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Executive Summary 
This report analyses the competitiveness in the Indian Furniture retail market, in terms of its size, scope, and economic importance. At the same time, it assesses the strategic status of IKEA in this market. The analysis uses the global business models such as the Diamond Model proposed by Porter, the PESTLE Analysis and the CAGE Model to evaluate the business environment and the strategic elements of foreign retail expansion. Results have shown that the high number of consumers in India, recent urbanisation and digitalisation give good potential to multinational retailers. Nevertheless, the regulatory issues, cumbersome logistics and cost-price sensitive customers pose a challenge to operations. Generally, localisation and supply chain integration efforts as well as omnichannel retail operations of IKEA have enabled it to find itself in a position to take advantage of the rising middle classes as well as the growing pace of urban housing needs in India.
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[bookmark: _Toc224593634]Section 1 – International Business Report
[bookmark: _Toc224593635]1. Introduction
Globalisation has greatly enhanced the global growth of the retail companies, as multinational companies are now able to move to the emerging markets with good growth potential. Furniture retail business in India is among the biggest and most rapidly developing markets in the whole world as a result of the rapid urbanisation, increasing disposable incomes and transforming consumer tastes. In this regard, India has been accorded greater strategic consideration by foreign multinational companies as an expansion destination. A good example of this is IKEA, which has penetrated the Indian market to exploit its growing consumer base. Hence, this report examines the Indian retail sector and assesses the forces that define the Indian operations of IKEA with respect to the appropriate international business frameworks.
[bookmark: _Toc224593636]2. Industry and Country Overview
[bookmark: _Toc224593637]2.1 Overview of the Indian Retail Industry
The retail business can be defined as the distribution and sale of products and services to the final consumer through traditional physical stores and online services. Retail systems have a vital economic role in the economy, and they are known to connect production with consumer demand and also in the flow of goods in a national market. Scholarly studies focus on the fact that in developing economies, the retail industries are usually characterised by a hybrid model of small retailers and organised retail and digital systems (Mukherjee and Wood, 2021). India is one of the massive retail markets in the world, as it has a very large population, a growing middle class, and rising urbanisation. The industry has a gross domestic product (GDP) contribution of more than 10% in India and 8% of the national workforce, which underscores its huge contribution to the overall structure of the development of the country (India Brand Equity Foundation, 2025). In addition, the Indian retail market is estimated to be up to US 1.06 trillion in 2024 and is expected to increase to nearly US 1.93 trillion by 2030 with the increase in disposable incomes and consumer demand (Deloitte, 2025).
The co-existence of organised and unorganised retail formats has been a major feature in the retail structure of India. The sector is still dominated by traditional neighbourhood stores, otherwise known as kirana stores, whilst the organised retail chains and shopping malls have spread at a very fast rate in urban centres. According to Rajaguru et al. (2024), this cooperative design is indicative of the fact that the new economies with informal retail systems still play a large role alongside the new modern retail systems. E-commerce has contributed to the acceleration of retail transformation, with more people accessing the internet and making online payments, allowing them to shop for products online. It is estimated that the e-retail market will achieve USG 170-190 billion gross merchandise value by 2030 as a result of the increasing number of over 270 million online shoppers (India-Briefing, 2025). The current report targets the home furnishing industry in India. This industry comprises household furniture, decoration, and interior equipment retailers who market their merchandise utilizing massive format establishments and online channels. The emphasis is especially timely since IKEA is in this niche market of specialised retail, and is a market competitor of the organised furniture market.
