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Executive Summary
In this report, the potential expansion plan of ITC Limited in the UK FMCG market is critically examined by analyzing the company's international strategy, market attractiveness, environmental factors and suitability of the mode of entry and then providing recommendations. Analysis revealed that ITC had taken a transnational approach, with the focus on achieving global efficiencies and being locally responsive to enhance its international competitiveness. The UK market was proving to be very attractive due to the size of its FMCG industry, multicultural population, development of digital retail and consumer demand for sustainable products. The competition, regulations, retail control and operating expenses had, however, proved to be a big challenge. The report found that the potential success of expansion had been aided by ITC's ownership capabilities, the advantages of being based in the UK and the potential benefits of internalisation using Dunning's OLI Framework. The review of past international experience suggested that a gradual localisation model, driven by export, would have been better. So, a test-and-adapt market incubation strategy was recommended to minimise risk and promote sustainable growth of the UK market.
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[bookmark: _gjdgxs]Section 1
1. [bookmark: _30j0zll]Organizational Classification and Global Strategy
ITC Limited is a diversified Indian multinational company with a strong presence in the fast-moving consumer goods (FMCG), agribusiness, hotels, paperboards and packaging sectors. It has carved out a niche in the Indian market with its wide range of consumer brands, distribution network, sourcing and its product development skills. ITC has also got a long international track record with its products and exports being available in over 90 countries. Its FMCG portfolio consists of brands like Aashirvaad, Sunfeast and YiPPee! that can help it build upon in its international expansion. An international strategy allows for multinational firms to grow internationally and to be efficient while being responsive to the locals (Shenkar et al. 2021). It can effectively coordinate operations, knowledge sharing and competitive advantages across a variety of international market. According to Bartlett and Ghoshal's model (1989), international business strategies can be identified based on global integration and local responsivenes. The framework defines international, multidomestic, global and transnational approaches of multinational companies in their activity around the globe. Transnational Strategy is the key one adopted by ITC Limited and successfully blend in the required local market responsiveness with global efficiencies (Nambisan and Luo, 2022). This approach allows for innovation sharing, cost optimisations and adaptation to regional needs, thereby enhancing the competitiveness in international markets. 
Coordination on a global scale and accommodating a variety of local requirements, however, adds up to a high level of organisation, managerial demands and implementation costs (Dako et al. 2021). ITC Limited has a diversified geographical presence with its business primarily held in India, with strategic plans in place for expanding business overseas. The company achieved gross revenue of ₹73,465 crore with net profit of ₹20,038 crore and exports worth ₹9,300 crore, catering to customers in over 90 countries, in FY2024–25 (timesofindia.indiatimes.com, 2026). While India continues to be its biggest market, overseas markets help to diversify revenues and help to stabilize against domestic economic cycles. For instance, wheat, rice, coffee, spices, and leaf tobacco are exported to Asia, Africa, Europe, the Middle East and North America from ITC's Agri Business, thus improving the utilisation of the supply chain. Additionally, the FMCG business, spread across a diverse portfolio, and the reverence achieved with the ITC brand assist in a broader market access and also in the business's long term competitive standing. The company's well-known brand portfolio in FMCG, backed by its wide sourcing, distribution and product development capabilities, allows it to meet various consumer needs in the domestic and international market (ITC Limited, 2026). It also helps to enhance its organisational resiliency by lessening dependence on a particular market and provides possibilities for diversifying income. Besides, they can also create valuable foreign exchange revenue and knowledge regarding the evolving tastes and trends for the international market which would boost ITC's brand image. These capabilities can enable long-term value creation by enhancing market reach, improving supply-chain efficiency and empower ITC to better adjust its response to industry and economic conditions, as well as to market fluctuations from a competitive point of view.



[bookmark: _1fob9te]2. Macro-Environmental Appraisal and Market Attractiveness
The section will critically analyse ITC Limited's opportunity to enter the UK FMCG market, through assessing market attractive, macro-environmental factors and strategic considerations. It will use appropriate international business structures to recognise opportunities, threats and sustainable growth and expansion strategies. 
[bookmark: _3znysh7]Host Country Analysis 
The FMCG market in the United Kingdom is worth £153bn, the grocery market is worth £240bn, the populations is 68.3 million (grocerygazette.co.uk, 2026). There is 97% penetration of the Internet into the population, meaning that the markets is an attractive opportunity for ITC Limited as it does support omnichannel retail. Many cities have large South Asian population which means a need for Aashirvaad, Sunfeast and YiPPee! products. 
