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1. Introduction 
[bookmark: _Toc234975911]1.1 Background
International market expansion is a key strategic approach that enables multinational corporations to achieve sustainable growth, diversify business risk and strengthen long-term competitive advantage through access to new markets and customers (Peng, 2022; Hill, 2022). Dabur India Ltd. is an India's leading Multi-National FMCG Company engaged in the manufacturing of Ayurvedic Health Care, Personal Care and Food Products. The company's brand Dabur, Vatika and Real has a strong international presence as it has established itself in Asian countries including the Middle East, Africa and some Western markets (Dabur India Ltd., 2026).
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Figure 1. Current International Presence of Dabur India Ltd.
Source: Adapted from Dabur India Ltd. Annual Report (2026).
Dabur has a wide footprint in the international market, as shown in Figure 1, but not among the significant players in Mexico. The growth of the health and wellness industry and Mexico's strategic location in North America, given its extensive consumer base, render the country an appealing site for future expansion for companies (World Bank, 2025; OECD, 2025). 
[bookmark: _Toc234975912]1.2 Aim of the Report
This report critically reviews the feasibility of Dabur India's internationalization to Mexico, examines the company's global strategy, macro-environment of Mexico, uses Dunning's OLI model and suggests the best market entry option.
[bookmark: _Toc234975913]1.3 Structure of the Report
Firstly, the report examines the international strategy of Dabur India and assesses the potential of the Mexican market before proposing a suitable method of the entry. It will end with a reflective account using Gibbs' Reflective Cycle. 
[bookmark: _Toc234975914]

2. Organisational Classification and Global Strategy 
[bookmark: _Toc234975915]2.1 Company Overview
Established in 1884 and known for their expertise in Ayurvedic healthcare, personal care, and food and beverage products, Dabur India Ltd. is one of India's leading multinational fast-moving consumer goods (FMCG) companies (Dabur India Ltd., 2026). The company sells over 250 products under internationally known brands such as Dabur, Vatika, Real, Hajmola, Fem and Meswak. It has expanded internationally with manufacturing facilities, subsidiaries and distribution network in emerging markets such as the Middle East, North Africa, South Asia and selected developed economies. Dabur's global presence plays a major role in its revenue, which is a testament to its effective global diversification strategy (Dabur India Ltd., 2026).
	Region
	Countries
	Major Brands
	Business Activities

	Middle East & North Africa
	UAE, Saudi Arabia, Egypt
	Dabur, Vatika, Meswak
	Manufacturing, Sales & Distribution

	South Asia
	Nepal, Bangladesh, Sri Lanka
	Dabur, Real
	Manufacturing & Distribution

	Europe & North America
	United Kingdom, United States
	Vatika, Dabur
	Export and Distribution


Table 1. Overview of Dabur India's International Operations
Source: Adapted from Dabur India Ltd. Annual Report (2026).
Its global footprint signifies its ability to cater to local preferences while also having a distinct advantage in global markets through its rich Ayurvedic roots. 
[bookmark: _Toc234975916]2.2 Strategic Classification Using Bartlett and Ghoshal's Framework
Bartlett and Ghoshal (1989) have suggested four international strategies depending on the ratio of global integration and local responsiveness namely international, multidomestic, global and transnational strategies. Dabur's international activities are most similar to the transnational strategy, where the company strives for both global efficiency and product, marketing, and distribution adaptations to local market conditions (Bartlett and Ghoshal, 1989; Hill, 2022). 
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Figure 2. Bartlett and Ghoshal's International Strategy Framework
Source: Adapted from Bartlett and Ghoshal (1989).
In addition, Dabur standardises its core competencies, such as research for Ayurvedic products, product innovation and brand reputation, and adapts product formulations, packaging and marketing messages to suit the local tastes and preferences of consumers and any applicable regulations (Dabur India Ltd., 2026). By implementing this strategic approach, the company will benefit from economies of scale and improve the responsiveness of its operations in the culturally diverse regions. But there is need for significant research, supply chain coordination and international management skills, which add to operating complexity and costs (Peng, 2022) to balance the need for integration with the need for adaptation at the local level.
[bookmark: _Toc234975917]2.3 Global Configuration and Competitive Advantage
The global set-up of Dabur incorporates manufacturing plants, subsidiaries in the regions, export operations and extensive distribution network to facilitate its international expansion. This geographical spread enhances operational resilience, helps to transfer knowledge and boosts supply chain efficiency across different regions (Cavusgil et al., 2024). Its competitive edge comes from its excellent brand value, expertise in the field of Ayurveda, wide range of products and international distribution network. 
	Competitive Resource
	Global Contribution
	Strategic Advantage

