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[bookmark: _Toc235721299]Section 1: Report
[bookmark: _Toc235721300]Introduction
International business is a business activity that is carried out across the border of two nations, which allows for organisations to enter into foreign countries through international trade, investment and international partnerships, and adapt to different political, economic, legal and cultural settings (Buckley, Enderwick, and Voss, 2022). In order to gain a sustainable competitive advantage, companies need to assess external market conditions and choose the right business entry mode. This report critically evaluates Costa Coffee's international business strategy by analysing its business operation in the international market, assessing the potential of Bangladesh as an international market and applying international business theories to identify the most appropriate market entry strategy for the long-term international expansion of Costa Coffee.


[bookmark: _Toc235721301]1. Organisational Classification and Global Strategy
[bookmark: _Toc235721302]1.1 Strategic Categorisation
Bartlett and Ghoshal's International Strategy Framework:
Bartlett and Ghoshal (1989) classify international business strategies as: International Strategy, Multidomestic Strategy, Global Strategy and Transnational Strategy. The framework assesses the decisions made by firms to integrate and be responsive to local needs in order to gain a sustainable competitive advantage (Usmani, 2022). It is used extensively to measure multinational companies in multiple institutional and consumer settings.
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Figure 1: Bartlett and Ghoshal's International Strategy Framework
Source: (Usmani, 2022)
Costa Coffee’s International Strategy Choice:
The best classification of Costa Coffee would be Transnational Strategy, as it has both global operational efficiency and a wide degree of local market adaptation. Since being acquired by The Coca-Cola Company in 2019 for around US$5.1 billion, Costa has seen a massive growth in its global operations. A transnational strategy is evident in Costa's global standardisation of its high-quality coffees, digital technologies and quality assurance schemes, while simultaneously tailoring menus, pricing, store design and promotions to local preferences (Hassan and Rukiman, 2025).
Critical Evaluation of the Transnational Strategy:
The transnational strategy, adopted by Costa, offers a lot of economies of scale by making the sourcing processes centralised, the product globally branded, and technology integrated, while also providing the customers with local responsiveness. The strategy also allows Costa to leverage Coca-Cola's global distribution network, thus gaining their market penetration and operational efficiency (Usmani, 2022). The challenges of coordination, managerial complexity and implementation with regard to geographically dispersed markets, however, grow with the introduction of the balancing act of standardisation and adaptation. Nevertheless, these constraints are not incurable; Costa has been active in 52 countries and continues to expand globally, thus contributing to the long-term competitiveness, innovation and sustainable growth of the world.
[image: Transnational Strategy PowerPoint and Google Slides Template]
Figure 2: Transnational Strategy
Source: (Sketchbubble, 2026)
[bookmark: _Toc235721303]1.2 Global Configuration
Current Geographic Footprint
The global coffee market was estimated to be worth USD 249.3 billion in 2025. It is projected to grow from USD 263.5 billion in 2026 to USD 380.3 billion in 2033, with a compound annual growth rate (CAGR) of 5.4% for the forecast period, 2026 to 2033 (Grand View Research, 2024). Costa Coffee has a diversified international presence, with the United Kingdom its biggest market, as well as other European, Asian, Middle Eastern and African countries. The company's reduction of market dependency through the combination of company-owned shops, franchise partner stores, wholesale services and Costa Express machines provides customers with service in 52 countries and improves the resilience of the organisation against regional economic uncertainty.
[image: ]
Figure 3: Global Coffee Market Size
Source: (Grand View Research, 2024)
International Operations Contributions to Its Overall Competitive Advantage and Value Creation:
The international operations of Costa help to build competitive advantage through global procurement, premium brand equity and operational standardisation, whilst maintaining responsiveness to the local market (Costa Coffee, 2025). The Coca-Cola supply chain will provide Costa with access to its global supply chain, allowing it to better serve its ready-to-drink coffee operations and increase its consumer base outside of the restaurant. In addition, The Coca-Cola Company's 2025 net operating revenue totalled US$47.9 billion globally, offering significant financial resources, logistics capabilities and technological support for Costa's international expansion. Diversified international operations create economies of scale, lower market risk, boost innovation capacities, and build sustainable long-term value through increased operational efficiencies, better customer engagement, and higher global brand competitiveness.