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Table 1: UK Grocery Market Share (%)
(Source: Created by Author)
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Figure 1: UK Grocery Market Share (%)
(Source: Created by Author)
However, the market is highly competitive, with Tesco (27.8%), Asda (12.9%), Aldi (11.0%), and Lidl (8.3%), and Sainsbury's (15.1%) dominating grocery sales (businesstats.com, 2026). On top of that, high marketing expenses, the strong private label competition and the strict regulations by the Food Standards Agency (FSA) pose a threat to market entry as consumers continue to demand healthier and more sustainable FMCG products. So, Political, Cultural, Economic, and Legal factors of the target country will be considered here.

Political Factors

Government Policies
A stable political environment with transparent governances and predictable policymaking, provided by a parliamentary democracy, is conducive to long-term foreign investments in the UK (oecd.org, 2026). The Worldwide Governance Indicator for government effectiveness indicate that the UK was 6th in the world in 2025. A consistent policy allows the FMCG industry to invest, plan the supply chain and expand retail outlets. In this way, ITC Limited will enjoy a business environment that is predictable, when launching branded packaged foods.
Tax Rules
Large companies in the UK are taxed at a corporation tax of 25% and most consumer good are taxed at a standard rate of 20% VAT (gov.uk, 2026). The pricing strategy of FMCGs, production costs, and the overall profitability are directly impacted by these tax policies within competitive retail markets. TCS could see declining profits and returns from investments due to increased corporate tax. In spite of this, the transparent tax regime help with financial planning and gives investors more confidence, ensuring the market can expand sustainably in the long runs with relatively high operating costs.
Trade Tariffs
The tariffs for processed food imports under the Global Tariff system in the UK range from 0% to 20% with tariff rates varying according to product category and country of origin (trade.gov, 2026). These tariffs have considerable impacts on import prices of FMCG, consumer prices, and the competitiveness of FMCG international supply chains. Future reduction in tariffs would make ITC more competitive to export to the UK as India is moving toward a Free Trade Agreement with the UK (m.economictimes.com, 2026). Until implementation, import taxes may create a higher cost of products than the cost of locally made FMCG products, and make the products less competitive.

Political Stability
The investment climates in the United Kingdom is relatively stable, with a score of 0.47 on the World Bank's indicator of Political Stabilities and Absence of Violence in 2024 (unstats.un.org, 2025). However, this has been impacted by recent policy change. Political stability boosts the confidence of consumers, the protection of business investments and efficient logistics throughout the FMCG sector. In ITC Limited's case, good governance will provide a conducive environment for long-term strategic investments and retail partnerships (itcportal.com, 2026). But, periodic uncertainties with regards to future trade deals and post-Brexit regulations could pose a continuing issue for operations and supply.

Economic Factors
GDP and Productivity
The UK economic activity rose by 0.6% in the first quarter of 2026 and productivity by 0.9% in a quarter and 0.4% in a year (cnbc.com, 2026). 
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Table 2: Economic Growth Rate of UK ,2026
(Source: Created by Author; Referred to cnbc.com, 2026)
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Figure 2: Economic Growth Rate of UK ,2026
(Source: Created by Author; Referred to cnbc.com, 2026)
Service output grew by 1.6% while manufacturing grew 0.5% (commonslibrary.parliament.uk, 2026). The strong economic growth strengthens FMCG demand via increased business activity and efficient production (Adewale et al. 2024). The growth in productivity has benefits for ITC Limited in terms of better distribution efficiency and market opportunities but the moderate growth in manufacturing may constrain ITC Limited's flexibility in its domestic supply chain.
Inflation, Interest Rates, Employment
CPI inflation continued at 2.8% in May 2026 and the Bank of England kept its interest rate at 3.75%. Average wages grew 3.4%, employment rose to 34.41 millions, unemployment increased to 4.9% and the employment rate slightly decreased to 75.0% (uk.finance.yahoo.com, 2026). The positive impact of rising income on FMCG consumption is offset by rising production, marketing and retailing costs due to inflation and borrowing costs. This meant that ITC experienced an increase in demand for consumers and an increase in operating cost.
Public Finances and Trade
The level of government borrowing rose to £46 billions and public debt climbed to 95.1% of GDP in May 2026. The trade balance was in deficit at £23.4 billions while the current account deficit was at £18.4 billions (2.4% of GDP) for the UK (tradingeconomics.com, 2026). Sterling was 0.8% higher than a year ago. The higher the deficit and volatility of the exchange rates, the higher the import cost are for FMCG companies. So, ITC could face currency risks, but a weak sterling may boost the competitiveness of exports.
