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[bookmark: _heading=h.foqejys35fab]The global market requires every business to focus on effective international marketing strategies so as to achieve market competition and successfully expand. This is, however, not a single task, and requires immense decision-making on when to enter, where to expand and making feasible investments. This report has focused on Reckitt Benckiser Group PLC, which is termed as the “world's best-loved and trusted Hygiene and Health brand”. The discussions involve analysis of the macro environment and market attractiveness of Mongolia. In this context, PESTLE and OLI (Eclectic Paradigm) analysis have given the emphasis, followed by deciding the most suitable entry mode strategy. As a means of strategic fit, the phased approach is found to be feasible by undergoing partnerships with existing local distributors.
[bookmark: _heading=h.dgwrepjjgqap]The second part of the report, which is the reflective section, has made me appreciate the evaluation of foreign market opportunities in a multinational organisation, both theoretically and substantiated with business evidence. Acquisition of skills gained through analysis of the globalized business environment has enhanced my readiness to make valuable contributions to MNCs where the context is challenging and competitive international business.
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[bookmark: _Toc236685575]Section 1: International Market Entry Analysis
[bookmark: _Toc236685576]1. Organisational Classification and Global Strategy
[bookmark: _Toc236685577]1.1 Introduction to Reckitt
International expansion is not only a strategic necessity for the survival of multinationals in sustainable growth and access to new consumer markets, but also a precondition for obtaining a competitive advantage. Market attractiveness is now assessed more at strategic capabilities of organisations, opportunities being capitalised in the host country, along with institutional, technological, and competitive environments. Market entry is dependent on the fit between organisation-level resources, international-level strategy, and market-level conditions to obtain best performance and value creation through the market entry. Reckitt Benckiser Group PLC is one of the top players in the global consumer health and hygiene industry, with global brands, innovative product development and world-class capabilities along its supply chain (Reckitt, 2026). Expansion in Mongolia is a chance for this firm to assess its strategic positioning and international competitiveness.
[bookmark: _Toc236685578]1.2 Strategic Classification using Bartlett and Ghoshal Model
Bartlett and Ghoshal's international strategy framework offer an all-encompassing strategy for considering how multinational corporations (MNCs) balance the global integration and the local responsiveness aspects (Bartlett and Ghoshal, 1989). This framework refers to four categories: international, multidomestic, global and transnational strategies. Each of these are based on the firm's degree of product and business practice standardisation and its degree of adaptation to the local markets. Rajeshirke (2026) reiterated the fact that the choice of a suitable international strategy helps the firms to optimise the allocation of the various resources of the company, to improve its operational efficiency and to gain a better competitive position in the foreign markets. Reckitt shows features more in line with the transnational approach of maximising global efficiency and local responsiveness to the market. It understands regional consumer preferences and retains internationally recognised brands, centralised Research and Development (R&D) activities and integrated manufacturing, which began with Europe in 1899 (Kapoor, 2025). It can obtain the benefit of economies of scale while maintaining high levels of customer satisfaction in various overseas markets because of strategic flexibility. 
The selection of international markets is data-driven, as MNCs can assess the consumer demand, institutional quality, intensity of competition, and operating risks they face before expansion. Ali (2025) explained how machine learning methods help to select the right market by incorporating various macroeconomic and industry parameters into models for decision-making. This analysis can help companies identify the countries they might wish to invest for long range growth while minimizing entry risks. More than that, MNCs are considered to be sustainability-oriented, which in turn is determined to affect their post-entry performance. During the international process, companies that have a strong market-oriented and brand capability are likely to perform better. Sustainable operations can lead to growing confidence, increase brand value, and enhance the organisation's competitive edge. The latter capacities become particularly relevant for consumer healthcare companies, where the quality, safety, and accountability of their business operations lie at the heart of their competitive advantage (Frimpong et al. 2025). Digital transformation has given additional power to the international competitiveness of organisations, helping them to extend their reach to customers beyond traditional channels of communication. As per Givan and Pancasilawan (2025), digital marketing, online platforms, and data-driven customer analytics can notably improve visibility for brands and boost penetration of the international market, especially in rapidly developing economies in the internet age.
[bookmark: _Toc236685579]1.3 Global Configuration and International Footprint
