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[bookmark: _Toc237396700]Section 1 
[bookmark: _Toc237396701]1a. Organisational classification and global strategy 
Chipotle Mexican Grill, Inc. is a US fast-casual restaurant company which was founded in Denver in 1993. It was built on a very narrow operating model that includes a short, customisable menu of bowls, burritos, tacos, and salads, assembled from a limited set of responsibly sourced proteins and dairy, prepared in an open kitchen using classical cooking techniques (Quartr, 2026). By the 2025 fiscal year, the restaurant had earned total revenue of US$11.9 billion, an increase of 5.4% year-on-year. There are over 4000 restaurants as of December 31, 2025, in the United States, Canada, the UK, France, Germany, Kuwait and the UAE (Chipotle Mexican Grill Investor Relations, 2026). Chipotle’s long-term expansion goal is to reach 7000 restaurants in the U.S. and Canada, wherein partnering with Alsea would open up significant markets for Chipotle (Restaurant Dive, 2026).
Applying the Bartlett and Ghoshal’s (1989) integration-responsiveness framework, Chipotle is best classified as pursuing an international strategy rather than global, transnational and multidomestic ones. The framework positions the firms alongside pressure for local responsiveness (Dunning, 2001).  Since restaurant services could not be manufactured centrally and exported, the industry faces lower pressure for global integration in the classic scale-economy sense (Bartlett and Ghoshal, 1989). The distinctive choice of Chipotle, which is evident in how it has diffused a single “Food with integrity” formula, has not largely changed in Canada, the UK, Germany and France as it treats local responsiveness as low (Quartr, 2026). This reflects an international strategy wherein a company transfers its successful home-country capabilities to the foreign subsidiaries while providing them less freedom to change the business model core (Bartlett and Ghoshal, 1989).
This approach is clear through the experience of Chipotle in Europe. CEO Scott Boatwright had explained that the company initially permitted European managers to make larger assumptions regarding the European palate. Performance had improved when Chipotle returned to serving the full menu used in North America (Nation’s Restaurant News, 2025). Boatwright has also stated that Chipotle had aimed to be a global powerhouse rather than heavily adapting its business to every local market (Nation's Restaurant News,2025). It is also reflected in its “Recipe for Growth” strategy, in which menu innovation is controlled centrally rather than being developed separately for every country. It was focused on fundamentals such as operations and technology.  (Restaurant Business Online, 2026).  Thus, Chipotle had viewed its European experiences as evidence that its standard format is a main source of competitive advantage. The company had kept stronger control over its core menu and operation wherein permit limited changes towards areas like store format, entry methods and marketing (Alon, Ni and Wang, 2012). 
The organisational structure of Chipotle gives both advantages and risks. Unlike many of the Quick-service restaurant (QSR) and fast-casual competitors, Chipotle own and operates almost every North American restaurant instead of franchising them. This gives the company great control over restaurant performance, food quality and also promises “Food with Integrity”. In the year 2025, this model supported a 23.4% restaurant-level operating margin, wherein digital sales exceeded 36% of the total revenue (Chipotle Mexican Grill Investor Relations, 2026). Direct ownership also assists Chipotle in maintaining consistent operations, introducing technology quickly, and safeguarding its brand. For instance, for 2026, management has anticipated that around 80% of the new US company-owned restaurants will possess a Chipotlanes digital lane (Chipotle Mexican Grill Investor Relations, 2026).  
However, Chipotle has stayed highly concentrated geographically. More than 98% of its restaurants are located in the US and Canada, and management reiterated confidence to reach 7000 restaurant which separates it’s still early-stage international expansion efforts. In the first quarter of 2026, Chipotle opened 49 new restaurants, which includes 42 Chipotlanes and is on track to open about 350 restaurants, with approximately 80% expected to possess Chipotlanes (Yahoo Finance/Globe and Mail, 2026). This means that Chipotle has gained little diversification and global scale benefits attained by its competitors like McDonald's. It even possesses limited organisational experience outside the Anglo-American and Western European market, which is stated to be a major constraint for its future decision of entry mode (Restaurant Dive, 2026). 
