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SECTION 1 
1. [bookmark: _zb4b4fgalmla][bookmark: _Toc236753756]ORGANISATIONAL CLASSIFICATION AND GLOBAL STRATEGY 
[bookmark: _65nu3r2kxpyc][bookmark: _Toc236753757]1.1 Organisational Overview 
This report examines the IKEA franchise system, although the majority of IKEA stores are run by independent franchisees, the IKEA concept is run by Inter IKEA Systems B.V. (IKEA franchisor). IKEA, with the support of the product development, sourcing and supply chain activities of Inter IKEA Group, offers home furnishings that are functional, low-cost and sustainable based on a business model that is globally standardised but is operated via a franchise. IKEA is currently present in more than 60 markets as of FY2025. At 1 June 2026, IKEA did not have any retail stores, e-commerce platform or franchise operations in Algeria, which is one of the few markets in North Africa where IKEA is not yet present (Inter IKEA Group, 2025).

[bookmark: _12g7feqbm02l][bookmark: _Toc236753758]1.2 Strategic Categorisation using Bartlett and Ghoshal's Model 
Bartlett and Ghoshal (1989) framework suggests that multinational firms will become internationally competitive by balancing the forces for global integration and local responsiveness. IKEA's international strategy is most similar to the transnational strategy because it is based on the need to simultaneously pursue global efficiency and selectively meet local market needs. IKEA is under a lot of pressure to be integrated globally, as the company benefits from economies of scale due to centralised product design, global sourcing, standardisation of stores and the same brand. It also experiences moderate local responsiveness pressures, which means that certain activities (product ranges, food products, digital services and marketing communications) need to be adapted to the local preferences and cultural expectations of consumers (Khan and Sarkar, 2024, p.2). The changes help to drive customer acceptance and ensure the firm continues to have a global operating model. In sum, IKEA can best be described as a transnational organisation rather than a global, international or multidomestic firm given that it is globally integrated in terms of its design, sourcing and branding and yet selectively adapts to local markets. A purely global strategy would be lacking in local sensitivity, and a multidomestic and international strategy would diminish the global efficiencies and knowledge sharing that are key to IKEA's business. This method results in a high coordination cost across markets, but it best provides a trade-off between effectiveness and responsiveness on the local level, even in Algeria (Bartlett and Ghoshal, 1989).  

[bookmark: _n34bm1j54dj][bookmark: _Toc236753759]1.3 Global Configuration
[image: ]
Figure 1: IKEA Global Presence
(Source: Inter IKEA Group, 2025)
The value chain of IKEA is coordinated globally, product design is primarily done in Sweden, sourcing is done via the IKEA global procurement offices, production is made in several countries through a combination of owned production units and external suppliers, distribution is coordinated through regional logistics networks and retail is done by either corporate entities or franchisees (Caballini and Benzi, 2023, p.2; Sampath and Harshitha, 2023, p.85). This setup adds value by leveraging on economies of scale, efficient logistics, and consistent Customer experience with selective local adaptations. In Algeria, however, these benefits will rely on the logistics infrastructure, regulatory efficiency and the reliability of the supply chain (Arrouche and Boukhedimi, 2024, p.117).

2. [bookmark: _jb1s7nwot9n1][bookmark: _Toc236753760]MACRO-ENVIRONMENTAL APPRAISAL AND MARKET ATTRACTIVENESS
[bookmark: _p5anhgebecpd][bookmark: _Toc236753761]2.1 Political Environment
Political continuity is a key element for the success of investment, but Algeria's political context is an optimistic one with caution. The Algerian government has aimed to make the investment climate more favourable since the adoption of the 2022 Investment Law, which has facilitated administrative procedures, enhanced legal protections for investors and abolished the previous 51:49 foreign ownership ratio for the majority of non-strategic sectors (World Bank, 2025). Ownership restrictions remain in certain industries, which has an impact on IKEA's managerial control, investment costs and choice of entry mode, but the reforms provide greater strategic flexibility.
But legislative changes have not been enough to remove operational obstacles. Efficient planning approvals and secure customs processes as well as integrated supply chain coordination are the backbone of IKEA's business model. The long-term investment environment is enhanced by banking and monetary law reforms and Algeria's presence in the AfCFTA, while bureaucratic delays drive up operating costs and regulatory uncertainty and implementation risk for retailers from abroad (World Bank, 2025).
Political risk is also very much tied to the economic structure of Algeria. Despite having more political stability than some of its North African neighbours, government spending and policy orientations are still largely dependent on hydrocarbon revenues, with a share of 83% of total national exports in the period 2019–2023 (World Bank, 2025). 
However, Algeria's growing focus on diversification of its economy is a strategic opportunity for IKEA. Government policy has shifted to focus on manufacturing, private investment and non-hydrocarbon growth to generate jobs and attract multinational enterprises (World Bank, 2025). IKEA's view on this policy direction is more important than the short-term political state of affairs (electoral and commodity cycles are over decades, not years). Thus, whilst the regulatory architecture is improving, administrative complexity is continuing to raise the compliance costs and operational risk, which has resulted in a "cautious" approach to a sizeable market entry.

