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Introduction
[bookmark: _GoBack]Though the Al-Kabli Group has spread across Saudi Arabia, it first started in the western areas of Saudi Arabia (Benn, Edwards, & Williams, 2014). It offers products of high quality to meet customers’ expectations. The main aim of Al-Kabli is to produce high taste and quality services via the supply of trending brands, such as biscuits, chocolates as well as confectioneries. 11 divisions and 7 sub-divisions were formed by the firm all over KSA, to achieve its goal of offering quality services to its clients (Kraft, 2016). In Saudi Arabia, Al-Kabli is the leading supplying firm. This was established through its strategic effort in employing 45 years experienced experts in the field of world-class advertisement. Moreover, for it to reach customers in every part within the country, it distributed a suitable fleet as well as assigning vast logistic support. The firm frequently invested in technology; which changed its management and structure regarding its ads and logistics terms. This enabled it to deal with global and domestic issues as well as serving as a link between the international and Saudi Arabia market to maintain the quality of the services rendered. The imported products of Al-Kabli which are unique distinguishes it from other firms as well as making it the leading commercial unit in the supply of chocolates, confectionery and biscuit in Saudi Arabia and it intends to move across the world to offer its products to the international market (Pelsmacker, et al. 2006). Al-Kabli is presently perceived as the leading firm in the distribution of quality products.
Body
According to the increasing competition, dynamic and complex environment, the Al-Kabli management changed in terms of structural technologies, structure, cultures, and strategies aiming at maintaining and obtaining the edge of competition to surpass its competitors (Steinrucken & Jaenichen, 2006). Changes in the firm are based on enhancing the individual, organizational as well as group capabilities, and worker's environment. These changes are carried out under human systems, that is social science insight as well as how they change, not forgetting a positive set of values and norms concerning the ability and potential of the human beings.
The Al-Kabli gained an aptitude in the changing environment of business after altering its informal and formal structure (Benn, Edwards, & Williams, 2014). However, workers can make their verdicts in the absence of executive organization. Therefore, workers can benefit from the arising credits within the marketplace. For Al-Kabli to bring into line the managers actions as well as producing quality efforts concerning the firm’s objectives, it secured returns to procedures of observable routine, for instance, stock profitability or price (Pelsmacker, et al. 2006). Furthermore, it implemented a flexible structural organization which enabled each worker to make personal verdicts about the firm's strategy, thus all workers took part in verdict making. The target of enhancing the firm was to transform the human systems.
Conclusion
The Al-Kabli company can enhance its market share through globalization in the global market (Steinrucken & Jaenichen, 2006). The scanning process comprising PESTEL as well as SWOT research carried out in business environment revealed a set of opportunities and threats. The firm is more competitive when it comes to chocolate production due to its less weakness and strong strengths. The aim of the foreign expansion is based on the resource, industry as well as the institution. These expansions will grow stronger after the success of the first shop in Japan. Moreover, the massive excellent in Japan inspired the firm to track the main competing firms or to implement the initial advantage of the powerhouse. Every country took part in the global village that is customers had the same preferences and tastes (Kraft, 2016). Thus, reducing the repercussion of risks from social awareness as well as inspiring the firms to satisfy consumers’ needs and grow globally.  
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