  
[bookmark: _Toc237396702]Macro-Environmental Appraisal and market attractiveness: India
India presently possesses no significant Chipotle presence. The company has no subsidiary, franchise agreement, joint ventures or company-owned restaurant in India. It is even absent from the current and planned international market lists of Chipotle, which currently include the UK, France, Canada, Kuwait, Germany, UAE, Mexico, Singapore and South Korea (Chipotle Newsroom, 2025). Thus, India would be a genuine greenfield market entry decision rather than expansion of prevailing indirect operation (Quartr, 2026). The PECL analysis would focus on the factors that are more relevant to Chipotle as a fast-casual, ingredient-focused US restaurant brand that normally operates its own restaurants.  India has received about USD 70.97 billion in FDI in the financial year 2024-25 and has positioned itself as the most attractive destination for global capital. Quick service restaurant businesses, which prepare and sell food on-site, mostly fall in the sectors where 100% automatic-route FDI is permitted (Altacit Global, 2026). Thus, Chipotle could potentially establish a wholly owned Indian private limited company without a mandatory local partner. 
[bookmark: _Toc237396703]2a. PECL factors
[bookmark: _Toc237396704]Political factors
The FDI rules of India are generally in favour of Chipotle. Press Information Bureau, Government of India (2022) have reported that foreign investment of up to 100% is permitted under the automatic route in Food processing, wherein no prior government approval is needed. In fact, the production-linked incentive (PLI) scheme for food processing is offering financial incentives of ₹10,900 crore allocated over 2021–2027 to create a global food manufacturing champion and promote Indian food brands internationally (MAS LLP, 2026). However, political and regulatory risks still exist. India is a federal system, and so food licences, land-use approvals, labour rules and municipal permits are mostly handled at the state and local level. Thus, the cost and speed of opening restaurants differ between states like Delhi NCR, Karnataka and Maharashtra (Altacit Global, 2026). A most important issue for Chipotle will be State-level beef regulations. Rules on cattle slaughter and beef sales are different across India. There are many states in India like Gujarat, Uttar Pradesh, Haryana, Maharashtra, Rajasthan, Madhya Pradesh, Himachal Pradesh, Uttarakhand and Delhi NCR that have total bans on cow slaughter and restrictions on sales, transport and possession of beef. Penalties might reach life imprisonment in Gujarat, whereas various other states have minimum prison sentences of three to ten years (Law Bhoomi, 2026). In contrast, Kerala, West Bengal, Goa, and other north-eastern states possess either no or few restrictions. 
This is mainly important as two main markets, namely Mumbai in Maharashtra and Delhi NCR, possess strict restrictions on beef (Legal Clarity, 2026). Thus, Chipotle’s beef barbacoa would not only face cultural resistance in such markets but would be legally impossible to sell, making menu adaptation important. Finally, India’s Press Note 3 rules require government approval for investments, which is linked to countries sharing a land border with India.  However, these rules would not be applied to a US company like Chipotle. Overall, the political environment of India could be rated as Low-to-moderate risks with national FDI rules being favourable, but state-level regulations as well as beef laws had created essential operational challenges. 
[bookmark: _Toc237396705]Economic Factor
The economic outlook of India is attractive for the Out-of-home dining and QSR sectors. The IMF had projected the GDP of India at around US$ 4.15 trillion in 2025 (Research and Markets, 2026). The QSR market of India is estimated at US$27.8–30.37 billion in 2025/2026 and is assumed to grow at approximately 9% CAGR, reaching US$47.28 billion by 2031, representing a growth of 10.3% CAGR (Mordor Intelligence, 2026). 
