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Exploring the Global markets
Creating a business is no easy thing that is expected to rise and stand within the time that it experiments; a lot needs to be done especially from the management. When the management is well organized and understands clearly their roles, the business is assumed to be in a position of making right entry into the market and succeed eventually.  As an executive owner of the cookie business, which major on the peanut butter, chocolates, chip cookie, much is expected to move the business forward. The 10 years journey has not been easy but with potential team and dedication to growing the business, much has been fulfilled in this period.  As at now, the business is targeting having branches outside the country to boost the effectiveness of the company.  This paper will examine the journey of the cookie business in the global market.
Considering the health benefits that the peanut butter offers for the human health, for instance, peanut has low calories that are recommended for consumption. There is also health awareness that is spread to the consumers and the need for good health. According to IBIS (2017), the low calorie that the peanut butter has reduced chances of diseases like Celiac hence the demand for peanut butter has increased in the globally. Although, the business also manufactures cookie like chocolates, chip, the demand for peanut butter makes it the concentration that the business wishes to explore in the global markets especially in the Asia-pacific regions like in China. The china peanut butter market is very poor and the market has set very expensive prices that have hampered the production of peanut butter (IBIS, 2017). Most consumers are aware of the health benefits of consuming peanut butter but the expensive prices limit the consumption. This makes the business suitable for the international market because the market is very admirable because as a business that has been in operation; less is to be done to accommodate such markets. The fact that the China markets do not offer peanut butter and another cookie in large for consumption, creates a healthy environment for the business prosperity in the markets. 
Furthermore, the production of cookie especially peanut butter is fluctuating which means the business will be obstructed. As a result, as an executive owner, the concern about the production raises concerns of how to utilize this opportunity to support and promote the peanut butter production in the international markets (Nolin, 2015). However, venturing into global markets can be very challenging to successfully beat the global market. As a result, the business has employed the franchise as a strategy that can help the business to venture in the market and supports its activities in the China market. The business decided to have the China-based peanut butter business in China which had problems to continue with the production of peanut market in China. This is a strategy that is concerned to firmly stabilize the peanut butter production and introduce larger production of another cookie in the international markets especially the China market (Keller, 2011). However, the China market has different social and culture of the market that needs to be scrutinized before a business decides to be established because intake of peanut is much appreciated in the market. In the domestic market, peanuts are the staple food, therefore, increases its market.  
In conclusion, strategies kill or rescue businesses in large, many businesses that have perished is because of ineffective strategies. The strategies for success include the mechanism that the business has to venture and utilize the global markets. This is because many of the global markets provide fair competition opportunities. Therefore, the global markets promote market cultures that are not within the domestic markets.
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