	Strong Ayurvedic Brand
	Global brand recognition
	Product differentiation

	International Distribution Network
	Wider market access
	Faster market penetration

	Manufacturing Capability
	Efficient production
	Cost competitiveness

	Research & Development
	Continuous product innovation
	Sustainable competitive advantage


Table 2. Dabur India's Global Competitive Position
Source: Developed by the author using Dabur India Ltd. Annual Report (2026).
[bookmark: _Toc234975918]3. Macro-Environmental Appraisal and Market Attractiveness
[bookmark: _Toc234975919]3.1 Introduction to Mexico
The choice of an international market is an important strategic decision as the features of the host country will directly affect the success of the foreign investment and the performance of long-term business activities (Peng, 2022). Given the presence of a massive consumer base, its geographical location and an emerging fast-moving goods (FMCG) sector, Mexico is a potentially rewarding location for Dabur India Ltd. to expand into. Mexico is the second largest economy in Latin America and has emerged as a major Latin manufacturing and consumer center, with a growing urban population, positive investment policies and high levels of trade integration with the United States-Mexico-Canada Agreement (USMCA) (World Bank, 2025; OECD, 2025). All of these features offer large multinationals ample opportunity to expand while simultaneously presenting them with important regulatory and competitive issues.
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Figure 3. Key Economic Indicators of Mexico (2026)
Source: Adapted from World Bank (2025), IMF (2025) and OECD (2025).
Mexico is one of the biggest consumer markets in the Americas, with a population of over 130 million, as shown in Figure 3 (World Bank, 2025). A rise in disposable income, a growing awareness of health and wellness and a growing demand for packaged food products and personal care goods offer favourable conditions for FMCG companies Venkatesha (2021). Furthermore, the country has a wide array of trade agreements in place, and its logistics sector is well-developed, enhancing its role as a regional gateway to North American markets (OECD, 2025). Hence, for Dabur, Mexico is a good strategic market to enter; but it is crucial to thoroughly assess the country's political, economic, legal and cultural environment to determine the viability of entering the market. 
[bookmark: _Toc234975920]3.2 Political and Economic Environment
Political and economic conditions are one of the main factors that affect foreign direct investment as they affect market stability, investor confidence and long-term performance of businesses (Hill, 2022). Mexico provides a welcoming environment for Dabur India's investment with its stable democracy, pro-investment policies, and dedication to trade liberalisation, making it an appealing choice for multi-national corporations (World Bank, 2025; OECD, 2025). One of the major benefits is Mexico's participation in the United States-Mexico-Canada Agreement (USMCA), which affords preferential access to the North American market, improves supply chain efficiency, and opens up opportunities for regional expansion Gantz (2019). Political risks including policy changes, regulatory reform and security issues could be expected to drive up the cost of operations and necessitate sound risk management approaches (World Bank, 2025). Mexico is the second largest economy in Latin America, with a diversified industrial base, growing household consumption and a growing middle-class population (IMF, 2025). The rising consumer demand for healthcare, wellness and natural products has been a good match for Dabur's Ayurvedic product line, providing excellent market opportunities (Statista, 2025; Euromonitor International, 2025). However, fluctuations in the exchange rate and inflation could impact production costs and profitability and financial planning is necessary. In general, Mexico has more political and economic benefits than risks and is a good fit for Dabur's long-term international growth strategy. 
	Political/Economic Factor
	Opportunity
	Risk
	Strategic Implication