[image: ]
Figure 1: India Quick Service Restaurant Market Size and Share Mordor Intelligence, 2026)
Organised QSR had presently represent less than 5% of the total food services spending when compared with about 20% in mature Western markets. It was seen that Indian QSRs had grown at a CAGR of 23% between 2020 and 2025, wherein chains like Pizza Hut, Domino's, KFC, Starbucks, McDonald's and Subway had attained their benefits (Food Institute, 2023). This suggests that there is significant potential for growth in India, with the middle class representing around 31% of the population and expected to reach up to 38% by 2031. However, certain economic conditions might make Chipotle to execute its business in India. Indian consumers possess stronger preferences for dine-in and social eating rather than fast, high-turnover models, which are common in countries like the US. Dine-in accounts for about 45-59% of the QSR/Food service transaction value, even though delivery services are growing at a greater pace at a rate of 10.6% CAGR (Mordor Intelligence, 2026). Higher expectations for dine-in facilities, along with expensive mall locations, could lead to increased occupancy costs of around 20-25% of the revenue in India as compared to 10-15% worldwide (Flora Foundation, 2026). The delivery aggregators such as Swiggy and Zomato, which possess a larger share of digital QSR transactions, mainly take a commission charge of 20-30% of the order values. This compresses the restaurant-level margin for any of the new entrants who rely upon them for volume (Nexdigm, 2026).  
Another economic challenge is price. Chipotle’s average spending per customer in the US is higher than that of regular fast-food restaurants. The company has reported rising costs for chicken and beef, along with higher costs caused by the 2025 tariffs. These increases in tariffs have affected food, packaging costs and drinks even in its home country, i.e. the US market (Food Ingredients first, 2026).  In India, established fast-food brands have learned that affordable prices are essential for attracting a larger number of customers similar to approach stated by Rauf and Butt (2012). For instance, McDonald’s India has succeeded by providing low-priced items of about ₹29 to ₹ 89. These prices are lower than using the same pricing strategy as in the US (Mark hub, 2026). 
If Chipotle enters India with a higher US-style price without adjusting, then it could become a brand only for wealthy customers in the major cities. This would also limit its ability to reach the growing urban middle-class population of India, which is an essential part of the QSR market of the country. It is assumed that the QSR market of India is expected to grow by around 9% per year (Nexdigm, 2026). Thus, even though the fast-food market of India is attractive, it does not mean that Chipotle’s present pricing will work in India. The company needs to carefully adjust its prices to match what Indian customers value for money. 
[bookmark: _Toc237396706]Cultural factors
Cultural differences are the biggest challenge that Chipotle would face in India. It is essential as Chipotle's present international strategy focuses on keeping its menu and brand experiences like that of the US model. The US menu of Chipotle possesses beef barbacoa, chicken, pork carnitas, plant-based sofritoes, and steak. However, India has different food preferences. Around 30-40% of the population of India is estimated to be vegetarian. Hindus make up around 80% of the population, and most Hindus consider cows sacred and do not eat beef. India even possesses a large Muslim population of about 14%, wherein most of them do not eat pork (Food Institute, 2023). This generates issues for Chipotle. Pork and beef are essential parts of the US menu, which possess very limited demand in various parts of India. Beef sales are even restricted by laws in various states of India. It means Chipotle could not just copy its US menu and expect a similar level of success in India.  Other Western fast-food companies have already made adaptations to such cultural differences. McDonald's, Domino's, KFC and Burger King have changed their menus, which include more vegetarian and chicken options and paneer. They have also removed pork products and beef and have introduced foods with Indian flavours. The examples include McDonald’s McSpick paneer Burger, KFC’s Hyderabadi biryani bucket and Chettinad paneer pizza (Mordor Intelligence, 2026). These changes have shown that successful fast-food brands in India need to analyse local food habits and not copy their international menus. Thus, as stated by Fang (2025), menu localisation is essential and thus essential for Chipotle to attract larger customer bases in India. These cultural challenges could strongly influence which entry strategy Chipotle needs to choose.  
[bookmark: _Toc237396707]Legal and regulatory factors
The legal system of India is mostly open to foreign business, but Chipotle would face various legal and regulatory challenges if it enters the Indian market. GST and taxation would impact the costs of Chipotle. The GST system of India, which was introduced after September 2025, applies to most standalone restaurants, which includes quick-service restaurants and cloud kitchens, possess a charge of 5% GST but cannot claim the input tax credit (ITC). It means restaurants cannot receive the GST they pay on expenses like rent, equipment and packaging. The 18% GST rate with ITC is applied to restaurants situated in luxury hotels (Razor pay, 2026). This could enhance the operating costs of Chipotle as its restaurant model makes use of equipment and is an expensive food preparation system. 