[bookmark: _Toc235721304]2. Macro-Environmental Appraisal and Market Attractiveness
[bookmark: _Toc235721305]2.1 Host Country Analysis
The market is one of the fastest growing in South Asia and Bangladesh is appealing to Costa Coffee's future international growth. The nation's economy is valued at over USD 470 billion in GDP, and the population of about 175 million offers a strong consumer market. In fiscal year 2025-26, the country's GDP at current prices stood at $501 billion, putting the country in the club of half-trillion dollars economies and GDP growth rose to 4.14% in FY26 from 3.49% in the previous fiscal year (The Business Standard, 2026). Now over 41% of the population resides in the urban areas, and Dhaka and Chattogram are undergoing the development of the middle class at a fast rate. The growth of organised café chains, new lifestyles and greater disposable income have made coffee consumption an emerging trend in urban living.
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Figure 4: GDP Growth Trends in Bangladesh
Source: (The Business Standard, 2026)
[bookmark: _Toc235721306]2.2 Comprehensive Critical Evaluation of the External Environmental Factors
[bookmark: _Toc235721307]2.2.1 Political Environment
Government Stability and Investment Climate:
Bangladesh has always ensured continuity in economic policies even in the face of changes in politics, which has facilitated investment planning on a long-term basis. The government's Perspective Plan, 2021-2041 and the vision of the Smart Bangladesh 2041 has focused on industrialisation, digitalisation, urban development and private sector development (Hossain, 2022). The decade leading up to the COVID-19 pandemic had seen average GDP growth of more than 6% per year, consistently supported by policy, in Bangladesh. Bangladesh received around US$1.4 billion in net FDI flows in 2024, with net FDI flows to services and consumer-oriented sectors gaining momentum. 
Foreign Direct Investment (FDI) Policies:
Multinational Corporations are given a lot of flexibility in the way they operate in Bangladesh, as 100% foreign ownership is allowed in most service and retail business-related industries. The Bangladesh Investment Development Authority (BIDA) is the main investment promotion agency providing business registration and business investment facilitation services (Islam, Rahman and Azad, 2026). Tax incentives, customs duty exemptions for certain capital machinery, and the existing investment law provide protection against expropriation and free repatriation of profits to foreign investors. 
Infrastructure and Public Policy:
A lot of public investments have been made in Bangladesh to improve the infrastructure. Enhanced domestic connectivity and urban mobility with the construction of Padma Bridge, Dhaka Metro Rail (MRT Line-6) and expansion of Hazrat Shahjalal International Airport (HSA) Third Terminal. In 2025, the penetration of the internet was around 78 million and smartphone usage is going up with the government's Smart Bangladesh initiative (Hossain, 2022). Digital financial service providers, like mobile payment app bKash, Nagad, and so on, have driven the cashless movement in the retail market in urban areas. 
Critical Evaluation
· Opportunities: The liberal investment policies, growing urban infrastructure, and the government's initiative towards digital transformation are favourable for Costa Coffee's market entry in Bangladesh. Foreign ownership rights and investment facilitation by BIDA and transport improvements lower operational barriers and ease the way for long-term business expansion (Nasrullah and Rahim, 2024). The increasing focus of the policy on modern retail and service industries further improves investment attractiveness.
· Political Risks: Occasionally, political demonstrations and regulatory delays as well as bureaucratic procedures, can mar business operations. International food-service firms may face a rise in compliance costs in response to changes in import regulation, taxation or licensing requirements. Also, the implementation of administration is sometimes different on the basis of the supportive policies within the government agencies (Sager and Gofen, 2022).
· Implications for Costa Coffee: Proactive stakeholder communication, regulatory compliance and building solid partnerships with the government and local businesses are required of Costa Coffee. This will reduce the volatility surrounding the political situation and allow the company to benefit from Bangladesh's improving investment climate.