	Political stability
	Predictable investment environment
	Policy changes
	Supports long-term investment planning

	USMCA membership
	Access to North American markets
	Regulatory compliance requirements
	Regional expansion opportunities

	Large consumer market
	High demand for FMCG products
	Intense competition
	Significant revenue growth potential

	Rising disposable income
	Increasing demand for premium products
	Inflationary pressures
	Opportunity for value-added product positioning

	Exchange rate fluctuations
	Competitive export potential
	Currency risk
	Requires effective financial risk management


Table 3. Political and Economic Opportunities and Risks for Dabur India in Mexico
Source: Developed by the author using World Bank (2025), IMF (2025), OECD (2025) and Statista (2025).
Table 3 illustrates that Mexico has a favourable investment environment and that there are some macroeconomic uncertainties. Rapid expansion of the business market and international trade connectivity offer good growth opportunities, but inflationary pressures and currency volatility challenge wise financial planning.
[bookmark: _Toc234975921]3.3 Legal and Cultural Environment 
The legal and cultural environment significantly influences the success of international market entry because regulatory compliance and consumer acceptance directly affect business performance and competitiveness (Peng, 2022). For Dabur India Ltd., understanding Mexico's legal framework is essential due to its focus on Ayurvedic healthcare and natural consumer products. Although Mexico encourages foreign direct investment, companies must comply with strict regulations governing food safety, cosmetics, product labelling and health supplements administered by the Federal Commission for the Protection against Sanitary Risks (COFEPRIS) (OECD, 2025; COFEPRIS, 2025). While these regulations may increase compliance costs and delay market entry, they also enhance consumer confidence and protect product quality. Moreover, Mexico's participation in TRIPS and WIPO provides strong intellectual property protection, enabling Dabur to safeguard its brands and proprietary formulations (WTO, 2025).
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Figure 4. Hofstede Cultural Comparison: India and Mexico
Source: Adapted from Hofstede Insights (2025).
As illustrated in Figure 4, India and Mexico share collectivist values and relatively high-power distance, suggesting that family influence and trust play an important role in consumer purchasing decisions (Hofstede Insights, 2025). These similarities create opportunities for Dabur to position its products around family wellbeing and natural healthcare. However, Mexico exhibits higher uncertainty avoidance, meaning consumers require greater assurance regarding product quality and effectiveness before adopting unfamiliar products. Consequently, Dabur should support its Ayurvedic products with scientific evidence, quality certifications and educational marketing campaigns to improve consumer trust (Kotler and Keller, 2022).




	Factor
	Key Issue
	Strategic Implication

	Product regulations
	Strict approval and labelling requirements
	Ensure early regulatory compliance

	Intellectual property
	Strong legal protection
	Register trademarks and protect formulations

	Cultural values
	Family-oriented society
	Position products around family health

	Consumer behaviour
	High uncertainty avoidance
	Build trust through education and quality assurance


Table 4. Legal and Cultural Implications for Dabur India's Expansion into Mexico
Source: Developed by the author using OECD (2025), WTO (2025), COFEPRIS (2025) and Hofstede Insights (2025).
Overall, Mexico's legal framework provides a stable environment for foreign investment, while its cultural characteristics present both opportunities and challenges. Therefore, successful expansion will depend on Dabur's ability to comply with regulations, localise its marketing strategy and build consumer confidence, thereby creating a sustainable competitive advantage in the Mexican FMCG market.