Secondly, food-safety rules are essential. Restaurants in India need to follow the regulations of the Food Safety and Standards Authority of India (FSSAI). These rules are mostly manageable for an international company such as Chipotle. However, Chipotle might need to import certain ingredients like avocados, spice mixes, special chilli and different types of cheese. Imported ingredients could face customs duties, inspections and quarantine requirements. Indian competitors who use locally sourced ingredients might not face similar issues (MAS LLP, 2026).
Thirdly, business ownership and company structure are straightforward. India permits foreign companies to build wholly owned private limited companies in various sectors, giving Chipotle an option to possess full ownership of an Indian business (Altacit Global, 2026). However, other legal problems might still generate difficulties. It includes buying or leasing property, complying with employment laws and dealing with various rules in Indian states. India’s new labour codes are also being introduced gradually, which further creates business uncertainty. Moreover, resolving commercial disputes by means of Indian court systems could take a long time, increase legal costs and lead to business risks. 
Trademark and intellectual property protection is also an issue. Certain international companies that are entering India have faced issues because local businesses or individuals had registered similar trademarks prior to the foreign companies entering the market. Thus, Chipotle needs to register and safeguard its brand name, logo and trademarks before announcing it entering in India. Overall, the FDI rules of India make it easy for Chipotle to legally build a business. However, setting up a company is just one part of the challenge. The managing of taxes, food safety rules, employment laws, imports, property agreements, and intellectual property could make day-to-day operations highly complicated. Thus, the legal challenges for Chipotle might not be to enter India but to operate successfully and profitably by following every local regulation. 
[bookmark: _Toc237396708]2b. Synthesis through Dunning’s Eclectic Paradigm (OLI framework)
Dunning’s eclectic paradigm, also termed the OLI framework, explains why companies choose foreign direct investment (FDI) instead of franchising, exporting or working through another company (Dunning and Lundan, 2008). As per Dunning (1980), a company is likely to make an investment in another country when three conditions are present, which include ownership advantages (O), location advantages (L) and Internalisation advantage (I). 
[bookmark: _Toc237396709]Ownership advantages
Chipotle possesses various strong advantages which it could take to international markets. One of its major strengths is its “Food with integrity” supply chain that focuses upon quality and sourcing of its ingredients. Chipotle also possess an effective restaurant model which is based upon the assembly-line systems, permitting customers to customise their meals quickly. The digital ordering and Chipotlanes system even support fast service and generate more than one-third of food and beverage revenues. Moreover, Chipotle even possess a stronger financial position, earning about US$1.5 billion in annual net income that could assist in funding its international expansion (Chipotle Mexican Grill Investor Relations, 2026). However, not all these advantages could be transferred to India. The US menu of Chipotle is an essential part of its brand, but pork and beef possess limited demand in India due to its cultural and religious preferences. Thus, Chipotle's transferable advantage in India would be restaurant operating systems, service format, brands and digital technology rather than the present US menu. 
[bookmark: _Toc237396710]Location advantages
India offers various attractive location advantages. It possesses a larger and young population, rapid urbanisation and a growing middle class. The QSR market of India is even expected to grow by around 9% each year. Moreover, foreign companies could benefit through 100% automatic-route FDI in the restaurant sector. India even possesses well-developed food-delivery platforms like Swiggy and Zomato, which would assist Chipotle to reach customers without opening a larger number of restaurants immediately (PIB, 2024). However, India can even be a disadvantage for Chipotle. Higher property costs could enhance the restaurant expenses, whereas the 5% GST system without the Input Tax credit might decrease profit margins. The delivery platforms might even charge restaurants commissions of about 20-30% more; however, competitors like McDonald's, KFC, Domino's, and Pizza Hut even possess a stronger local supply chain, real estate networks and knowledge of Indian customers (Mordor Intelligence, 2026). Thus, it can be stated that Chipotle needs to build such relations from the beginning. 
