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International Business
A business needs to consider international expansion because this will improve the organization’s expansion and growth for better outcomes. By doing this, the organization will be able to make use of global opportunities for growth and for better profit-related outcomes. There are various steps that Target should consider in its plans for successful international expansion (Campagnolo & Shenkar, 2018). Initially, the organization needs to set up an international expansion plan, and this will outline the organization's strategies and goals. Target would also need to use a different approach by introducing a big box and low price model to maximize its sales. Target may also need to learn how to exploit the use of corporate technology for better outcomes, as this will ensure effective penetration into the market. Expanding internationally enables the company attain its maximum potential and also increase its customer base.
The company also needs to conduct a market analysis in the country or countries that it plans to take its services to. Doing a market analysis will ensure that the organization can anticipate any market eventualities, as well as the customer behavior in the nations it wants to expand to. If Target plans to expand its services abroad, it also needs to research the particular government regulations that it is expected to contend with in these nations (Alden & Nariswari, 2017). These may include packaging, labeling, or distributing requirements that it may need to adhere to in these nations. Target also needs to carry out business alignment, and this is necessary in order to account for differences in culture, language as well as regulations, and the company needs to be flexible in its approach. Target will also need to plan its budget correctly if it is to expand globally, as there will be many unexpected expenses that the organization is likely to encounter.
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