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Figure 1: Business conditions of Reckitt
(Source: Reckitt, 2026)
Reckitt's global setup has a very integrated international business model. It comprises a central strategic decision-making system with a geographically distributed manufacturing/distribution and commercial system. It has internationally known brands in hygiene, health and nutrition categories in 80+ countries (Reckitt, 2026). This international approach helps it to efficiently utilise resources across different markets and countries, and take notice of regional market demands. Such an arrangement with partners worldwide increases the resilience of the supply chain, minimises operational risks, and fosters innovation. Multinationals are faced with the challenge of institutional fragmentation across international markets, where regulatory inconsistencies, political uncertainties and institutional quality differences are of importance for strategic decision-making. Rezniqi and During (2025) pointed out that in the context of institutional fragmentation, firms are likely to present with various flexible strategic responses, such as local partnerships, as well as adaptive market positioning and regulatory alignment, because flexibility is necessary to minimise uncertainty in going international.
Geopolitical fragmentation, realignment of trade and regional economic blocs are now exerting a greater influence on the current international business landscape. In the new international context, MNCs need to reconfigure their geographical strategies, focusing on supply chain diversification and political risk management, to maintain global competitiveness (Cui et al., 2025). Magno (2025) showed that Business-to-Business Digital Platforms (B2BDPs) enhance export outcomes by decreasing market information asymmetries, transacting costs, and international business relationship dynamics. These make it possible for MNCs to penetrate new market segments with less investment and high flexibility of operations.
Organisations expanding internationally also have to deal with a growing number of ever more complex pieces of legislation in the fields of foreign investment, intellectual property rights, competition law, and consumer law. International trading laws have been an important strategic skill, citing the fact that conforming to international trading laws will enhance operational stability and safeguard long-term competitive advantage (Akinsola and John, 2025). Institutional support mechanisms in host economies support the effectiveness of global configuration. Government investment policies including foreign investment, infrastructure and facilitation of business create a positive impact on international market performance, and it removes institutional barriers, and increases sustainable business growth. Similarly, Sekyere and Jalali (2025) found that international market knowledge improves firms' strategic resources orchestration, market adaptation, and competitive performance in international expansion.
[bookmark: _Toc236685580]2. Macro-Environmental Appraisal and Market Attractiveness
[bookmark: _Toc236685581]2.1 Introduction to Mongolia
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Figure 2: Annual Real GDP Growth Trend of Mongolia
(Source: Statista, 2026)
Annual trend of the real GDP for Mongolia has shown economic contraction and expansion and forecasting future economic development till 2030 (Statista, 2026). This trend is indicative of the macro-economic adjustment, recovery from previous economic fluctuations and long-term growth potential in the country. Stable economic performance increases investor confidence, facilitates the expansion of the consumer market, and boosts the attractiveness of Mongolia as the place for sustainable foreign market access and long-term expansion of MNCs, such as Reckitt. Multinational consumer goods companies have seen the potential in Mongolia's growing domestic market, investment-friendly environment and entrepot position between China and Russia (Macrotrends, 2025). The continued process of diversifying the economy away from mining has led to the growth of retail, health, logistics and consumer goods sectors, which have provided good conditions for the growth of international business. The foreign investment perspective in Mongolia has been further improved by growing trends of urbanisation, improving purchasing power, developing organised retail networks, and promoting governmental measures. These all offer advantages for multinationals like Reckitt to gain a solid hold in the market with innovative healthcare and hygiene solutions. In 2025, the total amount of consumer spending amounted to nearly MNT 16.35 trillion, which showed strong household demand in an environment of global economic risks (TE, 2026). 
Rising domestic spending suggests growth in buying power and rising consumer confidence, which are drivers of demand for branded personal care and consumer healthcare products. Changes in consumer expenditure patterns further enhance the market potential in the country. The total amount spent by Chinese consumers has risen from around US$2.11 billion in 2024 to nearly US$2.71 billion in 2023, thereby showcasing a robust trend of growing consumer spending and driving demand for key consumer goods sectors (Macrotrends, 2025). A combination of these economic factors indicates that Mongolia provides favourable macroeconomic conditions to Reckitt's long-term international expansion strategy and a sustainable opportunity for future growth.
[bookmark: _Toc236685582]2.2 PESTLE Analysis
	PESTLE Factor
	Key Numerical Data
	Implication for Reckitt