[bookmark: _Toc237396711]Internalisation advantage
Chipotle mostly prefers to own and operate restaurants directly, as it helps in giving greater control over food quality, operating systems and services. This approach executes well in countries like Canada, France, the UK, and Germany, wherein cultural and regulatory differences are mostly small. India is different, and countries possess major cultural diversity, variant state regulations, and a stronger need for menu localisation. Chipotle would require local knowledge regarding permits, suppliers, property, vegetarian and non-vegetarian food preparations and regional customer preferences. An experienced Indian partners could possess much of such knowledge. Chipotle has utilised partnerships in markets like the Middle East, Mexico, Korea, and Singapore, wherein local knowledge is important (Restaurant Dive, 2025). Overall, the OLI analysis has suggested that Chipotle possess stronger ownership advantages and India has main location advantages, but internalising the whole operation might be too risky and expensive. A partnership with an experienced Indian company could thus be an effective entry option as it would permit Chipotle to keep control of its core brand while gaining the local knowledge required for success. 
[bookmark: _Toc237396712]2c. Entry Mode and Strategy Synthesis  
[bookmark: _Toc237396713]Chipotle's Historical Entry-Mode Pattern
Historically, Chipotle has depended on using a company-owned restaurant model, specifically in North America. This approach has allowed the company to maintain direct control over food preparation, restaurant operations, service quality, employee training and its “Food with Integrity” positioning (Umbrex, 2025). The model has also supported the rapid implementation of digital technologies and Chipotlanes across its restaurant network (Littman, 2020). However, Chipotle has adopted a more flexible approach in international markets where local knowledge is more important. In markets such as Mexico, Korea, Singapore and the Middle East, it has expanded its business through using partnerships and joint-venture arrangements. This indicates that Chipotle does not apply a single-entry mode universally but adjusts its ownership approach according to market conditions. Its historical preference for ownership provides strong operational control, but partnership-based expansion reduces financial exposure and provides access to local expertise. For the Indian market, this distinction is vital because it has limited experience in using a culturally diverse market. 
[bookmark: _Toc237396714]Wholly Owned Subsidiary 
By using the wholly owned subsidiary entry mode, Chipotle can obtain complete control over its business in India. This entry mode is legally feasible because India permits 100% foreign direct investment through the automatic route in relevant food-processing and restaurant activities, which indicates that Chipotle would not necessarily require a local equity partner to establish its business operation. This entry mode is also consistent with Chipotle’s historical preference for company-owned restaurants, which provides the company with complete control over food quality, employee training, service standards, technology and its “Food with Integrity” positioning (Yiu and Makino, 2002). For India, however, the benefits of control must be balanced against substantial risks. If this entry mode is selected, then Chipotle would require bearing the full financial burden of developing the restaurant, property, training the employees, establishing the supply chain and complying with regulations. It would also have to manage state-level regulations and significant cultural differences and manage different food preferences of customers. Furthermore, Chipotle currently has limited experience operating in culturally diverse markets, which increases the risk of independently operating a business in a totally different market like India. Therefore, although a wholly owned subsidiary offers maximum strategic control and protects Chipotle’s brand and operating capabilities, its high resource commitment and limited access to local knowledge make it less attractive to use for entering India.
[bookmark: _Toc237396715]Franchising
Another important entry mode is franchising, which is a low-investment and flexible mode. Under this approach, Chipotle would allow an established Indian franchisee to operate restaurants using its brand, menu concept, recipes and operating standards in return for franchise fees and/or royalties. The local franchisee has valuable knowledge about preferences of Indian customers, and they are more knowledgeable about suppliers, employment practices and regulatory requirements. This would be particularly important because the culture of India is different from the existing market of Chipotle, such as strong vegetarian preferences and restrictions on beef and pork in several states. Franchising will help to reduce capital requirements and financial exposure of the company and help to develop the market quickly. It could also reduce the difficulties associated with establishing its own supply chain network and regulatory relationships from the beginning. However, one key disadvantage for this method is that the company would have less direct control over restaurant operations, food preparation, and service quality and customer experience (Baena and Cervino, 2015). This is particularly important for Chipotle, because it has historically relied on company-owned restaurants to maintain operational consistency and to protect brand positioning.