[bookmark: _Toc235721308]2.2.2 Economic Environment
Macroeconomic Performance:
Bangladesh is undoubtedly one of the most resilient emerging economies in South Asia, with an estimated nominal GDP of more than $470 billion in 2025. The global inflationary pressures resulted in economic growth slowing, yet GDP growth was still around 4–5% due to the continued resilience of the domestic economy. Inflation rate increased slightly to 8.36% in September 2025 from August 2025 when the country's inflation rate was 8.29% (TBS Report, 2025). Moderate depreciation of the Taka against the U.S. dollar increased import costs while boosting the export competitiveness of Bangladeshi goods. Domestic consumer spending represents about 70% of GDP, indicating the significance of domestic final consumption expenditures.
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Figure 5: Inflation Rate in Bangladesh
Source: (TBS Report, 2025)
Coffee Market and Consumer Purchasing Power:
The organised business of cafes has grown very fast in Bangladesh in the last decade, especially in Dhaka, Chattogram and Sylhet. Rising demand from young professionals, students at universities and affluent consumers have benefited international brands and domestic premium cafés. There are now over 35 million people in the urban middle class in the country, and urbanisation stands at around 41%. The per capita income of Bangladesh is going to increase by $233 to $2,824 this fiscal year (TBS Report, 2022), The influence of social media, Western eating habits and the move to hybrid working have led to a rise in the demand for high-quality coffee experiences. 
Labour Market and Supply Chain:
Bangladesh has a labour force of over 75 million, which could provide a large pool of service providers. Average wages are still much lower than in some of the other Asian markets that Costa Coffee serves, helping the company to keep its operating costs relatively low (Costa Coffee, 2025). The availability of commercial real estate in top-level shopping malls, mixed-use developments, and commercial districts is still increasing in Dhaka and Chittagong. But, due to the low volume of domestic coffee production, Bangladesh imports almost all the commercial coffee beans. 
Critical Evaluation
· Economic Opportunities: Premium coffee retailers have huge long-term demand due to rapid urbanisation, higher disposable income, growing middle-class populations and rising café culture. Bangladesh's regional growth market potential is further enhanced by competitive labour costs and rising consumer spending.
· Financial Risks: High and volatile exchange rates and reliance on imported coffee beans, may lead to higher operating costs and lower short-term profit margins (Durmaz and Zheng, 2023). This high price point can also restrict the reach of a product to a less affluent market segment during tough economic times.
· Long-term Profitability: Despite the current macroeconomic challenges, Bangladesh's demographic profile, continued urbanisation, growing consumer market and increasing demand for high-end lifestyle experiences are the bases for making Costa Coffee profitable in the long term (Costa Coffee, 2025). The unique combination of premium product differentiation, strategic urban site selection and smart supply-chain management gives Costa Coffee the sustainable competitive space and the advantage of the continued economic development in Bangladesh.
[bookmark: _Toc235721309]2.2.3 Legal Environment
Business and Investment Regulations:
Bangladesh has a clear and transparent legal framework for foreign investors to operate retail and food-service companies. The Companies Act 1994 allows foreign companies to form 100% foreign-owned subsidiaries, and the Bangladesh Investment Development Authority (BIDA) and Registrar of Joint Stock Companies and Firms (RJSC) are responsible for facilitating business registration (Masaaki Furusawa and Ishida, 2025). To incorporate a company, it is typically necessary to register the company with RJSC, receive a Trade Licence from the relevant City Corporation, obtain a Tax Identification Number (TIN), get VAT registration and environmental clearance where relevant. 
Food Safety and Retail Compliance:
In Bangladesh, the food-service business is required to meet the quality and safety standards, which are monitored by the Bangladesh Standards and Testing Institution (BSTI) and Bangladesh Food Safety Authority (BFSA) (Uddin, 2025). The Food Safety Act 2013 lays down national food hygiene, labelling, storage and protection standards that restaurants must adhere to in order to ensure high-quality control. The imports of coffee beans, Dairy products and other packaged food are subjected to customs inspection, phytosanitary requirements and BSTI certification as applicable. Bangladesh had a robust mechanism for importing goods from foreign food retailers with value in billions of U.S dollars annually. 