[bookmark: _Toc234975922]3.4 Overall Market Attractiveness
Factors related to legal and cultural environments are crucial for the success of international market entry, and regulatory compliance and consumer acceptance will impact business performance and competitiveness (Peng, 2022). With a core business in Ayurvedic health care and natural consumer products, comprehending the legal landscape in Mexico becomes paramount for Dabur India Ltd. Though Mexico is open to foreign direct investment, the investments will be subject to strict regulations in the areas of food safety, cosmetics, product labelling, and health supplements overseen by the Federal Commission for the Protection Against Sanitary Risks (COFEPRIS) (OECD, 2025; COFEPRIS, 2025). These regulations can make it more expensive for companies to achieve compliance and can slow market entry but also boost consumer trust and product standards. Furthermore, Mexico's membership in TRIPS and WIPO ensures robust IP protection, empowering Dabur to protect its brands and proprietary formulas (WTO, 2025). 
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Figure 5. Market Attractiveness Matrix for Mexico
Source: Developed by the author using findings from the political, economic, legal and cultural analyses.

Based on the insights from the Hofstede Insights analysis (2025), Figure 4 shows that India and Mexico exhibit collectivist values and have relatively high-power distance, which implies that family influence and trust would be significant in consumer purchasing decisions. This is because of the similarities that open opportunities for Dabur to market their products under the tag of family wellbeing and natural healthcare. Yet, Mexico shows higher uncertainty avoidance: that is, consumers must be more confident about the quality and efficacy of products before they buy products they are unfamiliar with. Therefore, Dabur should have scientific proof of its Ayurvedic products, certifications and educational marketing to enhance consumer confidence (Kotler and Keller, 2022).














[bookmark: _Toc234975923]3.5 Application of Dunning's Eclectic Paradigm (OLI Framework)
According to the Dunning's Eclectic Paradigm or Externalisation, Location, Ownership and Internalisation advantages are all required for successful FDI (Dunning, 1988). The framework offers a suitable foundation for determining if Dabur India has the strategic capability to enter into Mexico successfully and whether or not direct investment is best suited as an entry mode. 
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Figure 5. Dunning's Eclectic Paradigm (OLI Framework)
Source: Adapted from Dunning (1988).
Dabur has a strong ownership advantage as the company has internationally recognised brands like Dabur, Vatika and Real, and has more than 100 years of experience in the field of Ayurvedic healthcare coupled with a history of continuous innovation in product development (Dabur India Ltd., 2026). These are useful assets which help the company stand out from the pack by bringing natural and herbal products to the world, as more people around the globe are looking for "health" products. Moreover, the uncertainty of entering new markets can be lowered by applying Dabur's vast experience abroad, financial resources and existing distribution networks (Peng, 2022). Perhaps one of the most important location advantages in Mexico that can help expand the market is the country's own. With a population of 130 million plus, a growing middle class and a greater appetite for health and wellness products, it offers significant growth prospects (World Bank, 2025). Furthermore, Mexico's strategic location, its membership in the North American Free Trade Agreement (NAFTA), and the presence of a well-developed logistics network help to ensure an efficient access to regional markets and enhance supply chain performance (OECD, 2025). On the internalisation side, Dabur could have its own manufacturing facility so that it could have a tight control over the quality of the product, its marketing, and its own unique ayurvedic formulations. This helps mitigate the risks of licensing and/or independent distributors and helps coordinate the supply chain and customer engagement (Hill, 2022). In this way, direct control would also help consumers to be educated about Ayurvedic products and would guarantee uniform marketing communication as the awareness of Ayurvedic products in Mexico is relatively low.
	Ownership Advantages
	Location Advantages
	Internalisation Advantages
	Strategic Implication

	Strong global brands, Ayurvedic expertise, R&D capability and international experience
	Large consumer market, USMCA access, strategic location and growing health awareness
	Greater quality control, brand protection and supply chain integration
	Supports foreign direct investment through a high-control entry mode