[bookmark: _Toc224593638]2.2 Economic Importance of the Industry
The furniture retail industry is of importance to the national economy as it transforms household demand into employment, enterprise creation and supply chain action in the food, apparel, consumer goods and home products. There were 7.34 crore establishments in the unincorporated non-agricultural sector in 2023 to 2024, of which approximately 27% were involved in the retail trade, representing the extent to which retail has penetrated daily economic life and local entrepreneurship (Government of India, 2025). This form is particularly significant to the small and medium enterprises since kirana stores, distributors, transport operators and local manufacturers all engage in retail value chains that extend to urban and rural consumers. Retail transformation in Asia, according to research by Reardon and Timmer, alters procurement systems, logistics and the relationships between suppliers in addition to an increase in the number of stores.
The second significant cause of the sector's significance is consumer demand. Retail is presented by Invest India as one of the largest employment sectors in the country, whereas Bain and Flipkart project that in 2024, India counted over 270 million online customers, which means that both offline and online shopping platforms have facilitated the growth of consumption (Bain and Company, 2025). Such a demand is also gradually determined by omnichannel retail, wherein stores, applications and delivery chains work in unison. Journal evidence by Vhatkar and co-authors reveals that customer experience and operational performance in the Indian retail industry are enhanced with the adoption of the omnichannel with the support of digital capability. Figure 1 highlights that retail efficiency has also turned into digital payments. There was a yearly growth in the UPI by 16.58 billion transactions processed by 23.49 lakh crore, according to PIB data, which points to payment system and logistics infrastructure being now key pillars of retail competitiveness (Ministry of Finance, 2024).
[image: ]
[bookmark: _Toc224593616]Figure 1: UPI: Revolutionising Digital Payments in India
(Source: Ministry of Finance, 2024)
[bookmark: _Toc224593639]2.3 Major Domestic and Foreign Firms
The furniture retail market in India is determined by strong domestic conglomerates and very concentrated foreign entrants who compete using various value propositions. The scale and ecosystem integration of Reliance Retail and the disciplined low-price grocery retailing of DMart mean it will be in the lead and follow, respectively. Tata retail business, which is well represented by Trent, is positioned in the sphere of fashion and lifestyle development. Amazon and Walmart are the main competitors of foreign companies in terms of e-commerce and marketplace capacity. IKEA specialises in low-cost home furnishing with large-format experiential retail stores, and Decathlon specialises in specialist sports shops. This heterogeneity indicates that the Indian market also favors format-based strategy, and does not favour one universal model (Reliance, 2024).
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[bookmark: _Toc224593617]Figure 2: Key Performance Indicators
(Source: Smartindia, 2024)
Figure 2 indicates that the positioning in the market is distinctly different among companies. Cost discipline and value pricing model are the strengths of DMart, with revenue of 49,533 crore and 365 stores in 2023 to 2024 (Smartindia, 2024). Breadth and ecosystem coverage are the competitive strategies of Reliance Retail, whereas IKEA and Decathlon rely on category specialisation and do not follow the example set by the domestic grocery chains. The presence of Walmart in India in the form of Flipkart and the six Indian store outlets of IKEA indicates that foreign companies tend to enter selectively and not in the entire retailing format.
	Company
	Origin
	Strategy
	Segment