Intellectual Property Protection:
In Bangladesh, the Trademarks Act 2009 is in use that enables international brands to register and protect their IP rights (Md. Josim Uddin and Hossen, 2025). Bangladesh is a member of the World Trade Organisation (WTO) and the World Intellectual Property Organisation (WIPO) and thus observes internationally accepted principles for IP. No legislation exists for the franchise-specific laws, but franchise agreements are binding under general contract law, allowing Costa Coffee to grow through local franchises without compromising its brand name and its own operating systems.
Critical Evaluation
· Regulatory Advantages: International investment agreements, international market entry regulations and established food safety legislation offer a supporting legal framework for Costa Coffee's market entry. Structured business registration procedures, liberal foreign ownership regulations provide a supportive legal environment for Costa Coffee entering the market (Hassan and Rukiman, 2025).
· Legal Constraints: Changing tax laws and import paperwork requirements, and generally less stringent enforcement of trademark infringements, could create higher compliance costs and complexity for operations.
· Impact on Costa Coffee: Costa Coffee needs to have wide-ranging legal compliance systems and to register its trademarks before it enters the market and to be strict with food safety (Costa Coffee, 2025). These measures would ensure a minimisation of regulatory risks, as well as the preservation of brand reputation and sustainable operation in the long term.
[bookmark: _Toc235721310]2.2.4 Cultural Environment
Consumer Lifestyle and Café Culture:
International coffee brands in Bangladesh are presented with great opportunities due to its evolving consumer culture. The population of Bangladesh in 2024 was 173.56 million, an increase from 171.47 million in 2023 (Globalen LLC, 2023). There are more than 10 million working professionals and university students in Dhaka alone who are increasingly turning to cafés as places for business meetings, study and social interaction (Rahman and Anika, 2025). Tea is still the primary drink, but the popularity of coffee has been steadily rising for the last decade, helped by foreign chain stores and high-quality local coffee houses. 
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Figure 6: Population size of Bangladesh in 2024
Source: (Globalen LLC, 2023)

Cultural Preferences:
In general, Bangladeshi consumers like moderately sweet beverages, flavoured coffee, cold drinks and light snacks, instead of strong black coffee (Sanjeen, 2022). Product localisation is thus one of the significant competitive strategies. In Bangladesh, over 90% of the population are Muslim and so food and beverage ingredients must be Halal for consumer acceptance and regulatory compliance. The family atmosphere of the restaurants also has a significant effect on the purchase of food, especially on weekends and religious holidays. As a result, greater seating capacity, family-friendly menus, and locally inspired food options would enhance customer appeal and bolster cultural acceptance for Costa Coffee.
Digital Consumer Behaviour:
Bangladesh has seen a very fast pace of digitalisation with a large number of internet users (78 million), mobile subscriptions (190 million) and smartphone users (70 million) expected to reach by 2025 (TBS Report, 2025). Digital payment platforms like bKash, Nagad and Rocket have become an indispensable part of retail transactions, as they transact more than BDT 1.6 trillion per month. Social media has a significant impact on younger generations' restaurant discovery and purchase decisions, especially Facebook, Instagram and TikTok. 
Critical Evaluation
· Cultural Opportunities: The young people, growing middle class, rising café culture and ubiquity of digitalisation are positive factors for Costa Coffee to build its brand's high-quality customer base in urban areas. There is also further long-term potential due to increasing demand for international lifestyle brands.
· Adaptation Requirements: New menu adjustments will be necessary for Costa Coffee, such as providing halal-certified products, providing sweeter beverage choices, introducing more popular and local snacks and providing family-friendly environments (Uddin, 2025). Competitive price and culturally sensitive marketing strategies will also be crucial for greater market acceptance.
