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[bookmark: _Toc237265647]SECTION 1 — INTERNATIONAL MARKET ENTRY ANALYSIS
[bookmark: _Toc237265648]1. Introduction
Five Guys is a US-based fast-food restaurant company that has developed an international presence through expansion into multiple global markets (Five guys, 2026a). Its business model is strongly associated with its branded restaurant concept, product consistency and international franchising approach. As international markets continue to provide opportunities for growth, selecting an appropriate host market requires careful consideration of both firm-specific capabilities and country-level conditions.
[image: Five Guys | US Favorite Burger Joint is Now in Melbourne! | Laura Angelia]
This report evaluates India as a proposed target market for Five Guys' international expansion. India represents a potentially attractive market because of its large consumer base, expanding food-service sector, urbanisation and changing eating-out patterns. However, market attractiveness must be balanced against political, economic, legal and cultural challenges that could influence the feasibility of entry. The analysis therefore examines Five Guys' international strategy using the Bartlett and Ghoshal framework, evaluates India's macro-environment, applies Dunning's OLI paradigm, and assesses alternative entry modes. The report concludes by recommending the most strategically appropriate entry approach for Five Guys in India. 
[bookmark: _Toc237265649]2. Organisational Classification and Global Strategy
[bookmark: _Toc237265650]2.1 Five Guys as a Multinational Corporation
Five Guys originated in the Washington, D.C. area in 1986 when Jerry and Janie Murrell established the business with their family. The company initially developed within the US market before beginning franchising in 2002 across DC, Virginia and Maryland. Its internationalisation subsequently developed through a first Canadian location in Alberta in 2010, followed by its first location outside North America in London in 2013. The Fact Sheet demonstrates further expansion into the UK, UAE, Saudi Arabia, Ireland, France, Spain, Kuwait, Germany, Italy, Hong Kong and Australia. By 2026, Five Guys reported more than 1,950 restaurants worldwide (Five guys, 2026). This extensive geographical expansion and international franchising activity demonstrate the company's transformation from a domestic restaurant business into a significant multinational organisation.
[image: ]
[bookmark: _Toc237265651]2.2 Strategic Classification Using Bartlett and Ghoshal
Bartlett and Ghoshal's framework can be applied by considering Five Guys' balance between global integration and local responsiveness (Mehra et al., 2026). The company's international operations demonstrate a strong emphasis on global integration because its core restaurant concept and brand identity remain relatively consistent across markets. The Fact Sheet emphasises the company's simple ethos and commitment to quality, while its distinctive offering is supported by features such as fresh buns and more than 250,000 possible topping combinations. Franchising can provide opportunities for local responsiveness because franchise operators possess knowledge of local customers and market conditions. Overall, Five Guys can therefore be critically assessed as having a predominantly global strategic orientation, although some local adaptation may be required when entering culturally different markets such as India.
[bookmark: _Toc237265652]2.3 Global Configuration and Competitive Advantage
Five Guys' global configuration has expanded from North America into Europe, the Middle East, Asia and Australia, providing the company with geographically diversified operations and accumulated international experience. This expansion can contribute to competitive advantage through its recognisable brand, transferable restaurant concept, operational knowledge and established franchising capabilities. The Fact Sheet further reports more than 260,000 customers enjoying Five Guys peanuts each week and highlights its fresh proprietary buns and extensive topping combinations, demonstrating elements that differentiate its customer proposition (Five Guys, 2026). Such capabilities can potentially be transferred to new markets; however, their effectiveness in India will depend on the extent to which Five Guys can maintain its global brand standards while responding appropriately to local consumer preferences.
[image: ]
Figure 1: Five Guys' International Expansion and Global Footprint
(Source: Five Guys, 2026)

[bookmark: _Toc237265653]3. Macro-Environmental Appraisal and Market Attractiveness
[bookmark: _Toc237265654]3.1 Political Environment
India provides a generally supportive environment for international business investment, although market entry remains influenced by regulatory requirements and policy complexity (Mehta et al., 2026). The country's continued emphasis on private-sector-led growth and investment has strengthened its attractiveness for multinational businesses. The World Bank's April 2026 India Development Update identifies India's strong macroeconomic fundamentals, policy buffers and efforts to create a predictable, business-enabling environment as important factors supporting investment. It also notes that India remained the fastest-growing major economy in FY2026, with growth accelerating to 7.6%, although external geopolitical and trade risks remain relevant (World bank, 2026). For Five Guys, this provides a broadly favourable political foundation because a growing and investment-oriented economy can support the establishment of international restaurant operations.
