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Taco Bell
Current State in the international market place and current market of operation
Taco Bell has been widely growing ever since it was founded by Glen Bell. It has been extremely innovative and has evolved to be a means that delivers reasonably cheap yummy inspired Mexican food with valiant tastes. It provides a revolutionary value in addition to offering quality fixings. Taco Bell is also considered the first Quick Service Restaurant to provide an “American Vegetarian Association” legit menu items. Taco Bell and more of its 350 chartered organizations run over 7000 diners that serve over 40 million consumers weekly in the United States internationally. It is further growing to almost 5000 diners across nearly 30 states in the world. The business offer scholarships, learning opportunities, and reasonably serve its customers with affordable prices, it even has a program schedule that offers outdoor sporting, gaming, and music. Outwardly, Taco bell can be accessed through mobile apps, an achievement that was made by the business since it was the first to present an app in the United States diners for equal dining orders and drive-thru, door to door delivery after orders are made, and on personal computers on Ta.co. Its Current market of operation is the children and youth of the middle to the upper-class community. 
The financial health of the business
Taco Bell has been gaining so much profit since its invention. It recently broadcasted about its plan to grow to roughly 9000 restaurants world-wide in the upcoming 5 years creating nearly 100, 000 chances of job opportunities in the United States only. It has expanded its urban and local markets and internationally it plans on focusing mainly on targeting at least 100 market places in India, China, Brazil, and Canada. Taco Bell's main aim is to reach 15billion dollars in the global system sales by 2022. 
Vision mission and value statements of the company
Mission
Taco Bell prides itself on preparing the best Mexican quick foods offering fast, pleasant, and perfect services. They consider themselves the bosses of preference since they offer their employees chances for development, improvements, and satisfying careers in a conducive working atmosphere. They are assured of gaining profits in every activity they involve themselves in, offering their stakeholders with significant growth. The most important benefit of this mission is that Taco Bell offers inexpensive, quick food 24/7 which makes them earn lots of money. 
Vision
[bookmark: _GoBack]Taco Bell aims at growing to be the biggest fast-food supplier of Mexican style food in the upcoming markets. It is working to have a known presence in Africa, Asia, and South America with diners located within the topmost 25 main cities in these regions. If Taco Bell makes it in flooding the most famous global urban cities, it will become the most known Mexican food supplier in the world. Maybe after establishing themselves in every continent of the world, Taco Bell should consider advancing to every country. 
Value Statement(s)
Taco Bell advises people to live more. This statement is an advantage that benefits the youths mostly. They stay up late while parting and if there is a need for the food they can conveniently make orders and have them delivered to their door-steps. It also benefits the bachelors who live alone and are not a fan of cooking.
Product line within the business
Taco Bell needs to meet the needs of its customers to refine its position in the market. KFC is a product line of Yum Brands founded by Colonel Harland Sanders. It is also a fast-food restaurant but deals with chicken only as its specialty. After McDonald's, it is the second-largest food chain in the world, with 22,621 localities globally in 136 states (Seid, 2018). KFC has commercialized chicken in the quick food business, expanding the market by inspiring the recognized dominance of the hamburger. It was the first western food-chain to be opened in China where it has greatly extended making it the single largest market of the company. The original KFC product was pressure fried chicken parts seasoned with spices and 11 herbs which were Sander's recipe. The recipe is considered a high-profile trade secret. KFC has widened its menu since the early 1990s such that chicken products like chicken-fillet sandwiches and other side dishes like salads, french fries, desserts, and soft drinks are now offered. The main known motto that defines KFC is Finger Licking Good! And KFC chicken is the best.
Marketing factors
Brand helps in identifying of the food-chain since it acts as a special trademark. Its fame and good name will help the business gain market and sell. Product features identify the type of item available on the menu, they aid the customers in choosing their preferred meal when they visit the restaurant. The types of services offered matter a lot to customers. When they are well treated they tend to come back for more than when they are not. Product price is another important marketing factor. If the price is relatively favorable such that it favors a wide range of group then the business will surely get a lot of customers and hence a lot of profit.
Chosen international market
The main target market of Taco Bell is the youths. They also target the bachelors who cook seldom in their homes. This target market age is between 18-34 years. The main reason for choosing this market is because the youth like fast food and are often lazy to cook since they prefer the easier and convenient way out, and what is way better than ordering meals from your favorite fast-food stalls? Young men are often busy and too tired to cook for themselves when they get home. This makes takeaway the easy option.
Some of the strategies the business has for choosing this market include implementing free deliveries and contacts that the youth can reach them easily with. Going with the trends that appeal mostly to the youth such as selling healthier food options like vegetable salad. 
Need for the chosen product in the market
Fast foods are now considered very helpful since most diners that deal with their productions have made it a 24hour thing. People have come to rely on these food stalls and get used to the perfect services and convenience that comes about with ordering fast foods. Time-saving is one thing, affordability is also another advantage and a person can be assured to order something to eat even without doing home grocery shopping.
Analysis tools
1. Brainstorming. It consists of allowing room for open discussions amongst the members of the company concerning the market and the opportunities it may present to see if it is indeed a good idea to explore its capabilities. This gives room for effective decision making concerning the branching onto the global market. This activity is done by the team members of the company at an individual level where a discussion can be carried out concerning the pros and the cons of adventuring into the global market place.
2. Probability of success.  This practice involves airing of ideas formerly before the actual engagement of the plan of expanding the business. This helps in seeing the likelihood of success or failure in case the expansion of the business plan is invented (Jain, 2019). 
The opportunity that comes about with the chosen market to the business is that it has the advantage of introducing even more yummy goodies to the menu that is sure to sell since there is an already available market. The parent company has the opportunity of introducing another fast-food chain branch that focuses on another food product altogether. It guarantees profit to the company. 
Pros and cons of entering the market
The advantages for entering the market include: There is an opportunity of introducing more items in the menu, a diversity is covered hence there are open innovative forums that the business can explore, the target group is sure to promote the business and bring it to another level altogether and expansion of the business is easier (Rubalcava, 2017)..
Disadvantages include: The target market may disappoint if they fail to meet the expected business requirements, the business may not acquire so many profits after all and the customers may not be loyal since they could only be making decisions based on convenience (Rubalcava, 2017).