· Brand Localisation Strategy: The company should ensure that it brings together its globally recognised high-quality brand with locally tailored products, digital marketing initiatives, the integration of mobile payment systems and tie-ups with delivery platforms. This approach of localisation would help to increase customer engagement, brand differentiation and competitiveness in the premium café market in Bangladesh in the future, while maintaining a balance.
[bookmark: _Toc235721311]2.3 Market Entry Analysis Using Dunning's Eclectic (OLI) Paradigm
Dunning's Eclectic (OLI) Paradigm states that firms invest in foreign countries when they have Ownership (O), Location (L) and Internalisation (I) advantages, which make their FDI more valuable than other investment methods (Collidu, 2023). This section compares the competitive resources of Costa Coffee with the market attractiveness of Bangladesh and justifies whether to embrace foreign direct investment as a market entry strategy or not after considering their market attractiveness and the reasoning behind internalisation of the operations.
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Figure 7: Eclectic Paradigm
Source: (Collidu, 2023)
[bookmark: _Toc235721312]

2.3.1 Ownership Advantages (O)
Costa Coffee's Strategic Assets:
There are a number of assets which Costa Coffee enjoy as an owner that give it an added degree of international competitiveness. Founded in 1971, Costa has evolved to become one of the world's largest brands of coffeehouses, with over 4,000 cafes in 52 countries, as well as more than 14,500 Costa Express machines and over 10,000 self-serve cafes (Costa Coffee, 2025). The acquisition by The Coca-Cola Company in 2019 for US$5.1 billion offers Coca-Cola a wider reach into its distribution network across over 200 countries and territories. The sourcing, quality management and proprietary roasting processes of Costa's premium coffee provide good product differentiation.
[bookmark: _Toc235721313]2.3.2 Location Advantages (L)
Why Bangladesh?
Bangladesh has a number of distinct geographical advantages which help Costa Coffee's expansion into international markets. In 2025, the nominal GDP of the country was over US$470 billion and the population over 175 million, making it one of the largest consumer markets in South Asia (TBS Report, 2025). Urbanisation was around 41.5, with close to 47% of the population under 30 years of age, who are increasingly favouring international brands of cafes. Despite the temporary inflationary pressures, there has been a strong purchasing activity at the domestic level, evident in the contribution of household consumption to around 70% of GDP. The organised retail sector is still growing with the help of a number of premium shopping malls, commercial complex and mixed-use developments in Dhaka and Chattogram. There were over 78 million Internet users and over 190 million mobile subscriptions, enabling digital marketing and online ordering. 
[bookmark: _Toc235721314]2.3.3 Internalisation Advantages (I)
Why Internalise Rather Than License?
Instead of just going by licensing agreements, it would be helpful for Costa Coffee to manage its business in Bangladesh internally. Through Direct Ownership, Costa can ensure the quality of its coffee and food is maintained from sourcing through to preparation and service to its customers, matching the quality in all Costa locations worldwide. Internalisation also reinforces trademark protection, protects proprietary roasting methods and helps to prevent the dilution of the brand in an emerging market. With first-hand management, Costa can tap into Coca-Cola's worldwide procurement network and ensure efficient management of inventory and supply chain coordination, despite Bangladesh's reliance on imported coffee beans (Costa Coffee, 2025). Foreign Direct Investment is more capital-intensive, but internalisation can provide a better profit in the long run, higher customer loyalty, and a sustainable competitive advantage by maintaining the premium global image of Costa Coffee and meeting consumer expectations in Bangladesh.
[bookmark: _Toc235721315]3. Entry Mode Strategy and Strategic Synthesis
[bookmark: _Toc235721316]3.1 Introduction to Costa Coffee's International Expansion Strategy
The choice of the international entry mode significantly affects investments, control, market risk and long-term competitiveness and is an essential strategic decision (Kormakova et al., 2023). The flexibility and level of resource commitment depends on the circumstances in the host country for the different entry modes. In this section, the company's past international expansion strategy is analysed, and the most prevalent mode of entry is identified and assessed for its effectiveness to recommend the appropriate mode for the company's market entry strategy in Bangladesh.