Foreign investment policy is particularly relevant because Five Guys would need an appropriate legal and ownership structure for entering India. India's FDI framework contains different rules depending on the activity and structure involved. DPIIT's consolidated FDI policy provides specific provisions for retail activities, including single-brand retailing, while also distinguishing food products manufactured or produced in India from other retail activities (Jaripiti Rajappa, 2022). This means Five Guys cannot simply assume that its existing international franchise structure can be transferred directly into India without assessing the applicable investment and operating rules. Consequently, the political environment represents both an opportunity and a constraint: India's openness to foreign investment supports entry, but the company would need appropriate local legal and regulatory expertise.
Another consideration is the importance of India's federal structure. Restaurant operations can be affected by requirements administered at both national and state levels. This increases the complexity of selecting the initial locations. For Five Guys, an initial entry into major metropolitan markets such as Mumbai, Delhi NCR or Bengaluru could therefore be strategically preferable because these locations provide larger consumer markets and established commercial infrastructure. Political conditions should consequently be evaluated not simply as national stability but in terms of how government policy affects foreign restaurant investment, food regulation, taxation and local operations (Ruziokhunov and Yuldasheva, 2025).
India's political environment can be considered moderately favourable for Five Guys. Strong economic policy support and an established FDI framework create an opportunity, but regulatory complexity means that Five Guys would need careful market-entry planning and potentially a capable local partner. This supports the argument that political attractiveness alone does not guarantee successful entry; it must be combined with legal compliance and local market knowledge.
[bookmark: _Toc237265655]3.2 Economic Environment
India's economic environment represents one of the strongest arguments for considering Five Guys as a potential entrant. The World Bank reports that India's GDP reached approximately US$3.96 trillion in 2025, while GDP growth was 7.6% and GDP per capita was approximately US$2,702.5. Consumer-price inflation was reported at 2.4% in 2025, suggesting considerably lower inflation than in several previous years (World bank, 2026). The combination of strong economic expansion and relatively contained inflation can improve the environment for consumer-facing businesses by supporting purchasing power and reducing some cost pressures.
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Figure 2: India's GDP Growth Trend, 2016–2025
(Source: World bank, 2026)
The graph demonstrates India's strong long-term growth trajectory while also highlighting the significant disruption caused by COVID-19 in 2020. The sharp contraction during 2020 was followed by a strong rebound in 2021, after which growth remained comparatively robust. The latest World Bank data confirms growth of 7.6% in 2025, meaning the graph should ideally be checked and updated so that its latest data point corresponds with the current official figure. The significance for Five Guys is that sustained economic growth can expand the addressable consumer market for restaurant and leisure spending. However, India's relatively low GDP per capita compared with developed economies also creates an important limitation (Dědeček and Dudzich, 2022). Five Guys has a premium-oriented proposition, meaning that strong aggregate GDP growth does not automatically mean that its products will be affordable to the mass market. The company would therefore need to focus initially on higher-income urban consumers rather than assuming nationwide demand.
The wider food-service market provides stronger evidence of industry-specific opportunity. IMARC estimates that India's food-service market reached US$56.24 billion in 2025 and forecasts growth to US$138.21 billion by 2034, equivalent to a projected CAGR of approximately 9.98% during 2026–2034 (IMARC, 2026). The report identifies urbanisation, rising disposable income, dining-out culture, online food delivery and QSR expansion as important growth drivers. 
[image: ]
[bookmark: _Ref237263685]Figure 3: India Food Service Market Growth Trend, 2020–2034
(Source: IMARC, 2026)
This graph is highly relevant to Five Guys because it directly demonstrates the expansion of the industry in which the company would operate. The increase from US$56.24 billion in 2025 towards the projected US$138.21 billion in 2034 suggests substantial future market potential. The forecast should not be interpreted uncritically. Market growth does not guarantee profitability for an individual entrant because Five Guys would face established competitors, location costs, labour expenses and the challenge of convincing Indian consumers to pay premium prices.
