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Al Baik fast food Restaurant

Al Baik is a major Saudi Arabian fast food restaurant, which focusses majorly on selling broasted chicken and shrimp with different sauces (Cavusgil & Knight, 2015). Its headquarters are in Jeddah, where it has more than 40 branches; In Mecca, Medina, and Taif, the restaurant has eight, six and one branches respectively. Additionally, the restaurant has one branch each in Yanbu, Al Qunfudhah, Al-Lith, and Al-Kharj. The company has of late been expanding its branches to the central area of Saudi Arabia with the opening of two branches in Buraidah as well as the plans to open other branches in Abha. In 2016, the company also went into new markets in the South Province of Saudi Arabia, precisely, opening a branch in the city of Jizan. The future looks bright, and the company has extensively explored the local market, it is time to go international. To make more profits and continue to grow, going international to new markets is the best possible move for the company.

Assessing the readiness of Al Baik to Internationalize

Researchers have acknowledged the difficulties that are associated with conceptualizing the preparedness of a local business to go international. The readiness of a firm to globalize is a concept, which identifies the time a particular company is ready and prepared to go global and succeed (Van Tulder, 2015). It is essential for companies to go abroad when possible so that when the economy of their country of origin collapses, their operations can continue in its other operating countries. The following are the reasons Al Baik is ready to go international;
It has the financial muscle to go abroad. The company began its operations in 1974, and over those years it has been experiencing growth in the Saudi Arabian market (Hsu et al., 2015). Its sales are increasing by the day due to the quality of its products, and according to its 2016-2017 financial statements, profits and growth are at an all-time high. The company is among the most prominent brands in the Saudi market, and it has the muscle to fund both the local and international markets. In the long run, if it succeeds international its capital share will increase.

In the latest report by the Arab News concerning popular brands, it was ranked ahead of global brands like Samsung and Google in the local market. Since it is doing well locally and is loved by the people of Saudi Arabia, it is time to taste the international market. According to Hsu et al., (2015), chances of it being accepted internationally are very high due to the quality of its products and the success it has had in the local market. It is loved by both the Saudi Arabians and people from other nationalities living in the country. It is time to compete with the international brands internationally.

The local market is getting saturated and to avoid stunted growth, the company needs to tap into potential international markets since it has the capacity (Hsu et al., 2015). The opportunities are high in international markets. When the local market gets saturated, sales might remain the same or even start reducing and to avoid such a scenario; the company should use the opportunity of its readiness to go abroad, to make that move. With different markets, a collapse in a particular economy may not affect the existence of a company.

There is an increased global demand for the fast food, and Al Baik can meet both the domestic and international demand (Hsu et al., 2015). It is a local company that is able and ready to go international and internationally, the demand for the first foods is high. Therefore, the company should take advantage of this opportunity and move abroad since the global market allows them to do that.
Methods to be used to estimate industry market potential

Industry market potential refers to the whole size of a market for a product at a particular time, that is, the total demand for a product in a specific business environment (Bruna et al., 2016). It is usually measured either by the sales volume or the sales value of a product. Before venturing into a new market, it is critical to calculate the potential of that market to understand if it is viable for the business. Some markets may not have potential leading to failure of business while others may have great potential leading to a business's success. The following are the methods to be used to estimate the possibility of an industry market

Market size of the product. That refers to the total market sales potential of a company's product in a specific market (Bruna et al., 2016). In this case, it will be estimating the total possible sales of the products of Al Baik in a market of its choice. When the market size is high, then the market is deemed to be good for business. The market should be well defined including the target market and the possibility of having clients in the target market.

Market growth rate. Bruna et al., (2016), explains that before venturing into a market, it is essential for a company to estimate the market growth rate. If the potential for growth in a market is high, then the company can venture into it and ensure it does as much marketing as possible. Market growth is subjective and mainly depends on the type of product that a company launches. Therefore, the focus should be different when launching a new product as opposed to starting a product line extension. Additionally, data from previous years from past research and business newspaper articles can be considered.

Profitability in that market. The objective of any business is to make profits and therefore profitability is a crucial factor when estimating the potential of a market. It is not viable to do a business, which does not make profits. The determination and forecasting of profitability are essential in understanding the potential of a market. When the return on investments, sales, and net assets are high, then the business may do well in that particular market (Bruna et al., 2016).

Competition in the market. When a firm wants to venture into a new market, understanding the industry competition in that market is vital. If the competition in the market is high, then entry barriers for launching a new product will also be high, and the establishment of a new brand will need great efforts and financial muscle (Bruna et al., 2016). Strategies like low prices may be used and making profits may take much time. Determining the potential of the market requires an understanding of the market standing of other firms in the industry. 

Product and consumer types, including considering factors like if the product is a repeat buying product or a one-time sales only product (Bruna et al., 2016). In this case, the company's products are repeated buying since the fast foods may be bought on a daily basis and are not like refrigerators which may be purchased once in a long time. In the case of consumer types, the company should look at the probability acceptance leading to purchasing the product again. 

Data sources for sampling

Sources for sampling may include secondary sources where the company may search for existing data from websites of companies in the same industry, newspapers and web search among others. These types of sources are cost-effective, and it is quick to get the data (Van Tulder, 2015). Primary research may also be employed where field work is done by the company that wants to venture into the market. Primary research allows the company to understand the market better and make informed decisions. 
Conclusion
As seen above Al Baik is ready and has the capacity to internationalize. The readiness to go international is evident since it has the financial muscle needed to expand its business to the international markets in addition to being able to compete with other international brands. The company has also operated for many years in its country of origin, that is, Saudi Arabia, and the market has become saturated; looking for other opportunities in different markets will be good for the business. There is global demand for fast foods and going abroad will enable the company to increase its customer’s base, make more sales and more profits. The aim of any business is to grow and make profits and that is what internationalizing can do to a business that is ready to go abroad; in this case, Al Baik, which needs to make that step.
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