	Political
	Stable democratic governance, government continues to promote foreign investment and trade liberalisation
	Supportive regulatory environment for international FMCG companies entering the market

	Economic
	GDP growth projected at 5.0% (2026) after 6.9% growth in 2025
Inflation averaged 8.6% in 2025 (Macrotrends, 2025)
	Rising economic activity increases purchasing power despite inflationary pressures

	Social
	Consumer spending reached US$11.76 billion in 2024
This increased by 29.98% from US$9.05 billion in 2023 (CMI, 2026)
	Strong household consumption indicates growing demand for health, hygiene, and personal care products

	Technological
	Consumer product and retail market expected to expand during 2026–2033, supported by retail digitalisation and modern distribution channels (R&M, 2026)
	Digital retail growth provides opportunities for Reckitt's omnichannel sales strategy

	Legal
	Mongolia is still continuing to improve its foreign investment legislation and consumer protection measures for increased foreign business involvement (Statista, 2025; Statista, 2026)
	Stronger legal regime to safeguard investments and brand protection

	Environmental
	Consumer goods imports continue to rise, total imports recorded US$843 million in January 2026 (ISIM, 2026)
This reflected increasing product demand and supply chain activity
	Growing imports create opportunities for Reckitt's hygiene and healthcare product portfolio while requiring sustainable logistics practices


Table 1: PESTLE Analysis of Mongolia for Reckitt plc Market Entry
The PESTLE analysis reflects that the macro-environment of Mongolia, with conditions of political stability, economic development, increasing consumer demand and improving regulation, is favourable for Reckitt's market entry. These external factors altogether combine to make the country an appealing place for MNCs focused on health care and hygiene products. Decision-making is crucial when assessing foreign expansion, as the firm has to assess market opportunities against some uncertainties in the environment. Organisations which adopt flexible decision-making strategies can flexibly adapt to the changing environment of institutional and market structure, which can lead to achieving better long-term performance in the international arena (Boonchoo, 2025). 
Mongolia's development of a relatively conducive business climate provides a conducive environment for Reckitt to take a step-wise and adaptive approach to market entry that will be able to manage risks associated with its operations and meet the emerging demand for its products. MNCs that work in the international market have started to value environmental sustainability more and more. Sustainable investment approaches, green financing mechanisms, and favourable fiscal conditions are gaining traction as key elements of market appeal and competitive long-term business strategies (Krasteva-Hristova and Georgieva, 2026). Incorporating more environmentally responsible operations, sustainable packaging and resource-friendly supply chains would enhance the competitive position of Reckitt in Mongolia, whilst meeting the increasing consumer demands and regulatory focus on the environment. Overall, the PESTLE results show that it is its external environment that would provide Reckitt with a supportive context for sustainable long-term value creation through international expansion in the country.
[bookmark: _Toc236685583]2.3 OLI (Eclectic Paradigm) Analysis
	OLI Dimension
	Key Numerical Data
	Strategic Implication for Reckitt

	Ownership (O)
	The Global consumer packaged goods (CPG) market was valued at US$2.48 trillion in 2025 (PMR, 2026)
It is projected to reach US$4.21 trillion by 2034
	Reckitt's globally recognised brands, innovation capabilities, and strong intellectual property provide significant ownership advantages in an expanding CPG market.

	Ownership (O)
	The global FMCG market reached to US$15.47 trillion in 2024 and forecast to reach US$24.76 trillion by 2032, growing at a 6.05% CAGR (IMR, 2025)
	Reckitt can leverage its established product portfolio and global economies of scale to capture growth opportunities

	Location (L)
	Mongolia imported approximately US$296.9 million worth of consumer goods from China in 2022, making China the country's largest supplier of consumer products (WBG, 2026)
	Mongolia's dependence on imported consumer goods creates favourable conditions for foreign FMCG firms with efficient regional supply chains

	Location (L)
	Consumer goods imports from Russia reached approximately US$58.3 million in 2022 (TE, 2026)
	Multiple import sources demonstrate an open trading environment and diversified procurement channels for international brands

	Internalisation (I)
	The global CPG industry is projected to generate an absolute revenue opportunity exceeding US$1.7 trillion between 2026 and 2034 (PMR, 2026)
	Establishing direct operations or wholly controlled distribution would enable Reckitt to protect brand quality, optimise supply chains, and maximise long-term profitability