The economic opportunity is therefore strongest in major urban centres where disposable incomes, organised food-service infrastructure and dining-out behaviour are concentrated. IMARC reports that West and Central India accounted for 44.9% of the food-service market in 2025, while the commercial sector represented 77.8%. These figures suggest that location selection would be strategically important (IMARC, 2026). Five Guys could potentially use a concentrated urban-entry strategy rather than immediately attempting nationwide expansion.
Exchange-rate movements also matter because Five Guys is a US-origin company. If inputs, equipment, technology or franchise-related payments are denominated in foreign currency, depreciation of the Indian rupee could increase costs. Local sourcing could reduce this exposure, while simultaneously improving adaptation to Indian supply-chain conditions. Therefore, India's economic environment is highly attractive in terms of growth and market size, but affordability, currency exposure and operating costs remain important constraints.
[bookmark: _Toc237265656]3.3 Legal Environment
The legal environment is particularly important for Five Guys because food-service businesses are subject to specific food-safety, licensing, employment and business requirements. The Food Safety and Standards Authority of India (FSSAI) is responsible for regulating and supervising food safety in India, and its framework requires food businesses to comply with relevant licensing and registration requirements (Dhara et al., 2021). FSSAI states that every food business operator covered by the relevant provisions must obtain the appropriate licence or registration. Therefore, Five Guys would need to ensure that its proposed restaurants, food preparation processes and supply-chain activities meet Indian food-safety requirements before commencing operations.
This is particularly relevant to Five Guys because its international proposition depends heavily on product quality and consistency. FSSAI requirements could therefore affect ingredient sourcing, preparation, storage, hygiene and operational procedures. FSSAI also requires licensed food businesses to maintain appropriate food-safety management systems and comply with hygiene requirements (Ghosh‐Jerath et al., 2026). Rather than viewing these regulations solely as barriers, Five Guys could use strong compliance as a mechanism for protecting its brand reputation and maintaining consistent quality.
Food labelling and ingredient regulations may also influence product adaptation. FSSAI maintains specific regulations covering food products, additives, imports, labelling and other food-related activities, with amendments continuing during 2026 (Prabha, 2026). Five Guys would therefore need to assess whether its existing recipes, ingredients and product information can be transferred directly to India or whether modifications would be required.
The FDI framework is another legal consideration. DPIIT's FDI policy distinguishes different retail activities and establishes specific routes and conditions. This makes the selection of an appropriate entry structure important (Prabha, 2026). A franchise, joint venture or another partnership-based structure could potentially provide Five Guys with local expertise, but the precise legal implications would need to be established before entry.
India's legal environment should be considered manageable but relatively complex. The regulations do not necessarily prevent entry, but compliance would require investment in legal, food-safety and operational capabilities. For Five Guys, the strongest approach would therefore be to incorporate regulatory compliance into the entry strategy from the beginning rather than treating it as an administrative issue after market entry.
[bookmark: _Toc237265657]3.4 Cultural Environment
Cultural conditions are arguably one of the most significant issues for Five Guys because food preferences are closely connected with religion, lifestyle, regional identity and consumer expectations in India. The company therefore cannot assume that a product proposition developed in the US or other Western markets will automatically produce the same consumer response in India. The central strategic issue is the balance between global standardisation and local adaptation.
Vegetarian consumption is particularly important. India has a substantial vegetarian consumer base, while dietary preferences also vary considerably across regions, communities and individual consumers (Bruckert and Ferry, 2023). This creates a challenge for Five Guys because its traditional burger proposition is strongly associated with meat-based products. At the same time, the company already provides a highly customisable offering, and its Fact Sheet highlights more than 250,000 possible topping combinations. This flexibility could potentially support adaptation without completely abandoning the core Five Guys concept. The strategic challenge would therefore be determining how much adaptation is necessary while protecting the brand identity that differentiates Five Guys internationally.
Cultural differences also extend to flavour preferences and eating habits. Indian consumers may demonstrate stronger demand for regional flavours, vegetarian choices and products suited to local dietary expectations (Nadabar et al., 2023). Consequently, Five Guys could face a tension between maintaining its international identity and developing market-specific options. Excessive adaptation could weaken the consistency that supports its global strategy, whereas insufficient adaptation could restrict its addressable customer base.