[bookmark: _4klktg3e3nbc][bookmark: _Toc236753762]2.2 Economic Environment
In Algeria, the macroeconomic situation is improving, which may make it more attractive for international retail investments, but market attractiveness is more dependent on the ability of household purchasing power to support IKEA's volume driven business model (Mohammed, 2023, p.78). In 2024, real GDP grew 3.7% and non-hydrocarbon GDP grew 4.8%, suggesting that economic activity is diversifying away from the energy sector (World Bank, 2025). This change is significant from a strategic perspective as IKEA's continued success is based on increasing consumer demand, not commodity economic cycles.
In 2024, inflation slowed down to 4.0%, with a positive impact on the stability of prices and uncertainty for inventory planning and long-term pricing (World Bank, 2025). However, enhancing macroeconomic stability has not yet led to an increase in the purchasing power of households. In 2024, Algeria's GDP per capita was around US$5,753, with 11.7% of its population unemployed, which restricts disposable income for a large share of the population (World Bank, 2025). Thus, IKEA's value proposition of low prices will appeal to the middle class, but sales of higher-end categories are likely to be limited in the early days of market entry.
Algeria's population was over 47 million by 2025, offering a significant consumer market (World Bank, 2025). According to Statista (2025), the furniture market size in Algeria is estimated at the level of about US$1.2 billion, and is projected to grow by 3.8% CAGR (2025-2030). Despite this, the affordability of customers is still limited due to the GDP per capita at US$5,753 and unemployment rate at 11.7% (World Bank, 2025). The organised furniture retail sector is still underdeveloped with very few international competitors, providing a chance for IKEA to build an early competitive position in this market with its low price and large format retailing.
[bookmark: _2vt7xkwjdu0y][bookmark: _Toc236753763]2.3 Legal Environment 
The regulatory environment has been becoming more favourable for foreign investment, but the effectiveness of the regulations is crucial to market attractiveness, more important than the regulations themselves. The cornerstone of the current investment regime is Law No. 22-18 of 24 July 2022 on Investment that has ensured equality of treatment between domestic and foreign investors, provided investment incentives and abolished the previous rule of 51:49 in most of non-strategic sectors (UNCTAD, 2022). The reform aims to make foreign investors more strategic, but import-for-resale activities are still restricted in terms of ownership, and IKEA's retailing entry strategy would still have to adhere to such requirements.
Customs procedures and foreign exchange controls and import licensing requirements can also affect cross-border retail operations, extend lead times and/or raise operating costs for imported furniture. Foreign investors are also subject to product safety, warranty and consumer protection and e-commerce laws and product requirements and commercial property and profit repatriation must meet Algerian law requirements. These legal considerations underscore the importance of meticulous market entry planning and understanding the local regulatory landscape (World Bank, 2025; PwC, 2025).
Even with these developments, regulatory compliance is still fairly complicated. The vital legislation regulating employment relations include Law No. 90-11 on Labour Relations which covers employment contracts, working hours, employee protection and collective labour rights (International Labour Organization, 2025). This implies that IKEA would have to review its Human Resource policies to align with Algerian labour laws, which would raise compliance costs, help to ensure legal compliance, and enhance workforce stability (International Labour Organization, 2025).
Another crucial factor to consider is consumer confidence. Product safety and consumer information and quality standards are included in the obligations of the Consumer Protection and Repression of Fraud Law No. 09-03 (Algerian Ministry of Commerce, 2025). 
Algeria is a member state of the World Intellectual Property Organisation (WIPO) and a contracting party of the Berne Convention and Paris Convention which are responsible for the protection of trademarks, industrial designs and copyright works (WIPO, 2025).  To ensure fair competition and to prevent anti-competitive practices, competition is regulated by Competition Ordinance No. 03-03 and its amendment by Law No. 08-12. This is especially crucial for IKEA, as product design and brand identity are essential competitive advantages (WIPO, 2025).
However, it is still difficult for operations to be taxed. The corporate income tax rates in Algeria vary by business activity, and there is a general rate of Value Added Tax (VAT) of 19%, making financial planning crucial (PwC, 2025). Overall, Algeria's legal environment has become much more investment-friendly, but administrative complexity and implementation of laws and regulations continue to be the principal legal concerns (Chergui, 2026, p.2). Therefore, IKEA needs to go with an entry strategy that will allow it to stay within the law, whilst at the same time keeping sufficient flexibility in its operations to accommodate future regulatory changes. 