Table 2: OLI (Eclectic Paradigm) Analysis for Reckitt plc's Entry into Mongolia
The OLI (Eclectic Paradigm) analysis shows that Reckitt has firm ownership advantage as well as location and internalisation advantage that is conducive to the expansion in Mongolia. The company holds blue-chip brands, has innovation capability, a global supply chain, and operational expertise (Reckitt, 2025). These altogether give competitive cushioning and pave the way for sustaining marketers. The consumer market in Mongolia is also expanding, and there is an increasing demand for imports of consumer goods, which further enhances the location advantages for foreign FMCG companies. Kim et al. (2026) emphasized that various aspects of the product life cycle where regulatory changes took place, along with a stable product and good quality management system, were identified as key success factors. 
Another component affects the confidence of the consumers, as a strict quality control and a compliance with law from Reckitt would make their short and long-term viability simpler. The most important late binding into the market competitiveness in new markets is the ability to market the products well. Salam et al. (2025) suggested that a competitive advantage in international markets involves a comprehensive marketing strategy, which involves customer engagement, market responsiveness, digital marketing, and brand positioning.
Also, the OLI framework showed that there are internalisation benefits implying that Reckitt will be inclined to have more control over its operations than license them. Building a direct distribution network or a wholly owned subsidiary would give companies the means to protect their intellectual property, as well as ensure continuity and homogeneity, and conforming to company operational standards globally. It would also help to curb some risk related to fake products and quality differences for consumers to gain confidence on adulteration and ensure sustainable future growth. The CPG market is projected to reach a value of USD 4.21 trillion in 2034 from USD 2.48 trillion in 2025 (PMR, 2026). This, in turn, shows growth at a 16.1% CAGR in between 2025 and 2034. Mongolia also provides location virtues with Reckitt's ownership and internalisation skills. In 2022, China was a net supplier to the nation with exports worth about US$296.9million, meaning there was a significant dependence on imports of consumer products, which offers promising prospects for international FMCG trade. There is little disinclination of the consumers to overlook and buy foreign brands, which indicates that less safety is provided to most of the multinationals that are entering the market (WBG, 2026).
Mongolia is also gaining importance to foreign investors due to domestic products demand. Consumer spending value was calculated as the US$11.76 billion around 2024 which is showing the increasing purchasing power of the consumers, and that drive their demand for health care, hygiene and household products which are branded available in the market. Positive consumer spending growth prospects in response to rising cities population and development of improved infrastructures for retailers (Macrotrends, 2025). Furthermore, the market size of FMCG in the global region is expected to reach almost US$ 24.76 trillion by 2032 at 6.05% CAGR. The positive trend in the industry suggests that the demand for innovation and efficient supply chains will keep driving multinationals profits as the world continues to demand more. The large product portfolio enables Reckitt to take advantage of market opportunities (IMR, 2025). In addition, product quality and product regulation are important. Having well-designed quality assurance systems and regulatory adherence to local healthcare and consumer protection laws would improve consumer confidence and drive market sustainability. Kim et al. (2026) added that effective management of the product life cycle and consistency of product quality have been cited as key factors in the success of international businesses. Finally, Reckitt would need to follow some marketing tactics that would fit their local setting. Digital Marketing, consumer education campaigns and strategic partnerships would further support the brand's visibility, consumer engagement, and market penetration. Furthermore, customer-centric promotional tools alongside market trend changes will be a key factor for gaining comparative advantage and consistent growth in Afghanistan's relatively young consumer goods market (Salam et al., 2025).
[bookmark: _Toc236685584]2.4 Overall Market Attractiveness Assessment
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Figure 3: Average Inflation Rate in Mongolia
(Source: Statista, 2025)
Average annual inflation rate in Mongolia (1991-2030), with years of especially high rates shortly after transition and years of significantly lower-level inflation in the later period with a moderate forecast (Statista, 2025). The behaviour shows increasing macroeconomic resilience, monetary stability and predictability of the business climate. This gives investors more satisfaction, less economic uncertainty, and makes Mongolia more attractive to firms, such as Reckitt that want to achieve longer term sustainable growth in their international markets. Overall, the assessment shows that Mongolia qualifies as an attractive destination for Reckitt's international expansion due to favourable economic conditions, growing consumer demand, a positive investment environment, economic advantage and strategic location. The country's booming retail industry, increased consumer demand for packaged, branded products in healthcare and hygiene and reliance on imports of consumer goods provide attractive medium to long-term prospects for any multinational FMCG. Additionally, enhancing infrastructure, digitalisation, and the government's promotion of foreign investments boost the competitiveness of the consumer market as an emerging market. Successful international expansion has been found to require an entrepreneur's capabilities, appropriate resource allocation, and the opportunity to choose a high-potential market that provides a sustainable competitive advantage (Lawal et al. 2025). These features are in close conjunction with the nature of the business environment in Mongolia and fit Reckitt's long-term investment strategy.
Singh et al. (2025) noted that achieving successful market entry depends on the co-application of innovation, product differentiation, and customer-centric marketing approaches to speed up commercialisation in competitive international markets. Reckitt would benefit from its world-famous healthcare and hygiene brands, which would boost consumers' trust in the brand and aid in fast penetration into the market. Oliveira et al. (2025) highlighted that digital marketing technologies and personalised customer engagement are becoming increasingly important for improving brand visibility and strengthening customer relationships across international markets. Therefore, combining digital marketing offerings with the existing Reckitt distribution network would boost market reach and aid sustainable growth. In general, the overall attractiveness of the Mongolian market is high, which is conducive to Reckitt's international market entry and competitiveness to remain successful here.