Retail Sales & Retailer Confidence
During May 2026, the volume of retail sales grew by 0.4% on the quarter and 1.4% on the year. But, with economic growth, the GfK Consumer Confidence Index had slipped to minus 23, displaying the slow spending by households (census.gov, 2026). Growth in retail sale is helping FMCG growth as it drives up demand for products through both supermarkets and online sales. However, as confidence is low among consumers, they are looking for deals, and this allows supermarket private brands to gain a stronger foothold. As a result, ITC has to remains competitive and yet positioned as premium (itcportal.com, 2026). Thus, ITC has to find a balance where they are competitive but not too competitive to achieve the sustainable market penetrations.

Legal Factors
Labour Law
The Employment Rights Act 1996 gives employees the following protection: Redundancy payments, protection from unfair dismissal and statutory notice periods. The Equality Act 2010 prevents discrimination against employees on the basis of protected characteristics (legislation.gov.uk, 2026). In the case of ITC Limited, compliance will be a reinforcement of the goodwill of the employers and job retention. But higher employment requirements would result in higher recruitment, salary and HR costs, which would impact on operational flexibility and profitability.
Health and Safety Rules
Under the Health and Safety Act 1974, the UK has a main framework for the safety of the workplace (hse.gov.uk, 2026). It includes employers making sure that workplaces are safe, carrying out risk assessments and making sure they have proper safety equipment. These regulations minimize workplace accidents and create more reliable work practices when manufacturing and distributing FMCG products. Compliance will improve employee health, quality of products and reputation for ITC Limited. However, ongoing investment in safety systems, employee training and compliance monitoring leads to higher costs of operation.
Consumer Protection
Under the Consumer Rights Act 2015, goods must be of satisfactory quality, meet the purpose for which they were intended and must be adequately described. Moreover, under this law, the consumer can expect to be able to obtain a repair, replacement or refund for goods that are defective (nibusinessinfo.co.uk, 2026). The rules will enhance confidence among consumers and quality standards among products in the FMCG industry. The compliance for ITC Limited can lead to a gain in the credibility of the brand and customer loyalty. On the other hand, high financial losses and reputation damage may result from product recalls, refunds and product quality failures.
Data Privacy
The UK GDPR and Data Protection Act 2018 provide guidance on how organisations should collect; process and store consumers' personal information and the enforcement is through investigations by the ICO and financial sanctions for data breaches (Data Protection Act (2018), 2026). These rules promote responsible digital marketing and improve consumer confidence in FMCG companies. Good data management will enable ITC Limited to grow their business through customer relationship management and e-commerce. 
Cultural Factors
Values and Beliefs
In the FMCG sector, the focus on health, sustainability, ethical sourcing, convenience and transparency of products has become a key factor in consumers' buying decisions, with increased focus from the UK consumers. In fact, the NielsenIQ Study (2025) shows that more than 70% of UK consumers are taking sustainability into account when buying FMCG products. Unilever UK has, for instance, consolidated their standing with consumers as a result of developing more eco-friendly packaging and sustainable product lines. If these preferences are not met, ITC Limited's consumers could be less enthusiastic about purchasing the UK, and the ability of the brand to be competitive in the long-term may be compromised.
Religious Demographics and Multiculturalism
The United Kingdom is a multifaith and very multicultural nation, with 37.2% of people identifying as Christian, 6.5% as Muslim, 1.7% as Hindu, 0.9% as Sikh, 0.5% as Jewish, 1.0% as other faith and none of them as religion (ons.gov.uk, 2021). 
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Table 3: Population Share in the UK
(Source: Created by Author; Referred to ons.gov.uk, 2021)
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Figure 3: Population Share in the UK
(Source: Created by Author; Referred to ons.gov.uk, 2021)
This diversity has made a significant impact in the UK's FMCG market, driving up the demand for Halal, Vegetarian, Vegan and Authentic ethnic Food products (grocerytrader.co.uk, 2026). For instance, Tesco has increased its halal, Asian and world food lines to meet the demands of multicultural customers. For ITC Limited, this diversity is a great opportunity to promote the Indian food products such as Aashirvaad, Sunfeast, YiPPee! to the communities of South Asia and multicultural groups (indianretailer.com, 2026). The company must, however, tailor the product formulations, packaging, certification (for instance halal), and the marketing messages to suit religious preferences and cultural sensitivities and sensitivities, if they are not satisfied then consumer acceptance and brand reputation will be decreased.