[bookmark: _Toc235721317]3.2 Historical Pattern Recognition
[bookmark: _Toc235721318]3.2.1 Costa Coffee's Historical International Expansion
Originally established in London in 1971, Costa Coffee began to grow in the United Kingdom through company-owned branches in an effort to keep the brand uniform and have control over the operation (Costa Coffee, 2025). Increased international opportunities led to the company's transition to franchising, which was to help the company expand globally in a faster manner with lower capital investment and risk involved in entering the market. To leverage on local market knowledge and networks, Costa also entered into joint ventures and strategic partnerships in selected markets such as China and the Middle East (Costa Coffee, 2025). It expanded its international reach with the addition of Costa Express, the self-service coffee machines. Since it was acquired by The Coca-Cola Company in 2019, Costa has been expanding globally, using Coca-Cola's global distribution network. 
[bookmark: _Toc235721319]3.2.2 Dominant Entry Mode
The company's international expansion shows that the primary mode of entry has been through the coffee chain's coffee shops. Franchising is a way to achieve rapid market expansion with reduced capital investment and gain from local partners' market knowledge (Punda, 2025). It decreases the amount of investment required, and in comparison, to licensing, it means that standardised processes, training and quality control provide greater operational control. This has been complemented with joint ventures in more complex markets, where collaboration is needed. While there are difficulties in ensuring franchisee performance and consistency of service, Costa has reduced these risks by being careful in the selection of franchisees and ensuring they have standard operating systems. This combination of growth approach and operational control and investment efficiency has proved to be a good compromise for Costa to maintain its competitiveness in the long term.
[bookmark: _Toc235721320]3.3 Strategic Fit and Justification
[bookmark: _Toc235721321]3.3.1 Suitability of the Historical Entry Mode for Bangladesh
The long history of Costa Coffee's business model of franchise ownership, coupled with strategic partnerships, is well-suited to the growing retail market in Bangladesh. The company's history of business models based on franchise and strategic partnerships is well aligned with the evolving retail market in Bangladesh. With a population of around 175 million, increasing urbanisation and a young consumer base, Bangladesh offers significant growth potential for premium café brands. Modern shopping malls, commercial centres and organised retail are growing and there is a greater demand for international café experiences, which bolsters Costa's market entry (Rantala, 2024). The café industry is still price sensitive and largely local, but Costa is able to take advantage of the local partners' expertise in their region, supplier networks and knowledge of consumer behaviour without compromising on global quality. 
[bookmark: _Toc235721322]3.3.2 Risk Assessment
Political, Financial and Operational Risks:
There are a number of risks that Costa Coffee can control in Bangladesh. Political instability and/or regulatory and administrative delays can sometimes impact on business operations. Other regulations also add to the complexity, such as compliance with BSTI, the Food Safety Act 2013, taxation and import regulations. Inflation and the declining exchange rate of Bangladeshi Taka also makes the imported coffee beans and the specialised equipment used in cafés more expensive and the less production of coffee in domestic countries makes them more dependent on imports (Mamun, Ara and Imrul Kabir, 2025). In practice, it is a challenge to keep products and services the same throughout the franchise chain.
[bookmark: _Toc235721323]3.3.3 Evaluation of Alternative Entry Modes
Comparison Matrix of International Entry Modes for Bangladesh:
	Entry Mode
	Resource Commitment
	Control
	Risk
	Flexibility
	Speed
	Sustainability

	Company-owned subsidiary
	Very High
	Very High
	High
	Low
	Slow
	High

	Licensing
	Very Low
	Very Low
	Low
	Very High
	Very Fast
	Low

	Joint Venture
	High
	Moderate
	Moderate
	Moderate
	Moderate
	High

	Franchising
	Moderate
	High
	Moderate
	High
	Fast
	High

	Master Franchise
	Low-Moderate
	Moderate
	Low-Moderate
	Very High
	Very Fast
	Moderate


A wholly owned subsidiary offers the highest level of control, but has a significant investment level and is riskier. Licensing is a quick expansion (low investment in the process) but lacks quality control and branding (Maria Cristina Longo and Canalichio, 2024). Joint ventures are needed for local knowledge, but can cause management difficulties, and master franchising means that Costa has less direct management control. Franchising with strategic alliances, on the other hand, is the ideal model in terms of investment, control, risk and speed of expansion, which is most suitable for Bangladesh.