Urbanisation and changing lifestyles provide a positive cultural opportunity. IMARC identifies urbanisation, nuclear families, dining-out culture and changing consumer behaviour as important drivers of India's food-service growth (IMARC, 2026). These trends suggest that younger urban consumers may provide an initial target segment for Five Guys. The growing influence of online food-delivery platforms also means that the consumer experience is no longer restricted to physical restaurants, potentially allowing Five Guys to reach customers beyond its immediate store locations. IMARC specifically identifies the growth of technology-enabled food delivery as a structural driver of the Indian food-service market. 
However, cultural attractiveness should be balanced against price sensitivity. A premium burger concept may appeal to aspirational urban consumers but remain less accessible to the broader population (Malik et al., 2024). Five Guys would therefore need careful positioning, potentially focusing initially on affluent metropolitan consumers and adapting selected products rather than completely redesigning the brand.
The cultural environment provides both significant opportunity and significant adaptation pressure. India's expanding dining-out culture supports entry, but vegetarian preferences, regional tastes and price sensitivity mean that Five Guys would need a carefully controlled adaptation strategy. This reinforces the importance of balancing global integration with local responsiveness when applying Bartlett and Ghoshal's framework.
[bookmark: _Toc237265658]3.5 Market Attractiveness and Competitive Environment
India represents a potentially attractive market for Five Guys because of the scale and continued expansion of its food-service industry. Recent market estimates show in Figure 3 indicate that India's food-service market was worth approximately US$114.4 billion in 2025 and is forecast to reach US$282.04 billion by 2034, representing a projected CAGR of 10.55%. Growth is being supported by rising disposable incomes, urbanisation, changing lifestyles, greater demand for prepared food and the increasing popularity of dining out and food delivery. The QSR segment is also expanding, with the Indian quick-service restaurant market estimated at approximately US$27.8 billion in 2025 and forecast to grow at around 8.9% annually through 2035. These trends indicate a substantial long-term opportunity for Five Guys, particularly among urban consumers seeking international and premium food experiences.
The graph (Figure 3) strengthens the market-attractiveness argument because it illustrates sustained historical growth and significant projected expansion. However, market growth alone does not guarantee Five Guys' success. The company would enter a highly competitive QSR environment containing established international brands such as McDonald's, Burger King and KFC, alongside strong domestic and regional restaurant businesses (Singh, 2025). Recent industry reporting indicates that major QSR chains in India have experienced renewed customer traffic and sales growth, particularly through value-oriented offerings and increasing demand from younger consumers and tier-2 and tier-3 cities. Therefore, Five Guys would need to differentiate itself rather than compete primarily on price.
Five Guys possesses several potential differentiating characteristics. Its highly customisable menu, focus on quality and established international brand identity could position it towards a more premium segment of India's burger market. Its international experience is also significant: Five Guys currently operates more than 1,900 restaurants across 29 countries, demonstrating a scalable international business model. Its premium positioning creates a major challenge because Indian consumers have access to lower-priced QSR alternatives and local food options (Gallarza-Granizo et al., 2020). Consequently, Five Guys' initial target market would be more appropriately concentrated in affluent metropolitan areas rather than the mass market.
The growth of digital ordering and delivery further improves the market opportunity. India's food-service expansion is increasingly connected with online ordering, delivery platforms and changing consumer lifestyles (Sinha et al., 2024). However, this also intensifies competition because consumers can compare restaurants easily through digital platforms. Overall, India can therefore be considered an attractive but competitively demanding market. Strong industry growth, urban demand and changing consumption patterns support entry, while established competitors, price sensitivity and the need for differentiation represent significant risks.
[bookmark: _Toc237265659]3.6 OLI / Eclectic Paradigm
Dunning's OLI paradigm provides a useful framework for assessing whether Five Guys possesses the advantages necessary for successful international expansion into India. Ownership advantages arise from the firm's established brand, international operating experience, product and service know-how and franchising capabilities (Alon et al., 2021). Five Guys' current franchise model demonstrates that it has developed systems for transferring its restaurant concept while maintaining operational consistency. The company provides franchisees with training, site-selection support and operational guidance, demonstrating the organisational capabilities that could support international expansion. 