Table 5. OLI Analysis of Dabur India's Expansion into Mexico
Source: Developed by the author.
In sum, the OLI analysis suggests that Dabur fulfills all three aspects of Dunning's theory. Its proprietary capabilities and the fact that Mexico's investment climate and the ability to have operational control are compelling arguments for direct investment. Thus, the strategy suggested in the framework can be based on a high control market entry strategy, which will help Dabur gain sustainable competitive advantage and long-term growth in the Mexican market. 
[bookmark: _Toc234975924]3.6 Critical Synthesis
Macro-environmental appraisal shows that Mexico is an attractive place where Dabur India could expand their business in future. The analysis points to a favourable investment environment, a growing consumer market, and favourable trade agreements, which support the potential for foreign direct investment (FDI) in the country (World Bank, 2025; OECD, 2025). Furthermore, with the rising consumer awareness of health, wellness, and natural products, Dabur's competitive positioning as a leading manufacturer of Ayurvedic healthcare and personal care products opens up opportunities to differentiate their product within the Mexican FMCG industry (Euromonitor International, 2025). Even in these favourable conditions there are several challenges to be considered strategically. The initial penetration of the market is likely to be limited by regulatory approval of herbal and cosmetic products, competition from existing multinational FMCG companies, as well as currency fluctuations and comparatively low awareness of Ayurvedic products on the side of consumers (Kotler and Keller, 2022; WTO, 2025). All these suggest that it is not enough to enter the market with Dabur's international experience but the product needs to be localised, consumers need to be educated about it and there needs to be a strong distribution partnership to build the credibility of the product in the market and long-term customer loyalty. The overall results suggest that Mexico has high strategic potential, but has relatively low risks. This combination of integrated assessment of the political, economic, legal and cultural environments and the positive evaluation based on the Dunning's Eclectic Paradigm reveals that Mexico meets the necessary conditions to successfully expand internationally. Thus, now it is not a matter of how attractive is the market but how best Dabur can enter the market and how they can leverage the market opportunity with minimal risks in operations and competition.
[bookmark: _Toc234975925]4. Entry Mode Strategy and Strategic Synthesis
[bookmark: _Toc234975926]4.1 Historical Internationalisation Strategy of Dabur India 
International market entry strategy is one of the important factors when determining the success of a multinational company, as the amount of investment, level of operational control and the risk level of the business are different depending on the entry mode (Hill, 2022). From its inception, Dabur India Ltd.'s internationalisation has been incremental in nature, with the choice of the mode of entry being representative of the economic conditions and market characteristics of a particular country. The company has broadened its reach globally via its exports, manufacturing subsidiaries, and strategic distribution partnerships, which have strengthened its global footprint while also providing operational flexibility (Dabur India Ltd., 2026). To reduce the investment risk and gain brand popularity Dabur initially broke into the neighbouring South Asian markets via exports and local distributors. To increase its share of international demand, especially in the Middle East and North Africa, the company implemented higher-control entry modes, such as manufacturing subsidiaries and regional production centers. This approach has led to a more efficient supply chain, cost savings from transportation and the ability to customize offerings based on the tastes of local consumers and regulatory standards (Peng, 2022). To illustrate this, Dabur Egypt is a manufacturing facility that distributes its product throughout the Middle East and North Africa (Dabur India Ltd., 2026).
Table 6. Historical International Market Entry Modes Adopted by Dabur India
	Country/Region
	Entry Mode
	Strategic Purpose