	Reliance Retail
	India
	Large scale omnichannel operations
	Grocery, fashion, electronics

	DMart
	India
	Low-cost retail model
	Food and household goods

	Trent
	India
	Fashion focused expansion
	Apparel retail

	Amazon
	United States
	Digital marketplace platform
	E commerce

	Walmart via Flipkart
	United States
	Online retail ecosystem
	Value retail

	IKEA
	Sweden
	Affordable home design
	Furniture

	Decathlon
	France
	Specialist sports retail
	Sports goods


[bookmark: _Toc224593618]Table 1: Major Retail Firms in India
(Source: Self-developed)
[bookmark: _Toc224593640]3. Porter’s Diamond Model Analysis
The Porter's Diamond Model can be used in critically examining the competitiveness of the Indian furniture retail industry because the model evaluates the impact of national conditions on industries performing in the global markets. According to the model, four major determinants are recognised, which are factor conditions, demand conditions, related and supporting industries, as well as firm strategy structure and rivalry. These determinants are interactive enough to influence industry competitiveness and innovation in the global market (KULOĞLU, 2023). Using this framework will give a systematic explanation of why India has emerged as a favourable destination for both local and foreign furniture retail companies.
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[bookmark: _Toc224593619]Figure 3: The Diamond Model of Porter
(Source: Inspired by the ideas of KULOĞLU, 2023)
[bookmark: _Toc224593641]3.1 Factor Conditions
Factor conditions are the presence of resources like labour, infrastructure, technology and skills which help in the development of the industry. India enjoys the advantage of having a big labour force that facilitates its furniture retail operations in both physical outlets, logistics systems and online trading systems. The population of people working in India was above 64.33 crore in 2023-24, which gives it a good labour pool in the retail distribution, warehousing and service employment (PIB Headquarters, 2025). Retail trade, one of the major non-agricultural income-earning sources in the country, boosts the operational capacity and competitive cost of the sector.
The efficiency of the retail supply chains has also become better due to infrastructure development. The Ministry of Commerce estimates that the business will grow to a logistics market of about US 380 billion by 2025, with the expansion of new highways, freight corridors and warehousing centres, broadening the national distribution networks (Global Investors Summit, 2025). Through these advances, retailers are able to distribute goods in a more efficient manner over a wide geographical area.
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[bookmark: _Toc224593620]Figure 4: Internet users in India
(Source: Statista, 2025)
Figure 4 displays that competitiveness is further increased by digital infrastructure. There are over 1437.89 million internet users and a high level of smartphone users, and this situation helps digital retailing platforms and online buying behaviour in urban and semi-urban markets to develop in India (Statista, 2025). Szozda (2023) proved that digital connectivity is a significant factor in changing retail business and facilitating the omnichannel approach in the new economy. These factors combined present favourable conditions in production and expansion of retail. These conditions of factors enhance competitiveness of the Indian furniture retail sector because of cost advantages, availability of cheap labour and enhanced efficiencies in its supply chain and logistics. In the case of multinational retailers like IKEA, these conditions allow efficient operations of stores, supply chain management and expansion of the large-format stores in the main urban markets.
[bookmark: _Toc224593642]3.2 Demand Conditions
Demand conditions are those features of consumers in the country and their impact on the development of the industry. The population size of India presents it with one of the largest consumer markets in the world, given that with more than 1.4 billion people, according to the 2024 (India Brand Equity Foundation, 2025). High population will create high consumer demand in food items, fashion, electronics and household items that directly contribute to the retail development.
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[bookmark: _Toc224593621]Figure 5: Consumer Expenditure in India
(Source: Weforum, 2019)
Growth in the population of middle-class households and increased income levels have greatly enhanced the purchasing power. Figure 5 shows that urban markets are shifting towards consumer spending as incomes increase. The consumption of Metro grows to 18%, and boom towns grow to 7% in FY05 and 2030, respectively (Weforum, 2019). This trend indicates that there will be greater retail demand in the growing urban middle-class markets. Consumers are now insisting on products of high quality, brand variety and more shopping experiences as their disposable income grows.
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[bookmark: _Toc224593622]Figure 6: Degree of urbanisation in India
(Source: Statista, 2024)
The urbanisation also contributes significantly towards the consumer demand. Over 34.8% of the population in India now resides in urban centers and according to this ratio, the population is ever rising as there is a migration to the cities, which is enhancing employment and consumption rates (Statista, 2024). According to Aithal et al. (2023), urban customers are more likely to shift towards modern forms of retail faster since they put more emphasis on convenience, product diversity and online payment solutions. As a result, a robust domestic demand makes the retailers increase their store chains and invest in digital platforms. The Indian furnishing retail market has good domestic demand, thus making it more appealing to international companies. In the case of firms like IKEA, growth of the middle class, urbanization of housing and shifts in lifestyles demand high demand of low-cost home furnishing products and emerging retail trends.
[bookmark: _Toc224593643]3.3 Related and Supporting Industries