Location advantages arise from India's large and expanding food-service market, urban consumer base, rising disposable income and increasing demand for QSR and delivery-based consumption (Paul et al., 2025). The projected growth of India's food-service sector therefore provides a strong location-specific incentive for Five Guys. However, location advantages are moderated by intense competition, price sensitivity and the need for cultural and product adaptation.
Internalisation advantages concern the extent to which Five Guys should retain control over important activities rather than transferring them entirely to an external organisation. Strong control over brand standards, food quality, recipes, training and customer experience would be important because inconsistency could damage the Five Guys brand. Its existing franchise system already combines local entrepreneurial involvement with company-defined operational standards. Therefore, the OLI analysis suggests that India offers meaningful location advantages, while Five Guys possesses transferable ownership advantages; however, an entry structure must balance local market knowledge with sufficient corporate control.
Figure 6: OLI Analysis of Five Guys' Proposed Entry into India
	Ownership Advantages (O)
	Location Advantages (L)
	Internalisation Advantages (I)

	Global brand and reputation
	Large food-service market
	Protect brand standards

	International experience
	QSR market growth
	Maintain product quality

	Customisable product proposition
	Urban consumer demand
	Control training and operations

	Franchise expertise
	Digital food delivery growth
	Protect know-how and customer experience


The OLI framework indicates that India has strong location potential and Five Guys has relevant ownership capabilities, but successful entry would depend on choosing an entry mode that provides local knowledge without sacrificing brand and quality control.
[bookmark: _Toc237265660]4. Entry Mode Strategy and Strategic Synthesis
[bookmark: _Toc237265661]4.1 Five Guys' Historical International Entry Modes
Five Guys' international expansion provides strong evidence that franchising is central to its internationalisation strategy. The company began offering franchise opportunities in the early 2000s and subsequently used franchising to accelerate its expansion beyond the US (Five Guys, 2026a). Its historical development shows a gradual progression from domestic operations to Canada in 2010 and then to international markets, with its first location outside North America opening in London in 2013. The company's subsequent expansion across Europe, the Middle East, Asia and Australia demonstrate that franchising has enabled Five Guys to replicate its restaurant concept across geographically diverse markets. The company's current franchise information confirms that it operates more than 1,900 restaurants across 29 countries and continues to accept franchise enquiries in selected international markets (Five Guys, 2026). 
The current franchise model also demonstrates that Five Guys does not simply transfer its brand to independent operators without control. Franchisees must meet substantial financial requirements, including more than $5 million net worth and $2.5 million in liquid capital, while the company provides support relating to real estate, development, training and operational standards. Five Guys also charges a 6% royalty fee, creating an ongoing financial relationship between the franchisor and franchisee (Five guys, 2026). This suggests that the company's internationalisation model combines local ownership and investment with centralised brand and operational control. The model therefore provides a useful balance between lower corporate capital commitment and protection of the Five Guys concept. Evidence from the company's UK operations further demonstrates the scalability of this approach, with the UK developing into a substantial market following the opening of the first London restaurant in 2013. 
[bookmark: _Toc237265662]4.2 Alternative Entry Modes for India
For India, three principal alternatives can be considered: franchising, a joint venture and a wholly owned subsidiary (Paul, 2020). Franchising appears most consistent with Five Guys' existing international strategy because it requires lower direct capital investment while allowing the local operator to contribute market knowledge, real-estate expertise and operational resources. This is particularly relevant because Five Guys specifically requires franchise applicants to have real-estate experience in the market being developed and provides support with site selection and development. The principal disadvantage is reduced direct control over day-to-day operations, creating potential risks concerning service quality, customer experience and brand consistency.
A joint venture would provide Five Guys with greater influence than conventional franchising while allowing an Indian partner to contribute local knowledge, regulatory understanding and resources. This could be particularly useful because India has a complex and geographically diverse consumer environment. However, a joint venture would involve greater financial commitment and potential conflicts over strategic priorities, investment decisions and operational control (Debellis and Pinelli, 2020). It would therefore provide a stronger balance between local responsiveness and control, but with greater complexity than the company's established franchise model.