[bookmark: _i1ve8hmd467u][bookmark: _Toc236753764]2.4 Cultural Environment
[image: ]
Figure 2: Comparison of Hofstede Cultural Dimensions: Sweden and Algeria
(Source: The Culture Factor, n.d.)
As can be seen in Figure 2, there are significant cultural differences between IKEA's home country of Sweden and Algeria with regard to Hofstede's cultural dimensions. These differences indicate that without adaptation, IKEA's standardised Scandinavian retail model would have a higher risk of resistance from the market even though the company has international experience.
Algeria has a Power Distance score of 80, whereas Sweden's score is 31 (The Culture Factor, n.d.). This suggests that there is more acceptance of hierarchical relationships and centralised authority in organisations. Therefore, it would be necessary to increase the managerial structure, reporting relationships and leadership practices that are more directive in nature to meet the expectations of employees, as IKEA's management style is traditionally decentralised and informal.
The biggest cultural differences lie in Individualism with Algeria's score of 29 and Sweden's score of 87 (The Culture Factor, n.d.). Thus, buying preferences may be more likely to align with family needs than with individual preferences. This difference impacts IKEA's marketing, product design and showroom configurations. Promotional campaigns should focus on family living, communal areas within the home and value to the family over the long term, rather than lifestyle expression.
Hofstede's framework is a valuable one for comparing national cultures, but do not assume that everyone in a country act according to the average for the country (Bartosik-Purgat et al., 2026, p.155). Because of the individual differences and the regional diversity and organisational culture, behaviour of managers and consumers should not be determined on the basis of the scores of cultural dimensions alone and should be verified by the local market research.
Selective localisation is further emphasised by religious and social values. Islam affects the way people live, their seasonal demand patterns and their consumer expectations on food services and promotional activities. Therefore, the restaurant menus, Ramadan opening hours and special products should be adjusted to the local culture, but not to the core of IKEA's standard retail concept. IKEA has successfully adapted to multiple markets in the Middle East, showcasing how cultural sensitivity can enhance customer acceptance without compromising operational uniformity (IKEA, 2025).
When considering foreign brands, Seguer (2024, p.146) mentions that Algerian consumers are concerned with quality, price and value. This is a good sign that IKEA's cost-effectiveness may have an impact on consumers, but there is still a need for more market proof when it comes to furniture. Since the buying of household furniture is a high involvement decision and the choice is likely to involve more than one family member, showroom design should encourage the family to make a decision together, with larger showroom furniture and practical home solutions. Meanwhile, urbanisation and the rise of the middle class are creating opportunities for IKEA's low-cost offering to younger generations looking for modern and functional furniture (Statista, 2025).
However, there is no need for extensive localisation, given these cultural differences. The competitive advantage of IKEA is the consistency of the products, supply chain and brand identity worldwide. Hence, the company should have a high level of global standardisation but adapt some of its customer-facing activities such as marketing communication, food services, product assortment and in-store experience locally, depending on the local cultural expectations. Such a balanced approach is in line with the transnational strategy mentioned above and will probably optimize operational efficiency and market acceptance.

[bookmark: _yfl92hybolkx][bookmark: _Toc236753765]2.5 Market Entry Analysis using Dunning's Eclectic (OLI) Paradigm
Firms will be more likely to invest abroad if they have Ownership (O), Location (L) and Internalisation (I) advantages, according to Dunning (1988, p.6). Based on the OLI framework, it is possible to assess whether Algeria offers conditions which justify IKEA's international expansion. The OLI framework does not just focus on the macro-environmental qualities of Algeria, but it is about whether IKEA's firm specific resources will enable it to achieve sustainable competitive advantage in the Algerian market. From the above political, economic, legal and cultural analysis it is concluded that Algeria is a potential emerging market but market entry should only be considered if the proprietary assets of IKEA are more significant than the institutional risks of Algeria's business environment.