The creation of the related and supportive industries enhances the competitiveness of the retail industry through supply chain, production system and distribution efficiency enhancement. India has a strong manufacturing base that is used to manufacture consumer goods like textiles, food products, and electronic and domestic products that are distributed via the retail channels. Government policy programmes like the Production Linked Incentive scheme promote investment in manufacturing that has an indirect impact of enhancing retail supply chains through the availability of more products and the capability to source the products in the domestic market (Make in India, 2025). The retail competitiveness is of special importance to the logistics and warehousing industries. The Indian logistics industry is worth about US 250 billion in 2023, and it will grow substantially due to the need for e-commerce and organised retailing to have access to more rapid distribution networks (IBEF, 2025). Inventory facilities in the metropolitan areas have grown fast to accommodate distribution to retailers and fulfilment of online orders.
The second supporting industry is the digital platforms. Fintech systems also provide secure digital payments, as the number of consumers that can be reached by retailers through online marketplaces like Amazon and Flipkart exceeds millions of users. In India, billions of transactions are completed each year using digital payment systems via such platforms as Unified Payments Interface, which has revolutionised retail purchasing behaviour. Palmié et al. (2022) indicated that the digital ecosystem can greatly benefit retailing efficiency and customer access through the blending of logistics technologies, information analytics and payment processes. Such interrelated industries are therefore vital towards enhancing the competitiveness of the retail industry. These complementary industries promote the efficiency and competitiveness of Indian retail ecosystem. To multinational corporations like IKEA, availability of powerful manufacturing systems, logistics systems and digital payment systems enhances the efficiency of the supply chain, as well as enable retailers to access a significant number of customers nationwide.
[bookmark: _Toc224593644]3.4 Firm Strategy, Structure and Rivalry
The strategic structure of firms and competition is highly important when it comes to determining the competitiveness in the Indian retail sector. As per the findings of Kumar (2023), this market is defined by intense competitive rivalry in the presence of domestic conglomerates, specialised retailers and foreign firms both in real and online stores. Domestic competitors like Reliance Retail and DMart are competing using various strategies like cost leadership and expansion of scale. In the meantime, foreign companies like Amazon and IKEA present high-end supply chain models and digital retailing and promote innovation, efficiency, and enhanced customer value throughout the industry. The competitive nature of the Indian retail industry is high hence promoting innovation, cost-efficiency and better services to customers. In the case of IKEA, the localisation strategies, competitive pricing and integration of physical and digital retail channels are the only approaches that allow it to adapt continuously to this competitive environment.
[bookmark: _Toc224593645]4. Analysis of IKEA in India
[bookmark: _Toc224593646]4.1 Overview of IKEA’s Global Business
IKEA is a large furniture and home furnishing retailer, which is based in the world. Ingvar Kamprad established the company in 1943 in Sweden and has grown to become a global brand, which has affordable and practical home products. IKEA is a company that operates under the INGKA Group and Inter IKEA Group and has over 460 stores in over 60 countries globally, indicating its great presence in the global retailing business (Ikea, 2024).
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[bookmark: _Toc224593623]Figure 7: The IKEA business in FY24
(Source: Ikea, 2024)
In 2023, IKEA recorded retail sales of about €47.6 billion as part of the ongoing demand for its products across the world (Ikea, 2024). The main principle of IKEA is cost leadership based on effective supply chain management and mass sourcing. One aspect of the business model that is used to differentiate the firm is the flat pack furniture design that helps to save transportation and storage costs, as well as enables customers to assemble the products themselves. This model enhances operational efficiencies and competitiveness of prices in the markets. IKEA also places a high emphasis on customer experience with big-box stores that are characterised by product showrooms, home inspiration displays and built-in digital services. Sustainable sourcing and long-term design innovation are the two components of the global competitive strategy of the company.
[bookmark: _Toc224593647]4.2 Entry Strategy into India
IKEA used the long-term entry mode of market in India, which was founded on foreign direct investment, localisation of supply chain and incremental store growth (Chichilanov, 2022). In the international market, the direct investment approach is frequently employed by multinational companies in major emerging economies to retain the brand identity and operational strategy. IKEA used this strategy and adopted a wholly owned retail business since the Indian government allowed 100% foreign direct investment in single-brand retail. The company officially entered the Indian retail market in 2018 when it launched its first large-format store in Hyderabad with an investment of about 10,500 crore rupees in long term expansion throughout the country (NDTV, 2024). The Hyderabad store was a good strategic entry point since the city portrays good urbanisation, consumer demand that is technology-oriented and availability of major logistics networks. Studies examining the growth plan of IKEA highlight that the firm picks metropolitan sites with high population density and increasing middle-class consumption rates to guarantee there will be adequate demand in the market to consume its store format, which is large.
Localisation of supply chain and sourcing locally in India is the other expansion strategy of IKEA. To lower the costs of imports and adjust to the local consumer preferences, the company is progressively getting the furniture materials and home products that it requires in India because of the low cost of the manufactured goods. The recent expansion strategies show that IKEA plans to expand its domestic sourcing and exports out of India and keep developing its physical stores and online stores (Praveen Paramasivam, 2026). The history is an evidence of a gradual entry strategy whereby IKEA initially created brand awareness by having flagship stores and then extended to other urban markets at a gradual pace with the support of digital retail stores.
[bookmark: _Toc224593648]4.3 Market Attractiveness Analysis 
PESTLE
	PESTLE Factor
	Key Conditions and Evidence