A wholly owned subsidiary would provide the highest level of control over restaurants, employees, quality standards, pricing and customer experience. It could therefore offer strong protection for Five Guys' brand and proprietary operating practices. However, it would also require substantially greater capital, management resources and exposure to market risk. For a first entry into an unfamiliar market, this level of commitment would be difficult to justify when Five Guys already possesses an established international franchise model.
[bookmark: _Toc237265663]4.3 Strategic Fit
The strongest entry mode should reflect the interaction between Five Guys' existing capabilities and India's market conditions. The OLI analysis demonstrates that Five Guys possesses significant ownership advantages through its brand, international experience, operating know-how and established franchise capabilities. India provides important location advantages through its expanding food-service industry, large urban consumer base and growing demand for international restaurant concepts (Tripathi and Agrawal, 2026). The remaining question is therefore how these advantages should be combined through an appropriate governance structure.
Franchising provides the strongest strategic fit because it is already embedded within Five Guys' international expansion model. The company's current franchise system demonstrates that it has developed mechanisms for selecting financially capable operators, providing training, supporting site development and maintaining operating standards. This is particularly valuable in India because a local franchise partner could provide knowledge of consumer behaviour, property markets, suppliers, labour and regulatory requirements that Five Guys would lack as a new entrant.
[bookmark: _Toc237265664]4.4 Final Recommendation
Franchising with a carefully selected Indian master franchise/development partner is recommended as the most appropriate entry mode for Five Guys in India. This recommendation provides the strongest balance between investment, risk, local knowledge, speed and control. It is consistent with Five Guys' proven international expansion model, while allowing the company to utilise an Indian partner's knowledge of locations, consumer preferences, supply chains and regulatory requirements. Five Guys' existing franchise system already provides mechanisms for training, site selection, development support and operational standards, which can help reduce the risk of inconsistent implementation. 
Five Guys should retain strict control over brand standards, food quality, training, restaurant design and core product specifications. The partner should also be required to demonstrate substantial financial resources and relevant operating experience, consistent with Five Guys' existing franchise requirements. A phased approach beginning with a limited number of flagship restaurants in major metropolitan markets would allow Five Guys to test consumer acceptance before committing to wider national expansion. Therefore, franchising is preferable to a joint venture or wholly owned subsidiary because it fits Five Guys established international capabilities while reducing the financial and operational risks associated with entering an unfamiliar and highly competitive Indian market.
[bookmark: _Toc237265665]SECTION 2 — CRITICAL REFLECTIVE ACCOUNT (GIBSS REFLECTIVE CYCLE)
[bookmark: _Toc237265666]Description
I selected Five Guys and India as the focus of the international market-entry investigation. The research required me to examine Five Guys’ existing internationalisation strategy and then assess whether its capabilities could be transferred effectively to the Indian market. I investigated the political, economic, legal and cultural environment of India and considered the attractiveness of the Indian food-service industry. I also applied Bartlett and Ghoshal’s framework to understand the company’s international strategy and Dunning’s OLI paradigm to evaluate its ownership, location and internalisation advantages. During the process, I used different types of sources, including company information, government material, industry reports and academic literature. Initially, I viewed India mainly as an attractive growth market; however, the research gradually made me recognise that market attractiveness alone cannot determine whether international expansion is strategically appropriate.
[bookmark: _Toc237265667]Feelings
At the beginning of the research, I felt relatively confident about selecting India because its large population, economic growth and expanding food-service industry appeared to provide strong opportunities for Five Guys. My initial assumption was that these characteristics would make India a relatively straightforward choice for international expansion. However, as I investigated the market in greater depth, I became less certain. I encountered differences between market estimates and realised that strong industry growth did not necessarily mean that Five Guys would achieve profitability. I was also concerned about regulatory requirements, cultural differences and the company's premium positioning. In particular, researching Indian dietary preferences made me question whether Five Guys could transfer its existing proposition without adaptation. This uncertainty was useful because it encouraged me to move beyond my initial assumptions and assess the decision more critically.