Communication Styles
The UK business culture places much emphasis on concise, polite, professional and evidenced-based communication; marketing messages should be clear and fact-based. Digital engagement is also a huge part with more than 97% internet penetration and an omni channel communication system (Nambisan and Luo, 2022). For instance, Tesco is able to leverage the data from their customer loyalty scheme, Clubcard, to help them optimise product offerings. ITC limited needs to customize its marketing communication approach to be useful to the UK expectations of consumers.
[bookmark: _2et92p0]Market Entry: Application of Dunning's Eclectic Paradigm (OLI Framework)
According to Dunning's Eclectic Paradigm, firms internationalise when they have Ownership, Location and Internalisation advantages which create a synergised advantage over exporting or licensing (Batschauer et al. 2022). The framework highlights ITC's advantages of a direct entry into the UK FMCG market, even when there are significant barriers for entering the market.
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Figure 4: Dunning's Eclectic Paradigm (OLI Framework)
(Source: Batschauer et al. 2022)

Ownership Advantages (O) are not only indicates ITC products, but its unique intangible assets. The company's diversified FMCG portfolio, its innovation capability, its sustainability knowledge and expertise, its integrated sourcing network and its good brand equity can offer differentiation in the UK market (Li et al. 2025). For example, ITC's exports have already made it to over 90 countries, with an operational capability in the international domain. These product-specific resources could support the adaptation of products to the preferences of the UK consumer, and ensure consistency of quality and efficient operation of the product (Sen et al. 2024). Yet, the advantages of ownership will not guarantee the success of ITC Limited in the intensely competitive UK FMCG market. The company's brands, product knowledge and its broad sourcing capabilities and deep organisational resources are strong, but these need to be translated appropriately to local market conditions. Future innovation will be required to meet evolving UK consumer demands, especially for improved health, convenience and sustainably sourced food products. ITC needs to have in-depth knowledge of the purchasing habits, cultural diversity and price sensitivity of its local market in order to ensure that the products satisfy the consumer wants. Moreover, significant investment will be needed on brand building, digital marketing, and building relationships with retailers since ITC is dealing with well-known domestic and multinational players. Thus, the ownership benefits of ITC could keep the door open for market entry, but if they are to be successful, it depends mainly on the success of localisation, differentiation, and ongoing adaptation.
The United Kingdom is a strategically good place to locate an enterprise even though it is subject to competition (Location Advantages (L)) (Urfa et al. 2021). The market conditions are favourable due to the multicultural population, high retailing infrastructure, high level of digital maturity and transparency of regulatory institutions, coupled with increased awareness of healthier and more sustainable consumption. For instance, a high rate of Internet penetration (more than 97%) enables integration of an online and offline retailing strategy. Also, the idea of focusing on South Asian markets before entering the mainstream gives a foundation to the market acceptance. However, as per Zilberman et al. (2022), the need for regulation, bargaining power of retailers and high consumer expectations also necessitates a high degree of localisation and this is more crucial than market size in the long term.
Internalisation Advantages (I) indicate that it is more advantageous for ITC to keep critical business activities under its hands, rather than external parties (itcportal.com, 2026). Having the marketing, quality management, supply chain coordination, and customer relationships all internalized can help safeguard proprietary information, meet regulatory requirements and maintain a consistent brand positioning. Furthermore, direct control can help to respond quicker to the changing preferences of the consumers and the requirements of the retailers and can also help in protecting the intellectual property (Zilberman et al. 2022). While this approach will be demanding in terms of investment and management resources, it could lead to greater long-term value creation by increasing operating flexibility, strategic control, consumer trust and sustainable competitive advantage in the constantly changing UK FMCG sector.
[bookmark: _tyjcwt]3. Entry Mode
This section will critically explore the potential expansion of ITC Limited into the UK FMCG market in the context of various international strategies, market conditions and market entry decisions. It will explore the strengths and weaknesses and opportunities and threats of sustainable competitive advantage by adapting to the market effectively with strategic recommendations.
[bookmark: _3dy6vkm]Historical Pattern Recognition
ITC Limited has always aimed to internationalise its business through low risk and export growth, rather than through high investment acquisitions or 100% subsidiaries, with the help of partnerships with distributors, local retail stores and progressive adaptation to the international markets (itc.ae, 2026). The gradual approach has helped the company establish its global footprint without risking its financial and operational situation in various countries.