Preferred business strategy
A global strategy is the most appropriate because the business is mainly targeting the youth and the children. These are people available globally and have the same trends everywhere no matter where they are. This will help the business in meeting its aim of spreading its wings to other continents of the world and claiming its place in the market as the world’s leading fast Mexican style food.

Resources needed to enter the market
Some of the resources needed to enter the market include capital for establishing various restaurant branches, labor hence more employees across the globe, finances to cater for implementations of stalls, buying of stocks, and paying of taxes.
SMART goals in entering the international market
· To be the leading food restaurant in the United States in the next two years.
· To introduce more healthy food-stuffs to Taco Bell in the next one year. 
· To enhance product features provided by the company in the next six months. 
Strategic advantages to global sourcing, production, and logistics of products concerning the chosen strategy
Global sourcing helps in identifying the business's main fast-selling market. As the business grows, it has a chance to reinvent itself to meet the public needs. Production of food items will be great since the market will be going global, a fact that it will serve a very large market. The company also learns to deal with its competitors by identifying their areas of weaknesses.

Is an alliance needed to enter the chosen foreign market?
No alliance is needed to enter the global market provided the company is already a large one and has all the resources it requires to make it big in the foreign market.
Value of chain relationships
In a chain relationship, a business is perfectly capable of operating exquisitely on its own and still be able to maintain a perfect business relationship with its other competitors (Han et al., 2020). Chain relationships help in keeping businesses on their toes but a supply of goods can be done between two business units of the same company if in case the businesses can come to an agreement and be partners.
Importance of diversification to Taco Bell
Diversification will expose Taco Bell to a large market where it will experience the culture of several ethnicities as it expands across the globe (Donahue et al. 2019). This will make it renovate itself and enhance its menu to meet the needs of the different market places. Diversity will make sure Taco Bell reorganizes all its value statements, visions, and missions such that they will be competitive when they manage to satisfy the target market.


Diversification strategy
Expand by building more Taco Bell restaurants in the main cities on different continents.- Cities have diversified ethnicities.
Be innovative and branding – Innovation enhances flexibility creating room for change. Branding, on the other hand, helps in identification and marketing.
Emphasizing the plainness and clearness of their fixings can give Taco Bell an advantage over their competitors
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