[bookmark: _Toc236685585]3. Entry Mode Strategy and Strategic Synthesis
[bookmark: _Toc236685586]3.1 Historical Pattern Recognition
Global Expansion through Acquisitions
In the past, Reckitt has always practised acquisitions as a preferred method of internationalisation to enhance its market position. Successful acquisitions have allowed it to acquire a number of known brands, customer bases, well established distribution networks and local industry expertise. This has mitigated risk of market entry and increased international market expansion rates. This growth has also positioned Reckitt in other verticals of healthcare, hygiene and nutrition product businesses and enhanced its competitive position in the international consumer goods business (Reckitt, 2026).
Strategic Flexibility
The organisation's international expansion is an example of the need to integrate standardisation with local market customisation. The organisation continually carries out global brands while adapting marketing approaches and product innovations as per the regional preferences. This ability will help the continuous innovations without compromising the operational efficiency. As per Reyes‐Parga et al. (2025), organizations demonstrating such capability tend to perform more successfully after internationalisation as a result of their ability to combine exploration and exploitation strategies.
Digital Transformation in International Expansion
Reckitt's activities in other countries have made digital technologies to be important. AI, digital supply chain control and predictive analytics optimize stock management, customer demand forecasting and processes globally. These technologies improve strategic decision-making and minimize uncertainties in the process of international expansion, especially to emerging economies having dynamic consumer behavior (Abd Elghany, 2025).
Cross-border Digital Commerce
Cross-border e-commerce is being embraced by a growing number of MNCs, a shift in rendezvous method to international markets. Digital platforms enhance the ease with which the market operates, minimize information asymmetry, and allow organizations to build customer relationships prior to large-scale, tangible investments. Online retail channels allow Reckitt to sell health and hygiene products to Mongols, and slowly expand its sales channels into physical ones (Cui et al., 2025).
Role of Strategic Networks
Collaborative networks are important aspects of successful internationalisation, as are financial resources. In the context of partnerships with distributors, retailers, and logistics providers, knowledge sharing, innovation, and responsiveness to the market is provided. These strategic partnerships enhance market knowledge and minimize risks involved with entering foreign markets. Therefore, good business networks can be an important source of competitive advantage in international expansion (Sadraei, 2025).
[bookmark: _Toc236685587]3.2 Strategic Fit and Entry Mode Justification
Recommended Entry Mode
As obtained from results of the PESTLE and OLI analysis, it would seem that the best approach for Reckitt's market entry into Mongolia is a phased approach. It is essential for this firm to break into the Mongolian market by direct exporting with the help of strategic partners among the existing local distributors first. As per Adewale et al. (2023), the organisation can reduce the risk of their investment and establish a comprehensive picture of consumer demand, regulatory needs, and competition before the big funds.
Exporting and Strategic Alliances
Through direct exporting, Reckitt can benefit from their existing global manufacturing plants, and produce international, recognised brands for delivery to Mongolia. Collaboration with local distributors, however, increases market penetration, as they have access to established retail networks and local knowledge. Digital innovation has also enhanced export performance by fostering better customer engagement and coordination of supply chains, making this approach very apt in the early growth stage (Said and Soi, 2025).
Digital Decision-Making
International market selection and strategic planning has become a vital part of AI application. MNCs can use data-driven analytical modelling in order to better assess economic conditions, consumer behaviour and competition than by traditional decision-making methods. They are capabilities for ongoing monitoring of the performance and for making strategic adjustments following market entry. Therefore, AI enhances the success of Reckitt's staged growth plan (Joshi, 2025).
Digital Platform Integration
Digital retail platforms further enhance the accessibility of the market and the engagement with the customer. Personalised digital experiences with algorithm-driven platforms are essential for increased product visibility, optimised customer recommendations and improved purchasing convenience. Such technological capabilities enable Reckitt to better hold its competitive position, and derive valuable market insights to propel future growth in business (Chen et al., 2026).
Long-term Strategic Development
Following the market need, it is essential for Reckitt to progressively build a 100% owned distribution subsidiary in Mongolia. This arrangement will allow more control over pricing, quality control, logistics and customer relationships and safeguards the company's IP rights and well-established brands. Santoso et al. (2025) added that digital business capabilities complement effective leadership, further enhancing the competitive sustainable international growth of the organisation in the long term.
Marketing Strategy
There are also important issues of brand positioning and product differentiation, which play a key role in achieving market success. Localised marketing campaigns and digital communication channels, healthcare awareness programs, and customer education initiatives need to be adopted by Reckitt. They build consumer trust and enhance brand visibility in Mongolia's growing consumer goods retail market. Therefore, marketing innovation can be considered as an important source of sustainable competitive advantage (Nazara, 2025).
[bookmark: _Toc236685588]3.3 Conclusion and Recommendations
Conclusion
The analysis shows that Mongolia's consumer demand, investment policy and digital retail infrastructure have gotten more favourable for Reckitt's international expansion. The organisation has international competencies, global brands and advanced technological resources, which help to enter the market successfully. A two-stage enlargement plan that involves export, strategic partnerships and future direct investment is well suited for flexibility in operations, a moderate level of investment risk, and long-term profitability.
Recommendations
Three following key recommendations are suggested. 
1. Reckitt should adopt a gradual market entry strategy by starting with a direct exporting model before setting up a sole trading distribution model. 
2. As inspired by the ideas of Joshi (2025), it shall follow digital transformation through embedding Artificial Intelligence and digital retail platforms in its international activities. 
3. Lastly, it should build twin local relationships, and promote marketing-oriented marketing strategies to strengthen customer trust, regulation compliance and ensure long-term competitive advantage (Nazara, 2025).
[bookmark: _heading=h.62axipta34g]