	Nepal
	Manufacturing subsidiary
	Regional production and expansion

	Egypt
	Manufacturing subsidiary
	Regional manufacturing and distribution

	Bangladesh
	Distribution partnership
	Low-risk market entry

	United Kingdom
	Export and distribution
	Brand development

	United States
	Export and distribution
	Market testing


Source: Adapted from Dabur India Annual Reports (Various Years).
Dabur's internationalisation is based on the incremental approach, that is, when a firm gradually expands their commitment to the international market as their market knowledge and experiences grow (Johanson and Vahlne, 2009). While this method has helped to mitigate uncertainty and foster sustainable expansion, it has introduced hurdles in terms of maintaining control over export channels and connecting with end customers in certain markets (Hill, 2022). Based on these constraints, a more control-oriented approach seems more suitable for Mexico to boost its competitiveness in the long term.
[bookmark: _Toc234975927]4.2 Critical Evaluation of Alternative Entry Modes for Mexico
Choosing a proper market entry strategy is crucial, as it affects the amount of investment, the degree of operational control, business risk and long-term competitive advantage (Peng, 2022). Dabur India has expanded abroad via exporting, manufacturing subsidiaries and distribution partnership, but the appropriateness of the entry modes relies upon the attributes of the host market. So, what is the best solution for Mexico is one that strikes the right balance between investment needs, market control and growth sustainment. Exporting is the least resource-intensive option, allowing Dabur to gauge market demand and minimise the financial and political risk (Hill, 2022). It provides little control, however, over pricing, distribution and marketing activities. Other factors that may affect competitiveness are transportation expenses, import taxes, and reliance on local distributors. Additionally, exporting may not have the same effect that it could have on educating consumers and building brands in the long run, as these products are still relatively unknown to Mexican consumers. Licensing offers quick entry to the market with less investment, but may generate great danger concerning intellectual property protection, product quality and brand consistency (Dunning, 1988). Licensing may dilute Dabur's market differentiation as its competitive advantage relies on its own formulations and the reputation of its brand. Joint ventures, on the other hand, can leverage the financial risk sharing and regulatory compliance benefits of a local partner, who has knowledge of the local market and the distribution network, while Dabur brings its expertise (Cavusgil et al., 2024). With shared ownership, however, can come clashes with decision making and strategic priorities. 
	Entry Mode
	Investment
	Control
	Risk
	Suitability for Mexico

	Exporting
	Low
	Low
	Low
	Moderate

	Licensing
	Low
	Very Low
	High
	Low

	Joint Venture
	Medium
	Medium
	Medium
	High

	Wholly Owned Subsidiary
	High
	High
	Medium-High
	Very High


Table 7. Comparative Evaluation of Alternative Entry Modes for Dabur India in Mexico
Source: Developed by the author.
Table 7 reveals that a wholly-owned subsidiary provides the maximum operational control which helps Dabur safeguard its proprietary Ayurvedic formulations, ensure quality of the products and enhance its brand positioning (Hill, 2022). Though it is more of an initial investment, the benefits of ownership and internalisation as identified in the OLI analysis more than outweigh the risks. Therefore, the best entry mode into Mexican FMCG market is a wholly owned subsidiary to create a sustainable competitive advantage.
[bookmark: _Toc234975928]4.3 Recommended Entry Mode for Dabur India's Expansion into Mexico 
Based on the above analysis, it is clear that the entry mode for Dabur India to expand in Mexico is a 100% subsidiary. The macro-environmental analysis and Dunning's Eclectic Paradigm show that the ownership advantages do exist in Dabur and the location-specific advantages and control over business operations are the obvious advantages for Mexico. While both export and licensing may involve less financial investment, this strategy means that the business will have more control over the operations in order to create a sustainable competitive advantage. The use of a wholly owned subsidiary would help Dabur in controlling its production, marketing, distribution and quality management as well as in protecting their proprietary ayurvedic formulations and internationally recognised brands (Dabur India Ltd., 2026). This would also help to ensure a consistent brand positioning, ease compliance with Mexican regulations and educate consumers about the health benefits of Ayurvedics products which are not that common in the Mexican market (Hill, 2022). 
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Figure 7. Recommended Market Entry Strategy for Dabur India in Mexico
Source: Developed by the author.
Mexico's strategic location, together with its wide-ranging trade agreements, modern logistics infrastructure, and growing health-conscious consumer segment further supports the argument for direct investment (World Bank, 2025; OECD, 2025). However, Dabur needs to effectively handle the regulatory compliance, currency fluctuations and competitive pressures, and invest in local marketing and strategic alliances with healthcare professionals and retailers to foster consumer confidence (Kotler and Keller, 2022). Over the long run, although it would require a hefty upfront investment, a wholly owned subsidiary has the potential of securing Dabur's competitive advantage and ensuring a sustainable existence in the Mexican FMCG market. 
[bookmark: _Toc234975929]4.4 Strategic Recommendations and Conclusion
Based on the results of this report, it can be inferred that Mexico is an attractive market for Dabur India's expansion. It offers an excellent investment climate, a ramping up FMCG market, and a rising demand for natural health care and wellness foods, which align well with Dabur's organisational capacities and globalisation plan (World Bank, 2025; OECD, 2025). In addition, the use of the model of Bartlett and Ghoshal (1989) and Dunning (1988) known as International Strategy Framework and Eclectic Paradigm, respectively, shows that the company has the ownership advantages and strategic resources needed to succeed in the Mexican market. It is therefore recommended that a wholly owned subsidiary be set up to gain the maximum operational control, protection of the IP rights and strengthen the brand position. Dabur can focus on key factors such as regulatory compliance, culturally appropriate marketing, consumer education, and partnerships with key retailers and eCommerce platforms to facilitate successful implementation. In doing so, it can use the strategy of sustainable competitive advantage, boost its presence in Mexico and use it as a key jumping point for future expansion in the region.

