	Political factors
	· India has a steady democratic system of governance and this helps promote long term international investments.
· Having foreign direct investment in single-brand retail trading, 100% of the government policy is permissible (India-briefing, 2020).
· India received almost US71 billion in foreign direct investment inflows in 2023 (Ministry of Commerce & Industry, 2023).
· Government programs like Make in India have the intention of consolidating manufacturing and supply chain locally.

	Economic factors
	· India is among the rapidly expanding large economies whose GDP is projected to increase by 7.2% in 2023 (Worldbank, 2023).
· Disposable incomes have grown and there is a burgeoning middle-income population that has boosted the demand of consumer products and home furnishing products in the up towns.
· The retail market in India has been estimated to be around US 1.06 trillion in 2024 and its value is expected to increase to almost US 1.93 trillion by 2030 (IBEF, 2025a)

	Social factors
	· In India, there are over 1.48 billion people as of 2024 (Statista, 2026).
· The pace of urbanisation is rapid, which has changed the lifestyle of consumers because more families are relocating to urban regions and requiring modern shopping facilities.
· Young people are becoming more use to brand product, contemporary home furnishings and organised shopping malls.

	Technological factors
	· In India, there has been one of the world's fastest digital transformations where the number of internet users is reported to be over 900 million in 2024 (Statista, 2025)
· This is due to the increased online payment and mobile commerce that have allowed retailers to combine online technologies with brick-and-mortar stores using omnichannel strategies.
· E-commerce network and digital logistic technologies help the retailers access the consumers in geographically diverse markets.

	Legal factors
	· Retail business in India is regulated according to the policies concerning foreign investment, consumer protection and product quality standards.
· India is the 63rd out of 190 economies that were included in the World Bank Ease of Doing Business index (Tradingeconomics, 2021).
· Consumer protection laws guarantee safety of products, quality of the product, and fair practice during trade in the retail sector.

	Environmental factors
	· India is bound to attain net-zero carbon emission by 2070 (Climate Action Tracker, 2024).
· The renewable energy capacity installed in the country has been over 180 gigawatts.


[bookmark: _Toc224593624]Table 2: PESTLE Analysis 
(Source: Self-developed)
The PESTLE analysis reveals that India presents a huge potential to multinational retailers as the combination of favourable macroeconomics, regulatory reforms and the changing consumer behaviour combine to provide a potent opportunity. The political environment and government rules and regulations have been made more favourable to foreign retail investment as they have liberalised the foreign direct investment policies. as per the opinion of Alex-Omiogbemi et al. (2024), regulatory transparency and consistent institutional systems positively affect the attractiveness of the market to multinational organizations because it lowers entry barriers and uncertainty in investment.
The economy also renders India a retail destination even more. High GDP growth and the increase in the level of disposable income enhances the consumer spending on household items, furniture and lifestyle goods. Kang et al. (2022) noted that the emerging economies with high income growth provide large opportunities to global retailers owing to the increase in purchasing power of their consumers who are willing to buy higher quality and branded goods. The shift in the economy allows businesses like IKEA to have customers in the urban middle-class families that want to buy products of home furnishing that are not very expensive and yet well furnished.
These opportunities are solidified by the social and technological changes, which redefine the consumption patterns and the retailing infrastructure. Urbanisation and demographic shift have resulted in young consumer base which is more welcoming to structured forms of retailing and foreign brands. Meanwhile, the fast penetration of the internet and online payment systems allow retailers to market both in-store and online. As stated by Mishra et al. (2024), investigations of omnichannel retail systems focus on the fact that digital technologies enhance the access of customers remarkably, the efficiency of supply chains, and data-driven decision making in contemporary retailers.
In spite of such favourable conditions, multinational retailers have some challenges when operating in India. Legal standards involved in domestic sourcing and regulatory compliance may be in addition to complexity in operations, and sustainable production (Tradingeconomics, 2021). As a result, supply chain practices by the firms may be demanded by the environmental sustainability aspect of operations. Nevertheless, those companies which effectively modify their regulations to the market dynamics in India, local standards and population tastes, are bound to become competitive in the long run in the fast-growing retailing market in India.
[bookmark: _Toc224593649]4.4 Cultural and Institutional Factors
CAGE Framework
	CAGE Dimension
	Key Conditions and Implications for IKEA

	Cultural distance
	· Indian consumers are used to wooden durable furniture wherein IKEA was required to adjust to local preferences, which was its modular furniture.
· As per Shailesh et al., (2025), multifunctional home products are likely to be in demand because of strong cultural focus on family living spaces.