[bookmark: _Toc236685589]Section 2: Reflective Account
[bookmark: _Toc236685590]4. Reflective Report using Gibbs' Reflective Cycle
[bookmark: _Toc236685591]4.1 Description
This assessment concerned Reckitt Plc's international market entry strategy and assessment of Mongolia as a market for expansion. The report involved the use of some international business frameworks, such as Bartlett and Ghoshal's model, PESTLE analysis, OLI (Eclectic Paradigm) and market entry strategies. Existing secondary data related to company reports, academic papers and international data-bases was analysed for formulating the evidence based recommendations. 
[bookmark: _Toc236685592]4.2 Feelings
At first, I did struggle with the assignment as it was really hard to combine a number of strategic frameworks into a single analysis. It was necessary to do a significant amount of research into the relationship between the organisational capability and external market conditions. As I delved deeper into existing research and real-time data available over the internet, I became more confident. I was duly impressed that one has to view the economic, the political, the technological, and the competitive aspects together rather than in isolation, if one is to be successful with an international expansion.
[bookmark: _Toc236685593]4.3 Evaluation
Positive Aspects
This assignment definitely helped me to apply the theories of international business to a real company with multiple locations. Till now, theoretical concepts were presented but concepts like the PESTLE and the OLI Paradigm to be in the market strategically were explained. In addition, I improved my analytical skills to examine true statistical data and apply quantitative evidence in planning recommendations.
Challenges
The most challenging part of the project was picking the right market entry strategy and mode for Reckitt. With exportation versus strategic alliances and wholly owned subsidiaries, there was a need to weigh the advantages and disadvantages of each organisation's respective capability, investment risk, and strategic objective. One difficulty encountered was to keep the discussion at a critical level and not just a descriptive nature of past studies.
[bookmark: _Toc236685594]4.4 Analysis
Strategic Decision-Making
This translated into a great understanding for me that to be successful in the international market one must consider the external environment as well as organisational strengths. I didn't know that that would be the case before going on this report, I assumed it was just market size. An analysis of Reckitt's expansion strategy, however, revealed that a good way into the market involves a study of how stable the countries/situations are, its institutional quality, technological readiness, and the competitiveness of the market. Therefore, the key role in making strategic decisions is played by a thorough market analysis instead of using only attractiveness indicators of the market (Joshi, 2025).
International Growth
The versatility and constant evolution of the organization is also key to guarantee sustainable international development, the report also showed. I found the Bartlett and Ghoshal paradigm useful to introduce me to the concept of how companies, in an international context, can be efficient in their operations, and be responsive to the local marketplace. I would expect that enterprises that can commit to changing their products, methods, and operations, to adjust to market conditions, are more likely to gain the long‐term international competitiveness and sustainable growth (Reyes‐Parga et al., 2025).
Digital Transformation and Cross-border Commerce