[bookmark: _Toc234975930]SECTION 2: Reflective Account
[bookmark: _Toc234975931]5. Reflective Account Using Gibbs' Reflective Cycle
Gibbs' Reflective Cycle offers a systematic structure for reflecting upon learning experiences with a series of six steps: description, feelings, evaluation, analysis, conclusion and action plan (Gibbs, 1988). The use of this model allowed me to critically reflect on the research process followed during evaluation of the proposed expansion of Dabur India Ltd. into the Mexican market. The reflection also enabled me to evaluate my own research, the analytical and strategic decision-making process in completing this assignment.
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[bookmark: _Toc234975932]Figure 8. Gibbs' Reflective Cycle
Source: Adapted from Gibbs (1988).
[bookmark: _Toc234975933]5.1 Description
This report assessed the possibilities of Dabur India Ltd. entering into the Mexican market (Smith 2000). The first step in the research was to find an appropriate multinational firm, and then Mexico had to satisfy a criterion of being a country in which the firm did not have any significant operational presence, for the assessment. Peer-reviewed journal articles, company annual reports, World Bank, OECD, IMF publications were consulted to ensure reliable and up-to-date evidence was used in support of the analysis. Then, using Bartlett and Ghoshal's International Strategy Framework and Dunning's Eclectic Paradigm (OLI Framework), I examined and analysed Dabur's international strategy and the market entry mode that seemed best for the company (Bartlett and Ghoshal, 1989; Dunning, 1988). 
[bookmark: _Toc234975934]5.2 Feelings
By the start of this assignment, I thought a key part of analysing international expansion was just finding good markets that have good economic potential. As I went on reading, however, I realised that a much more comprehensive assessment of political, economic, legal and cultural aspects is necessary as well as organisational ability to achieve successful internationalisation (Hénard, Diamond and Roseveare, 2012). Firstly, I struggled to find a country where Dabur was not much involved to operate as there was no general information but needed to do necessary verification from multiple sources. Even though of these difficulties, I slowly started to build my confidence in analysing international markets using some of the effective strategic frameworks. The use of theory models to a real organisation enabled the concepts to be translated to practical business decisions. The experience boosted my confidence in interpreting the academic literature, and also reinforced my knowledge of the criteria used by the multinational companies in their analysis of investment opportunities overseas.
[bookmark: _Toc234975935]5.3 Evaluation
The assignment was very useful as it allowed me to integrate theory with business analysis overall. I believe that one of the best parts of my work was that it used several credible sources and didn't just rely on textbooks. Using peer-reviewed journal articles in conjunction with company reports and publication from international organisations enhanced the reliability and quality of my analysis (Saunders et al., 2023). The positive part was that the international business theories were applied in a real organisational setting. Prior to conducting this report, I was familiar with the theory of Bartlett and Ghoshal's model and Dunning's OLI framework. Applying these frameworks to Dabur India helped me to understand how the multinational companies take decisions related to international expansion and competitive advantage. But there were also some problems that I had to face. To gather accurate and up to date details about Dabur's overseas business, it was necessary to cross-check details from various sources. In addition, it was more challenging to convert descriptive data into critical analysis than anticipated as postgraduate study requires some level of interpretation and evaluation in addition to the presentation of facts. This underscored the need for critical thinking for academic research.
[bookmark: _Toc234975936]5.4 Analysis