	Administrative and institutional distance
	· In India, full ownership of a single brand retail is haveable but there is compulsory sourcing locally which affects the IKEA procurement strategy.
· Retailing laws and licensing practices at the state level demand that there be conformity to national and regional governance patterns.

	Geographic distance
	· India is very large in geographical size, which has complicated distribution channels and transportation.
· Different regional markets demand location and store specific supply chain strategy and planning.

	Economic distance
	· Inter-regional income inequality affects pricing strategies and buying capability of products.
· Growing urban middle income will generate demand of cheap modern furniture to serve the households within the metropolitan regions.


[bookmark: _Toc224593625]Table 3: CAGE Framework 
(Source: Self-developed)
The CAGE framework describes how the cultural and institutional differences determine the operations of IKEA in India. As per Shailesh et al. (2025), local lifestyles demanded a cultural difference that made IKEA fit its product line and retail experience to cultural lifestyles. The company also provided smaller dimensions of furniture and kitchen designs that would fit smaller urban housing with colours and materials that are highly preferred locally. Operation strategy is also subject to institutional conditions since there are regulatory measures of retail such that companies must source a percentage of their products locally. According to academic study, multinational companies that drive into emerging countries need to adjust organisational strategies to the institutional settings so as to gain long term legitimacy and efficient operations (Gomez-Trujillo et al. 2024). Consequently, IKEA has developed the number of Indian manufacturers and suppliers to meet the sourcing conditions and lessen the reliance on imports. Income disparities and the geographic variability within India necessitate regional differentiation of the company using retailing physical stores in major cities and telemedicine platforms that covers more dedicated markets.
[bookmark: _Toc224593650]4.5 Strategic Challenges and Opportunities
Challenges 
IKEA also has a number of structural issues when it comes to its expansion in India that concern market conditions and regulation. Price sensitivity amongst customers has been high and the company has to maintain continuous pricing adjustments and provide low end products. It is also subject to pressure on differentiation by the competitions of domestic furniture retailers and informal manufacturers. Furthermore, specific to India, the large geographic size and the infrastructural disparities also add to the logistics and distribution complexity. Along the current studies on retail internationalisation, it suggests that multinational companies joining new markets encounter supply chain and other regulatory adjustment issues that influence operation effectiveness (Suwanposri et al. 2025).
Opportunities
There are also significant growth prospects of IKEA in India as there are favourable demographic and economic conditions. The rapid urbanisation and rising housing markets are boosting the need to have compact and functional home furnishings that can fit the smaller urban homes. An increase in the level of the middle-income encourages expenditure on home improvement and luxury items. Also, online retail will allow IKEA to combine brick-and-mortar shops with virtual outlets, as well as bridal services. Nagy et al. (2024) showed that digital channels are also very effective in enhancing the customer access in the new markets and the effectiveness of retailing. 
[bookmark: _Toc224593651]5. Conclusion
This report evaluated the competitive nature of the Indian retail market and the strategic location of IKEA in the market. The discussion indicates that the Indian retail market is very competitive because of the presence of powerful national companies, accelerated digitalisation and rising consumer market. Macroeconomic conditions such as urbanisation, economic growth, and technological advancements make India better than other markets for international retailers. Nevertheless, new regulatory requirements and customers, who pay attention to prices, stipulate the necessity of careful strategic adjustments. To sum up, the localisation strategy, Supply chain integration and omnichannel retail approach put IKEA in a good position to take advantage of the middle-class population growing in India and urban housing demands in the long run.