[bookmark: _Toc235721324]3.3.4 Recommended Entry Mode
The analyses presented in section 2 indicated that the most suitable entry mode for Bangladesh is to be franchised with a strategic local partnership. The comfortable investment climate, the rise of the middle class and the booming café market in Bangladesh offer good long-term investment prospects, and moderate investment helps minimise inflation and currency depreciation risks (Alam, 2025). A local partner will help to ensure compliance with regulations, manage the supply chain and adapt to consumer preferences, even halal, while maintaining Costa's global brand standards. This recommendation also follows Costa Coffee's transnational strategy, which is a compromise between the adoption of global standards and the need to be responsive to local markets, while promoting sustainable international business growth.
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Figure 8: Recommended Entry Mode
Source: (Bhattacharya, 2024)
[bookmark: _Toc235721325]3.4 Conclusion and Recommendations
[bookmark: _Toc235721326]3.4.1 Strategic Conclusion
International growth is the result of a program of strategic partnerships to support the business and to enable rapid expansion with standardisation of the brand and its operational standards. Bangladesh has a huge population, a growing middle class, a growing organised retail network and a rising demand for high-end café experiences, making it a good long-term prospect. While challenges arise from inflation, exchange-rate volatility, and dependence on imports, these risks can be controlled by effective local partnerships and supply-chain management. Overall, the strategic fit of franchising with a strategic local partner is the most favourable strategic fit for sustainable growth and is most in line with Costa Coffee's transnational strategy.
[bookmark: _Toc235721327]3.4.2 Final Recommendations
The following measures are recommended in order to ensure the success of market entry:
· Use a strategic local partner and franchising to achieve a balance between investment, operational control and market responsiveness.
· Before expanding to Chattogram and other major cities, open their first outlets in Dhaka.
· Produce a localised menu of Halal-certified products and flavours according to the consumer preferences of Bangladesh.
· Enhance capabilities in the digital domain with mobile ordering, loyalty schemes and local digital payment systems.
· Have strong franchise monitoring by frequent training, quality assurance and operational audits.


[bookmark: _Toc235721328]Section 2
[bookmark: _Toc235721329]Reflective Account Using Gibbs Reflective Cycle
The Gibbs' Reflective Cycle is a structured method that can be used when reflecting upon learning experiences as described in six stages: description, feelings, evaluation, analysis, conclusion, and action plan (Praveena et al., 2025). The model prompts learners to reflect on acquisition, application and enhancement of knowledge critically and the application of this model is as follows:
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Figure 9: Gibbs Reflective Cycle
Source: (Dubey, 2025)
[bookmark: _Toc235721330]1. Description
The preparation of Section 1 was a systematic research process to analyse Costa Coffee's international strategy and to assess the attractiveness of the Bangladesh market. Firstly, I studied the assessment criteria and determined the important international business theories used for the report. I then collected data from peer-reviewed articles, books, company annual reports, and reputable international sources like the World Bank, International Monetary Fund and Bangladesh Investment Development Authority.
Once I had gathered information, I used logical sections to organise it and then used the appropriate theory. The International Strategy Framework by Bartlett and Ghoshal provided the platform for the evaluation of Costa Coffee's global strategy, while the Eclectic (OLI) Paradigm of Dunning was used to assess Bangladesh as a suitable market for foreign investment. Before choosing franchising with a strategic local partner, I did some comparisons of the other modes of entry into the country. Academic theories were continuously related to business evidence throughout the research process to ensure that the report would be analytical and not descriptive. Baig and Yadegaridehkordi (2023) state that academic research is a systematic process of planning, evaluation of ideas and the incorporation of reliable evidence.