[bookmark: _Toc237265668]Evaluation
One positive aspect of my research was the use of different source types. I found official Five Guys information useful for understanding its international expansion and franchising model, while government sources provided more reliable information about India's regulatory environment. Academic literature helped me connect practical evidence with international-business theories. However, I initially focused too heavily on general market-growth information. I later recognised that a large market and high growth rate could not by themselves demonstrate strategic suitability. Another challenge was that commercial market reports sometimes provided different estimates because they used different definitions and methodologies. I addressed this by checking the publication date, methodology and credibility of important sources and comparing evidence rather than accepting the first available statistic. This process improved my ability to distinguish between information that was simply interesting and evidence that was genuinely relevant to the strategic decision.
[bookmark: _Toc237265669]Critical Analysis of Learning
Applying Bartlett and Ghoshal’s framework significantly changed my understanding of Five Guys’ international strategy. Initially, I assumed that the consistency of its brand and restaurant concept meant that a standardised global approach would automatically be appropriate for India. However, considering the relationship between global integration and local responsiveness made me recognise that maintaining a consistent brand does not eliminate the need for local adaptation. India’s dietary preferences, regional tastes and consumer expectations create pressures that Five Guys would need to consider while protecting the characteristics that make its brand distinctive. I therefore learned that international strategy involves balancing standardisation with responsiveness rather than choosing one approach without considering the host market.
The PEST analysis also challenged my initial thinking. I initially interpreted India's economic growth and expanding food-service industry as straightforward evidence of market attractiveness. However, examining purchasing power, competition and Five Guys’ premium positioning made me recognise that industry growth and firm-level attractiveness are not the same thing. Similarly, the legal analysis showed me that regulations are not simply background information. Requirements relating to food safety, investment and business operations can directly influence the feasibility and structure of market entry. Cultural analysis was particularly important because it demonstrated that consumer behaviour can create both opportunities and constraints for an international restaurant business.
Applying Dunning’s OLI framework provided another important learning experience. Initially, I considered Five Guys’ brand and international reputation to be its main advantages. OLI encouraged me to distinguish between the company's ownership advantages, India's location advantages, and the benefits of retaining control over important activities through internalisation. I realised that strong ownership and location advantages do not automatically determine the appropriate entry mode. The company must also decide how to balance control over quality and brand standards with the local knowledge and resources available through an Indian partner.
My evaluation of entry modes further changed my thinking. At first, franchising appeared to be the obvious recommendation because Five Guys already uses franchising internationally. However, comparing franchising with joint ventures and wholly owned operations showed me that the decision also depends on investment, risk, local knowledge, flexibility and control. I therefore learned that an entry mode should not simply be copied from previous international markets; it should be evaluated against the specific characteristics of the new host country.
[bookmark: _Toc237265670]Conclusion
Overall, this research developed my understanding of international market-entry decisions considerably. I learned that a successful international expansion decision requires more than identifying a large or rapidly growing market. It requires the integration of company capabilities, country conditions, cultural considerations, theoretical frameworks and alternative strategic options. The most significant change in my thinking was moving from an initially positive assumption about India towards a more balanced assessment of opportunities and risks. I also recognised the importance of using theories as analytical tools rather than treating them as separate descriptions. The research therefore improved my ability to connect evidence with strategic judgement and to recognise that apparently attractive opportunities can contain significant firm-specific challenges.
[bookmark: _Toc237265671]Action Plan
	Development Area
	Action Plan
	Expected Improvement

	Source Evaluation
	I will evaluate sources according to their credibility, publication date, methodology and relevance rather than selecting evidence simply because it supports my initial argument.
	More reliable and balanced research.

	Data Verification
	I will cross-check important statistics across credible sources before incorporating them into an analysis.
	Greater accuracy and confidence in the evidence used.

	Application of Theory
	I will identify the most appropriate theoretical framework at an early stage and use evidence to test and apply the theory rather than describing the framework separately.
	Stronger theoretical integration and critical analysis.

	Critical Thinking
	I will deliberately consider at least one counterargument before reaching an important strategic judgement.
	More balanced and persuasive conclusions.

	Strategic Evaluation
	I will distinguish more carefully between market-level attractiveness and company-level strategic suitability.
	Better-quality international business decisions.

	Overall Development
	I will apply these approaches systematically in future research and assignments.
	Improved critical decision-making, reduced reliance on assumptions and stronger analytical arguments.
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