Table 1: Dunning's OLI Paradigm to IKEA's Proposed Expansion into Algeria
(Source: Inter IKEA Group, 2025; UNCTAD, 2022; World Bank, 2025)
	OLI Component
	Key Evidence
	Strategic Implication

	Ownership Advantages
	The company has strong global brand, an integrated supply chain, design capabilities, innovation and economies of scale (Inter IKEA Group, 2025; IKEA, 2025).
	Provides competitive advantage difficult for local retailers to replicate

	Location Advantages
	Large population, improving investment climate, strategic North African location, expanding non-hydrocarbon economy (World Bank, 2025; UNCTAD, 2022).
	Creates long-term market potential despite institutional risks

	Internalisation Advantages
	Greater quality control, protection of intellectual property, integrated logistics and customer experience
	Supports retaining operational control rather than licensing


a. [bookmark: _s9timhaxwil][bookmark: _Toc236753766]Ownership Advantages
IKEA has a number of ownership specific advantages that greatly lower the risks of entering an emerging market like Algeria. The IKEA franchise system performed well in terms of its financial strength and organisation, with total global retail sales reaching €44.6 billion in FY2025 and IKEA has 504 stores operating in international markets, which is proof of the strength of the IKEA franchise network and its ability to expand internationally (IKEA, 2025). IKEA's approach to competition is through an integrated business model, where product design, sourcing, logistics and retailing are strategic assets that support each other, and not just functions of the business.
One of the most powerful intangible resources of IKEA is its design capability. The standardisation of product development allows the company to produce furniture on a large scale without compromising the price, utility and sustainability of the product. This ability is backed by a wealth of customer understanding gained in markets both old and new, enabling IKEA to make selective adaptations without compromising operational efficiency (Statista, 2026). 
What's also important is IKEA's worldwide integrated supply chain. Instead of vertical integration, the company works with a wide international supplier network, which is coordinated through a centralized procurement process and strict quality controls, establishing a level of economies of scale which is difficult to match by local competitors. These efficiencies help IKEA to fulfil its cost-leadership strategy, and to ensure product uniformity in geographically dispersed markets. Thus, IKEA's advantages as an owner are not just in the brand but also in the knowledge of the organisation, procurement expertise and operational capabilities, which all contribute to making it difficult for others to copy.
b. [bookmark: _u5yhba3r45oo][bookmark: _Toc236753767]Location Advantages
Algeria is an underpenetrated retail market, but has a number of location-specific strengths that make it an attractive market in the long-term. The estimated population of the country in 2025 was 47.4 million, the largest population in the Maghreb and it allows IKEA to benefit from a large potential customer base (World Bank, 2025). Algeria, in contrast with the smaller regional markets, has the potential for large-format retail investment with adequate domestic demand, provided that purchasing power continues to rise.
Location attractiveness is further increased by economic diversification. GDP outside of the hydrocarbon sector grew by 4.8% in 2024, showing a gradual process of structural change beyond the energy sector (World Bank, 2025). At the same time, Law No. 22-18 of 2022 Relating to Investment has enhanced investor safeguards and also liberalised foreign investment in non-strategic sectors, which has lowered institutional barriers linked to market entry (UNCTAD, 2022). The developments make it more viable to long-term foreign retail investment and help the government's goal of greater involvement of the private sector.
The strategic importance of Algeria's geographical location is also noteworthy. The country is also on the Mediterranean, with direct access to European and African markets, and could be used by IKEA to improve its distribution network in the region as trade integration under the African Continental Free Trade Area (AfCFTA) continues to grow (Debrah et al., 2024, p.2). These benefits are offset, however, by administrative inefficiencies, infrastructure differences in other major centres and relatively low household purchasing power outside of major centres. Consequently, the benefits of Algeria's location are good, but depend on continued economic reforms as well as improved institutional performance.
c. [bookmark: _ufgj07i1whkw][bookmark: _Toc236753768]Internalisation Advantages
The brand and retail concept, along with the integrated operating model, is how IKEA has found to be competitive. While IKEA expands globally through franchising, the franchisees are bound by a highly specific franchise contract that ensures the quality of products, the design of the stores, and the experience and IP of customers. Thus, by having a robust governance and control over the IKEA concept, internalisation for IKEA does not necessarily mean that it needs to own every retail outlet (Inter IKEA Group, 2025; Sople, 2026). In addition, the integrated procurement and logistics systems of IKEA require centralised decision making and transfer of knowledge between subsidiaries in different countries. Lack of flexibility in license could make it difficult for the firm to coordinate the management of inventory, sustainability standards and supplier relationships effectively (Tao et al., 2025, p.4). As a result, IKEA would be able to maintain its global operating model, but adjust those activities facing the customer to the local market conditions.