[bookmark: _Toc235721331]2. Feelings
I was confident of the assignment at the start as I had learnt a number of international business concepts in lectures. But I was in doubt while choosing the right framework and data sources that would give me the relevant and latest information on the emerging coffee market in Bangladesh. Also, it was difficult to discuss theoretical issues while not being too academic and to explain the issues in a business context without going over word count.
As I continued my study, I began to feel more confident as I gained in my understanding of how the theories and real-world evidence can be integrated. The lectures, recommended readings and class discussions allowed me to gain insight into the use of international business frameworks for actual organisational decisions, rather than just theory. Mishra (2023) believes that meaningful learning takes place when theory is transferred to practice and is relevant to the context. This is exactly what happened for me on this assignment.
[bookmark: _Toc235721332]3. Evaluation
In general, I feel my research was successful because I'm using several credible academic and professional sources, which makes the analysis credible. However, I used Bartlett and Ghoshal's framework combined with Dunning's OLI Paradigm to allow me to critically explain the reason for Costa Coffee's expansion and did not just describe it. Shaheen et al. (2023) note that the multiple sources of trustworthy data enhance the credibility of research and aids in reaching evidence-based conclusions.
I did make some observations, though, which I termed as areas for improvement. It was quite a time-consuming process to ensure that the statistics in the recent market were correct, as they often differed from one source to the next. As a result, I had less time than I had to revise the report and beef up some important discussions. The assignment was well presented, but parts of it could have contained more detailed comparisons between options for the strategy before the final recommendation. This reflection has made me realise how important it is to be able to critically evaluate and manage my time more effectively in the future.
[bookmark: _Toc235721333]4. Analysis
This assignment illustrated that effective research for international business is not just about collecting information, but also critically analysing, synthesising evidence and applying the correct theory to the research. As part of this, I discovered that rather than talking about academic models and academic evidence in isolation, they can be combined throughout the research process. For instance, the International Strategy Framework (ISF) of Bartlett and Ghoshal has helped me to articulate the balance that Costa Coffee strikes between global standardisation and local responsiveness, whereas the Eclectic (OLI) Paradigm of Dunning has enabled me to explain why an expansion to Bangladesh is a suitable market. Lu et al. (2023) propose that it is best to use strategic management frameworks of great value when they are applied to real business situations, rather than when they are described as abstract entities.
One of the other key lessons was determining the validity of research materials. As I gathered economic and market statistics, I became aware of variations in the statistical information provided by different sources and had to be careful when comparing them to choose evidence for this report. This boosted his skills in evaluating the reliability, relevance and validity of information, a key component of creating high-quality academic writing. Ncube and Ngulube (2024) say that the ability to critically evaluate several data sources can help enhance the quality of research and draw informed decisions.
[bookmark: _Toc235721334]5. Conclusion
The completion of Section 1 clearly enhanced my research, analytical, and academic writing skills. I did a systematic study and applied the international business theories to gain insights into Costa Coffee's international expansion strategy and its market potential in Bangladesh. I was able to combine theory with practice, but I also identified a need to develop critical evaluation and time management. Overall, I feel more confident in performing independent research and will be able to produce more analytical and evidence-based assignments in the future after reflecting on the entire learning process.
[bookmark: _Toc235721335]6. Action Plan
	Area for Improvement
	Action
	Timeline
	Expected Outcome

	Critical analysis
	Practise evaluating alternative strategic options using additional international business case studies and journal articles.
	Next 2 months
	Stronger analytical and evaluative writing.

	Research skills
	Use more peer-reviewed journals from Google Scholar and Scopus before consulting secondary sources.
	Ongoing
	Improved academic credibility and stronger evidence.

	Time management
	Prepare a detailed assignment schedule with milestones for research, drafting and proofreading.
	Immediate
	Better organisation and higher-quality submissions.

	Theory application
	Continue applying international business models to contemporary multinational case studies.
	Throughout the semester
	Improved ability to integrate theory with practice.
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