A key takeaway was the rising relevance of digital transformation for the international business market. Artificial Intelligence, Customer Analytics, and Digital Supply Chain Management are essential technologies for growing operations across borders, increasing efficiencies, improving customer insights and addressing challenges in global growth (Abd Elghany, 2025). However, cross border e-commerce marketplaces provide much lower entry barriers to market, benefitting both bigger customers and more efficient distribution of products. As inspired from the findings of Cui et al. (2025), I have come to realize that digital commerce is not merely another selling portal but also a strategic enabler to achieve sales targets.
Strategic Collaboration and Marketing
This report has, therefore, highlighted the importance of collaboration and marketing innovation to successful expansion internationally. As stated by Sadraei (2025), local distributors and retailers accelerate market knowledge, reduce operational risk factors, and make foreign market penetration smoother. Furthermore, I understood that algorithmic, innovative and customer-centric marketing enhances a brand's reach and position on the international market (Chen et al., 2026). Differentiated marketing strategy also strengthens brand confidence and value, which is important for brands to be competitive in new foreign markets, especially for customer-focused strategies (Santoso et al., 2025; Nazara, 2025).
[bookmark: _Toc236685595]4.5 Conclusion
This assessment has helped me greatly to understand International Business strategy and all the complications involved in making decisions regarding overseas market entry. PESTLE and values obtained from the OLI (Eclectic Paradigm) framework proved to be useful in examining internal organisational strengths and external market conditions systematically. I see that entering and expanding into global markets is more than a strategy for business expansion, it involves an analysis of the economic, political, technological and competitive factors for market entry before implementation. I got more confident in my research, analytical and critical thinking skills as well while doing the assignment. The collection and analysis of credible quantitative data from company reports, international sources and research papers allowed for the recommendation to be based upon statistical evidence which enhanced my confidence. In addition, the theoretical part and having experience with the practical case of Reckitt altogether helped me to appreciate strategic alternatives rather than descriptive analysis. Overall, I gained helpful knowledge and understanding that I will be able to use in my further academic endeavours and my career as an international business manager.
[bookmark: _Toc236685596]4.6 Action Plan
I have found a number of strengths and opportunities for my future growth in these areas through the reflective exercise. I am going to enhance my insight on international business strategy through the regular reading of academic research, multinational case studies, and emerging market trends. As per the views of Said and Soi (2025), on-going learning enhances one’s ability to analyse complex international business environments and make more strategic recommendations. Secondly, to build up my analytical skills by having greater skill in interpreting how financial statements should be read and how to interpret economic indicators and market intelligence. By building more competency in quantitative analysis, I will be able to make informed and data-driven strategic decisions for opportunities in countries abroad. Last but not least, I will further enhance my information on AI and international marketing, which are now a part of the core competences of organisations in global markets. Alongside, I will also look to deepen my knowledge of digital customer engagement, cross-border ecommerce and decision making powered by data, which I will then be able to apply to future business projects using modern strategies. 
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