In the United Arab Emirates, ITC successfully grew its packaged foods business by embracing the multi-cultural consumer base and high demand for high quality ethnic foods. 
In 2025, the UAE retail food market hit US$38 billion, enabling ITC to consolidate their presence in the market via the existing retail chain with brands like Aashirvaad and YiPPee! (itc.ae, 2026). This is a testament to ITC's ability to launch differentiated products in high-end international stores.
Likewise, ITC has reinforced its business in Nepal by exporting to the market driven business with wide network of retail outlets (oec.world, 2026). India is the second biggest trade partner of Nepal and accounted for 69.8% of total merchandise imports in 2023, which indicates that India's products are very popular among consumers of Nepal and that there are good trade relations between the two countries. The experience indicates ITC's capabilities in building a robust network of distributors and localizing products in line with local market dynamics. These international experiences have improved ITC's knowledge and understanding of regulatory compliance, distribution management, product localisation and retailer partnership (Miller et al. 2024). Through these built-up competencies, ITC will be better equipped to mitigate the market entry risk and enhance the strategic implementation, which will enable them to create sustainable competitive positioning in the highly competitive UK FMCG market.
[bookmark: _1t3h5sf]Strategic Fit & Justification
The export-led break into strategy of ITC Limited has proved effective in the past, but needs to be altered for the UK market because the UK's FMCG market is very developed and competitive (Reed, 2024). In the UAE, ITC (US$16 billion market for FMCG in 2025) was able to leverage export through the distributor channel, due to the presence of a significant expatriate Indian community (itc.ae, 2026). However, there are more difficulties in the UK where the grocery retail market is worth over £240bn in 2025 with dominant stores like Aldi, Sainsbury's and Tesco having strong bargaining power with suppliers. Thus, it may be possible to limit ITC's control over pricing, shelf positioning, and consumer involvement when placing its products on the shelves through distributors.
The US market is also useful to compare as ITC has built up a foothold via a limited selection of retail outlets and ethnic food providers to gain access to people who are familiar with Indian products (Grocery Gazette, 2026). However, direct duplication in the UK may be difficult due to differences in market and consumer expectations. The UK FMCG market must be more local, driven by the need for high food quality and labelling, competition from the supermarket private brands, and the consumers' preference for healthier and more sustainable products. Thus, ITC needs to revise its product formulas, packaging, price and promotions policies approach to meet the UK consumer expectations but preserve its unique Indian brand identity and product position.
The Nepal experience does show though the benefits of geographical proximity, with India providing 69.8% of Nepal's imports in 2023, making it easier with less logistics complexity (oec.world, 2026). But there are higher transport costs, more stringent sustainability criteria and tough food regulations involved with entering the UK. Growth in the UK has been possible for successful FMCG brands like Unilever's Dove and Nestlé's KitKat as a result of their strong localisation, innovation and consumer-based branding (Ojala, 2025). On the other hand, the Cadbury acquisition in the U.K. by Kraft Heinz in 2010 demonstrates the challenges of not getting the cultural and stakeholder aspects right.
[bookmark: _4d34og8]Conclusion and Recommendations
The positive consumer demand, multicultural population, increased digital retail and preference for sustainability are areas that ITC Limited can leverage for entry into the UK FMCG market. But it’s a big challenge due to the intense competitions, regulatory requirements, retail dominance, and operational expenses. The successful expansion will rely on effective localisation, strategic partnerships and staying competitive in the UK market.
Before devoting substantial UK resources to ITC Limited should adopt a “test and adapt market incubation strategy” (Miller et al. 2024). For instance, Unilever has been able to build a stronger brand presence and impact in the UK, learning to continuously re-purpose its brands to meet evolving consumer expectations of sustainability and personal wellbeing instead of a one-size fits all global approach. Likewise, ITC can test marketing specific products, like healthy snacks, and high-quality Indian cuisine, in a small area of the city specifically multicultural London and Leicester before rolling them out nationwide (Piernas et al. 2022). ITC Limited can gain evidence, for use in decision-making on further expansion in the UK, from feedback from the consumer or sales performance and retailer responses. Feedback from consumers can be used to discover preferences concerning the quality of a product, its taste, packaging and pricing, while the sales data can be used to determine the market potential of products. Likewise, retailer reactions can offer ideas to product demands, shelf performance and distribution issues. This information will help ITC make necessary adjustments to its market approach prior to its large-scale investments in financial and operational resources. This testing and adapting route may help to minimise market-entry uncertainty, enhance fit and validate product-market, and foster a more solid and sustainable footprint within the competitive UK FMCG market.