[bookmark: _Toc224593652]Section 2 – Reflective Account
[bookmark: _Toc224593653]6.1 Description
The current assignment included the analysis of the international business environment of a chosen country industry combination and the assessment of the functioning of a multinational firm with the help of the appropriate analytical frameworks. I chose the Indian retail industry due to the fact that it is one of the most rapidly growing consumer bases around the world and gives good demonstrations of how to enter the international market. IKEA was selected to be studied due to its unique retailing model and its growing market in India. The process of the research presupposed the gathering of statistical information from government and industry sources and also the examination of academic literature on international business strategy and market expansion of retailers, which are essential in explaining the analytical discussion.
[bookmark: _Toc224593654]6.2 Feelings
In the first part of the assignment, I was optimistic when it came to choosing the topic since the retail sector in India has been in the limelight in the recent past. Nonetheless, I was also concerned with the processes of collecting credible information and efficiently using theoretical models. The study took particular consideration of several scholarly and business materials so that credibility was given to the research. In the beginning, there was a difficulty in combining theories with real-life evidence since the international business concepts may be complicated. However, as the study went on, I found greater confidence in the analysis of the retail market and understanding of how international companies make adjustments to their strategies when entering emerging markets.
[bookmark: _Toc224593655]6.3 Evaluation
The assignment had a number of elements that were especially successful in the process of research and writing. A good thing was that it was possible to integrate statistical information with theoretical models in order to explore the competitiveness of the Indian retail industry. Relying on analytical tools like the CAGE framework and the Diamond Model of Porter assisted in the organisation of the discussion and connecting the macro environmental factors to the company strategy. A study by Porter has pointed out that the strategy and national conditions hold a significant basis for competitive advantage in any global industry, and this has supported the analysis applied in this report. Nevertheless, certain challenges also appeared in the process. It was time-consuming to gather high-quality and up-to-date statistical data by comparing several databases and governmental publications. Moreover, understanding the international business structures and implementing them in the case of a company in real life meant a scrutinised analysis. Sun et al. (2021) emphasised that multinational companies have to change their strategies according to institutional settings when entering the emerging markets, which necessitated the critical interpretation of the available evidence. In spite of these, the research process enhanced my skills of analysis and academic writing.
[bookmark: _Toc224593656]6.4 Analysis
This assignment went a long way in enhancing my knowledge of the international business strategy and the dynamics of international market expansion. Among the learning outcomes, I realised the magnitude of impact of macro environmental factors on decisions made by multinational companies. The nature of political regulation, economic, cultural differences, and technology infrastructure all influence the design of the entry strategies and the models of operations within the firms. As inspired from the findings of Bhuiyan et al. (2023), companies going global should closely examine institutional environments and adjust their strategies in response to attain the sustained competitive advantage.
The other lesson which proved valuable was the role played by the world consumer markets. The Indian retail industry is an example of how the shift in demographics, urbanisation and increase in income levels gives great opportunities to multinational companies. In a case study of the IKEA company, the way the company has evolved product design, supply chains and price models in accordance with local consumer demands was evident. Lin et al. (2023) showed that effective international companies develop the ability to incorporate both global standardisation and localisation to solve the market-specific challenges.
In this assignment, I was also able to distinguish the significance of technological progress in contemporary retail economies. E-commerce and digital infrastructure also enable organisations to integrate offline stores with online platforms so that they can reach consumers more effectively. These lessons made me and my grasp of the practice of international business strategies stronger.
[bookmark: _Toc224593657]6.5 Conclusion
In general, this assignment was helpful to learn how global business strategy is related to the conditions of the national market. The research project enhanced my knowledge regarding the manner in which multinational firms survey economic, cultural and regulatory windows before venturing into foreign markets. I also gained better academic research, data analysis, and the ability to implement theory in actual business practices. The analysis of the Indian retail market revealed the prospects for the growth of emerging markets and their need for strategic adjustment by the international companies. The most important thing learned during this assignment is that making international expansion a failure relies on both an effective global strategy and sensible local market intelligence.
[bookmark: _Toc224593658]6.6 Action Plan
	Development Area
	Action Steps
	Time Frame

	Improve academic research skills
	Use academic databases such as Google Scholar and Scopus 
	Within 2 weeks

	Strengthen analytical skills
	Practise applying international business frameworks 
	Within 1 month

	Enhance data interpretation
	Regularly analyse economic reports and statistical data 
	Within 1 month

	Develop professional knowledge
	Follow industry reports and case studies 
	Within 2 months

	Career application
	Apply international business strategy knowledge 
	Within 3 months


Table 4: Action Plan
(Source: Self-developed)
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‘With around 800 home furnishing suppliers in more
than 50 markets and over 140 global food suppliers.

9,500
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compared to FY23. The drop is mainly due to lower prices.
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