[bookmark: _Toc237396716]Joint Venture (JV)
JV is another important entry mode, where Chipotle can establish a partnership with an Indian company. It could be a suitable entry mode for Chipotle because it helps to combine the international restaurant capabilities of Chipotle with the local knowledge and resources of the selected Indian company. Under this arrangement, both organisations would contribute capital, resources and expertise while sharing ownership, risks and returns. The Indian partner could provide knowledge about local consumer preferences, suppliers, real estate, labour practices and state-level regulations. This method would allow Chipotle to retain more strategic influence than franchising and help to reduce the financial and operational risks associated with establishing a wholly owned subsidiary. Through this strategy, the company can transfer its strengths in restaurant operations, digital ordering, food quality and its brand positioning to the Indian market (Ramadani, 2016). Overall, through using a JV, Chipotle can maintain a balance between controlling business operations, having local knowledge and reducing risk for expanding into the Indian market. 
[bookmark: _Toc237396717]Recommended Entry Mode
Based on the analysis, it is recommended that developing a JV with an experienced Indian partner should be selected by Chipotle. Although using a wholly owned subsidiary, Chipotle can obtain maximum control over food quality, operations and brand standards, it will increase the risk of doing business in a culturally different and unfamiliar environment in India. Franchising would reduce the financial risk of entering a new market, but could weaken Chipotle’s control over service quality and its brand positioning, which is the central aspect of its company-owned operating model. In contrast, a JV can help to balance business control, risk sharing and local market knowledge. Chipotle has also previously used partnerships in markets where local knowledge is important. Therefore, a JV is the most appropriate entry mode for Chipotle’s entry into India.
[bookmark: _Toc237396718]Implementation and Strategic Fit
To implement the JV, at first, Chipotle needs to select an adequate Indian partner, who has strong capability in restaurant operations, supply-chain management, real estate and regulatory compliance. The JV should initially focus on major urban markets, where there is high demand for QSR offerings and a growing middle-class population. Chipotle should retain control over its core brand standards, food-quality procedures, technology and “Food with Integrity” positioning. On the other hand, the Indian partners should manage local relationships and assist with market-specific adaptation. From a strategic viewpoint, the JV fits with the internationalisation approach of Chipotle because it combines internalisation of key capabilities with local responsiveness. Through this strategy, Chipotle can preserve its operational expertise and reduce the risk of independent market entry.   
[bookmark: _Toc237396719]3. Reflective accounts using Gibbs’ reflective cycle
I used Gibbs’ reflective cycle (1988) to reflect upon the research and preparation process for section 1 of the market entry strategy report. 
[image: Gibbs Reflective Practice Cycle]
Figure 2: Gibbs’ reflective cycle (EBSCO, 2024)
[bookmark: _Toc237396720]Description
This task required me to make an evaluation of whether Chipotle Mexican Grill needs to enter India and identify a suitable international entry strategy. I started by understanding the company, its prevailing international strategy and its previous approaches to international expansion. I will then examine India as a potential new market before applying a theoretical framework to get connected to external environment to the internal capabilities. My initial step was to determine whether India showcases a genuine new market for Chipotle. It was essential as this assignment needed a country where the company did not have a major existing presence. My research had indicated that Chipotle had no subsidiary, joint venture, franchise agreement or company-owned restaurant in India, which had made the country a genuine greenfield entry opportunity. I then used Dunning’s OLI framework to build a connection with the findings with Chipotle’s ownership advantages, India location advantage and the benefits and disadvantages of internalisation. The report was thus developed through general background research for a more focused assessment of strategic fit. 
