, willingness to purchase suggests a desire. Persuasive advertising is intended to influence people's likes and preferences, resulting in an increase in demand.
The demand for goods also depends on the incomes of the people. When people's wages rise, they can purchase more. As a result, a rise in income has a favourable impact on the demand for a product. The more money you have, the more you can buy.
Changes in prices of the related goods might affect demand. The pricing of other items, particularly those that are connected to it as replacements or complements, have an impact on demand for that good. When the price of a substitute for an item decrease, demand for those good decreases, and when the price of the alternative increases, demand for that good rise.



3. A) A UK car manufacturer who wishes to sell cars in the US market.
But both Jaguar and Land Rover had been owned by Ford, a U.S. company. Ford bought Jaguar in 1989 and Land Rover in 2000. It then sold both to Tata Motors, an Indian company, in 2008. Tata put the two together to form JLR. Jaguar Land Rover is the largest automotive employer in the United Kingdom and the country's greatest investment in automotive research and development. A significant exporter, with 80 percent of automobiles made in the UK shipped abroad. The establishment of additional foreign factories enables Jaguar Land Rover to expand its footprint in areas recognized as having high development potential, hedge against currency changes, and build a more efficient, internationally competitive firm. Jaguar Land Rover has a well-balanced sales portfolio, with sales in five different areas. North America had a 25% share in 2020, China had a 23% share, the UK had a 20% share, Europe had a 19% share, and the rest of the world had a 13% share.
B) A large food retailer from the US who wants to enter the European markets.
The allure of globalization is nearly irresistible. With the United States' economy failing to expand and Europe on the verge of a recession, fast-growing markets in the developing world provide the finest prospects for increasing sales and profits today. Many firms in the industrialized world want to follow in the footsteps of organizations in a wide range of industries.
Even in the largest retail marketplaces, international players are nearly totally absent. And every supermarket retailer that has expanded internationally has failed as frequently as it has succeeded. Retailers want to expand into global markets for a variety of reasons. However, growth is the primary driver of globalization. Because retail is a low-margin sector, firms must expand quickly if they want to stay appealing to investors. Here's an example: According to its stock price assessment, Walmart's projected revenue increase in 2009 was 8.5%.
Walmart's entry into the UK in 1999, with the acquisition of Asda, was unplanned. The American retailer had planned to invest in its small German company at the time but stepped in when Asda revealed intentions to combine with Kingfisher, a British white goods retailer. It leapt at the chance since Asda matched its placement and operations, but the shift was temporary.
C) A Chinese manufacturer of phones and accessories who wants to enter the UK market.
Huawei is likely to be the most well-known of the businesses making a significant effect on the smartphone scene in the United Kingdom. In 2018, the firm proved that it had what it takes to compete at the flagship level with smartphones such as the Huawei P20 Pro and Mate 20. This is evident in Huawei's market share in the United Kingdom, which, according to Canalys, was slightly under 11% in Q1- Q3 2018 - with progressive growth over the last 5 years. Huawei introduces Honor, a sub-brand that targets younger consumers with powerful yet cheap devices that are undoubtedly fantastic value for money.
Consumers may not have heard of the name Huawei five years ago. It is now the third largest smartphone maker in terms of market share. Its persistent dedication to R&D investment and spending, engaging corporate branding and marketing campaigns, and successful pricing strategy targeting the correct customer group are some of its main success reasons. These are all important lessons for companies looking to succeed on a global scale.


4. Explain the advantages WTO may have in order to alleviate the impact of BREXIT on UK businesses
 The following are the major economic benefits that the UK could have obtained under WTO rules if it had chosen:
·  significant price reductions in food and consumer goods such as clothing and footwear 
·   the ability to reorient future trade toward the most dynamic areas of growth, such as Asia and South Africa
· Significant competitive advantages in terms of lowering damages and needless limitations
· no longer paying the EU 10 billion pounds every year in membership fees
· gaining complete control of fishing grounds implementing a customized
· skills-based immigration strategy free of EU preferences
The production of the UK economy is also determined by the level of demand for the products and services that it produces. Because the UK is an open, trading nation, demand is determined not just by how much the UK government, firms, and consumers want to purchase, but also by how much customers in the EU and elsewhere want to buy, and at what price.
Foreign buyers purchase a major portion of UK economic output, while overseas buyers purchase a substantial portion of what UK households and companies purchase. Beyond basic local manufacturing costs, three major variables impact the cost of UK goods and services to customers in other countries. There are transportation charges that might raise the cost of trade with distant nations. Sending products across larger distances is generally more costly. Taxes levied by another country's government on the import of UK products - might raise the price of UK goods purchased overseas. Non-tariff barriers can raise the cost of UK products and services purchased overseas, and vice versa.