This assignment helped me to learn and understand the international business strategy because it helped me understand that the key to successful internationalisation is to fit the organisation with the external market conditions. The International Strategy Framework of Bartlett and Ghoshal illustrate how multinationals have to integrate on a global scale, while being responsive locally in order to gain sustainable competitive advantage (Bartlett and Ghoshal, 1989). When analysing Dabur's international activities, it was clear how necessary product and strategy adaptations were to local markets.
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Figure 9. Relationship Between International Business Theory and Strategic Decision-Making
Source: Developed by the author.
Dunning's Eclectic Paradigm also reinforced my understanding of foreign direct investment, by further emphasising the three key characteristics of ownership, location and internalisation advantages for choosing an entry strategy (Dunning, 1988). In addition, the research process helped me to become more critical in the analysis of information by comparing evidence from academic journals, companies' reports and international organisations. This experience has helped develop my critical thinking, analytical skills and my confidence in making evidence based strategic recommendations that have credible academic sources (Saunders et al).
[bookmark: _Toc234975937]5.5 Conclusion
This assignment most definitely helped me in developing my understanding of international business management and strategic decisions for market entry. It showed that the effective internationalisation of the business needs to be carefully balanced in relation to the business capabilities, environment assessment and existing theories. The experience also helped me to become more confident in my abilities to undertake academic research on my own and to critically analyse evidence and use theoretical models in real life business contexts. All these skills will help me in my future post graduate degree as well as in my career. 
[bookmark: _Toc234975938]5.6 Action Plan
This reflective experience has identified a number of areas that I need to develop or improve in the future. I plan to improve my research capabilities and use peer-reviewed journals and trusted international business databases more in the future to improve on the quality of the academic work. I also hope to develop my critical analysis skills in order to assess a number of theoretical views before deciding. In addition, I want to build my knowledge and understanding of international strategy and cross-cultural management for more effective decision making. Last, I will continue to develop my academic writing skills with emphasis on critical discussion, logical development of arguments and the effective incorporation of current scholarly evidence in preparation for future academic and professional endeavors.
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Figure 2. Bartlett and Ghoshal’s
International Strategy Framework
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Figure 3. Key Economic Indicators of Mexico (2026)

Mexico offers a large consumer market, stable growth,
controlled inflation and strong household spending.
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Figure 4. Hofstede Cultural Comparison: India and Mexico
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Figure 5. Market Attractiveness Matrix for Mexico
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Figure 5. Dunning’s Eclectic Paradigm (OLI Framework)
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Figure 7. Recommended Entry Strategy for Dabur India in Mexico
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Figure 8. Gibbs’ Reflective Cycle
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Figure 9. Relationship Between
International Business Theory and
Strategic Decision-Making
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Figure 1. Current International Presence of Dabur India Ltd.

Dabur has a strong global presence across Asia, Middle East, Africa and
select Western markets. Mexico represents a key opportunity for future expansion.
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