[bookmark: _Toc237396721]Feelings
At the start of the task, I found the research process challenging as there was a large amount of information available regarding both Chipotle and the Indian food-service market. I was not sure which information was important for the report and which data was only of general background information. I also found it complex to understand how Chipotle’s prevailing international strategy could work in India. Chipotle had mostly tried to keep its business model and menu consistent in international markets. However, India is found to have very different food preferences and regulations. For example, the research had shown that vegetarian food is more essential in India and that beef and pork might possess limited demand or face restrictions in certain regions. At the start, I thought the strong brand image of Chipotle and successful business model would make entering India relatively easy. However, as I researched further, I realised that having a successful business model in one country does not mean that the same model will work effectively in another country. As I continued with the research, I had become more confident as the theories from the course had given me clear ways to organise my thinking. Instead of looking at each of the problems separately, I had made use of different theories to analyse how different factors were connected to the final entry decision. 
[bookmark: _Toc237396722]Evaluation
One of the main parts of my research was that I had made use of various types of sources. I had used the investors’ information of Chipotle to analyse its financial performance and business operations. I also utilised industry sources to analyse its international expansions and the Indian QSR market. Government sources were important when researching foreign investment and regulations. The usage of different sources had assisted me in avoiding relying on only one viewpoint. For example, company sources had assisted me in understanding Chipotle’s own strategy, while other sources had assisted me in understanding the issues of entering India. Another positive part of this study was using theories instead of describing the information. The framework of Bartlett and Ghoshal had assisted me in understanding that Chipotle follows an approach with relatively lower local adaptation. The company had tried to transfer its prevailing business model to other markets while keeping control over main operations. 
The PECL analysis was also important as it helped me to divide the Indian market into various areas. The political analysis had shown that India mostly permitted foreign investment, but state-level regulation might create difficulties. The economic analysis had shown that the Indian QSR market possesses strong growth potential but also poses challenges like property costs, price sensitivity and delivery commissions. However, there were also certain problems. Some of the market information had come from commercial websites and industry reports, and different sources gave different estimates. This made it essential to be careful while using market statistics. I also found that it was easy to write a description instead of analysis. I addressed this through effective analysis of information, which affects the Chipotle entry in India. 
[bookmark: _Toc237396723]Analysis
The main thing I learned through this research was that choosing a new international market is not about finding a country with a large growing market. A company even need to consider if its own strengths fit in the new market. This became clear when I utilised Dunning’s OLI framework. Chipotle possesses stronger ownership advantages. it includes its brand, restaurant operating systems, digital ordering technology, supply-chain approach and financial resources. Such strength has helped the company to compete in India. India also possesses essential location advantages. It has a larger population, growing cities and a growing QSR market. The country even gave opportunities for foreign investments; however, India also had challenges that include higher property costs, different food preferences and a complex regulatory environment. The internalisation part of OLI had made me think carefully about the entry mode. Chipotle mostly prefer to own its restaurants as this gives them more control over the food quality and customer experience. However, India is different from many of the countries in which Chipotle has already operated. There are various cultural differences, different state regulations and the need for local market knowledge. This has assisted me in analysing why local partnership could be useful. A local partner could give knowledge regarding Indian customers, suppliers, property, food preferences ad also regulations.
The course lectures, theories, readings and business cases had assisted me in analysing the issues more effectively. Prior to studying these theories, I looked at whether India was an attractive market. However, after applying the theories, I got to analyse the link between the company, the market and the whole method. This made the analysis more balanced. 
[bookmark: _Toc237396724]Conclusion
Overall, the research process improved my understanding regarding international market entry. I learned that a growing market does not guarantee success automatically. Chipotle needs to consider its strengths, customers’ preferences, regulations and cultural differences. The usage of Gibbs cycle and course theories had assisted me in connecting with the research findings and making an entry decision effectively. 
[bookmark: _Toc237396725]Action plan
In future research, I will be organising my sources earlier and will focus upon more reliable academic, government and company information. I will even compare various sources carefully and will assess entry modes using risks, costs, local knowledge, flexibility and long-term strategic fit. 
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