[bookmark: _2s8eyo1]Section 2
This is a reflective account that assesses my learning when researching, analysing and preparing the assessment on the possibility of ITC Limited entering the UK FMCG market. I apply Gibbs' Reflective Cycle to critically reflect on my research approach, theoretical application, challenges encountered and strategic insights gained during the assessment process (Sherwood et al. 2025).
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Figure 5: Gibbs’ Reflective Model
(Source: Sherwood et al. 2025)
Description
In developing the assessment of the potential success of ITC Limited's market entry to the UK FMCG market, I applied a structured approach to research, which included an analysis of ITC Limited's international strategy, host country environment and appropriate market entry approach (Sherwood et al. 2025). Theories related to the subject were identified first, which included Bartlett and Ghoshal's international strategy model, Dunning's Eclectic Paradigm (OLI Framework) and external environmental analysis. Secondary data was gathered from Annual Reports, Government sources, Academic Journals, Industry Reports, and Market Database (Ahmadpour et al. 2025). The study was undertaken to critically evaluate the market conditions in the UK where ITC Limited may expand operations. It looked at some important political, economic, legal and cultural aspects to ascertain the opportunities and impediments of working in the UK FMCG market. Also, previous cross-border expansion experiences were reviewed to grasp how existing capabilities of ITC, its market knowledge and internationalisation strategies could contribute to a successful entry, and continued growth into UK's competitive international market.
Feelings
It was difficult at first to relate theory with business analysis. Theories and concepts of international business as developed in the lecture were required to be critically used in the context of ITC Limited which I was aware (Aneeis et al. 2023). The choice of appropriate statistics and the reliability of data were also challenging. I am now more confident in using theories to real-world situations and in comprehending the impact of environmental factors on multinational expansion decisions, however, during the research process.
Evaluation
The best part of this evaluation was the incorporation of theory and research-based evidence. Lectures on internationalisation strategies gave deeper insights into the motives, risks, and control parameters when choosing entry modes, the involvement of business resources, and others (Ingham-Broomfield, 2021). Adopting the OLI framework of Dunning proved useful in assessing ITC's expansion strategy in a critical way. But at first, I had a bit of trouble breaking away from a descriptive analysis of environmental factors (Pieper et al. 2021). I conducted relevant academic reading and responded carefully to feedback received to enrich the quality and depth of my analysis. This was useful in helping to move beyond mere enumeration of political, economic, legal and cultural factors and consider how these factors affect ITC Limited specifically. I have gained an understanding of both the opportunities and potential challenges these external factors might present for the company. This process also helped develop my understanding of how theory can be applied to solve real world business and market entry decisions, on the international stage.
Analysis
This assessment enhanced my critical thinking, research skills and knowledge of international expansion strategies (Ocampo et al. 2025). I found that getting into a market successfully is not only important to have an attractive market, but also to be able to adjust business resources and strategies to fit local needs. ICFOT's experiences in the UAE, Nepal and the USA showed that what works well in one country is not necessarily what will work in another.
In addition, a study of the successful and unsuccessful FMCG brands in the UK emphasised the significance of localisation, consumer understanding and cultural adaptation (Bassot, 2024). This was an eye opener for me to see that in order to be competitively sustainable, multinational companies need to understand that they should match their global resources with local market expectations.
Conclusion
In general, this evaluation helped me to develop an understanding of the multi-national strategy and international market entry decisions. Theoretical frameworks and secondary research helped me gain a wider perspective in understanding the way companies view opportunities around the world. Acquired the skills and knowledge of critical evaluation and strategic alignment, as well as the need for reliable evidence, when working on developing recommendations for international expansion.
Action Plan
In the future, I will create a more formal research plan prior to gathering data and will recognize analytical frameworks in the initial phases of the assessment (Fagerholm et al. 2021). I will use academic sources and industry data to enhance the efficiency of my research and the depth of my analysis. In addition, I will analyse several further multinational business situations in order to build my understanding of theories of international business and how these could apply in real organisation-based context (Skivington et al., 2021). This will enable me to gain insight into various strategic approaches and an understanding of organisational reactions to variations in the international market. The experience gained from this assessment will help add to my future academic and professional development by helping me develop my critical thinking, research, analytical and decision abilities.
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