d. [bookmark: _jjbstwtdkeb0][bookmark: _Toc236753769]Critical Synthesis
From the above analysis it can be concluded that Algeria fulfils the essential conditions of the Dunning's OLI Paradigm, albeit with its limitations. IKEA has a lot of ownership advantages in terms of its internationally recognised brand, integrated supply chain, innovation capability and economies of scale. At the same time, Algeria has location advantages that are not negligible, such as market size, the improvement of the investment regulations and favourable demographic trends (Boubetra, 2025, p.8). However, due to institutional shortcomings, administrative cumbersomeness, and comparatively small purchasing power, large investments are not appealing. The benefits of internalisation ultimately reinforce the business case for expansion, as IKEA's competitive position is based on the fact that they have direct control over quality, operational processes and customer experience. 

[bookmark: _z2mdtgoxoffs][bookmark: _Toc236753770]3.  ENTRY MODE STRATEGY AND STRATEGIC SYNTHESIS
[bookmark: _748x86wjfa22][bookmark: _Toc236753771]3.1 Historical Pattern Recognition 
As seen in IKEA's internationalisation, institutional conditions and regulatory frameworks as well as protecting firm-specific advantages are the determinants of entry mode selection and not a uniform internationalisation strategy. According to internalisation theory, multinational enterprises should prefer to hold onto their assets when they have competitive advantages that cannot be easily transferred through market contracts, such as knowledge, brand equity and organisational capabilities (Buckley and Casson, 2009; Rugman, 2010). 
Table 2: Entry Modes
(Source: Inter IKEA Group, 2025; IKEA, 2025)
	Market
	IKEA Entity / Franchisee
	Entry Mode
	Strategic Rationale

	Sweden & many European markets
	Ingka Group
	Company-owned subsidiary
	High operational control in mature markets

	China
	Ingka Group
	Company-owned subsidiary
	High control with local adaptation

	India
	Ingka Group
	Company-owned subsidiary
	Full ownership following FDI liberalisation

	UAE, Qatar, Egypt & Oman
	Al-Futtaim IKEA
	Franchise
	Local market knowledge while maintaining IKEA's global standards


In Europe, IKEA has mainly grown via 100% owned subsidiaries, where consumer markets are well developed, the legal systems are transparent and the institutions are stable. By having full ownership, IKEA can control its integrated value chain, from procurement to logistics and customer experience, safeguarding its competitive advantage (Inter IKEA Group, 2025). In China, IKEA kept ownership and adapted the price, store formats and product lines to the local consumer preferences. This is consistent with the transnational approach of Bartlett and Ghoshal (1989) in which companies integrate their operations globally while being responsive locally to enhance their competitiveness in a variety of institutional settings.
In the same way, IKEA has entered India via a 100% subsidiary after liberalisation of the retail sector, and fulfils the local sourcing requirements and adapts its product range according to the demand in India (IKEA, 2025). By contrast, Middle East expansion has been mostly through franchise deals with the Al-Futtaim Group, allowing the company to penetrate the market quickly with local knowledge and minimising institutional risk (Inter IKEA Group, 2025).

[bookmark: _wvuhmx3pwybq][bookmark: _Toc236753772]3.2 Comparison and Justification of Entry Modes
The choice of entry mode into Algeria entails considering the opportunities and the institutional risks and maintaining the ownership-specific advantages of IKEA. The international business literature suggests that decisions on entry modes should be based on the balance between control, resource commitment, and political and operational risk (Hill, 2008). 
Exporting involves the least financial investment and is the most flexible of the options. But it is not a good fit for IKEA, as its competitive edge is not just with the products, but with a holistic retail concept that includes large format stores, customer experience, logistics and after sales. Exporting would thus limit IKEA's ability to respond effectively to local customer needs and sustain competitive advantage, reducing its market responsiveness (Miocevic et al., 2023, p. 497).
There are different strategic advantages of franchising, joint ventures and wholly owned subsidiaries. Franchising offers benefits of local knowledge, reduced financial commitment and, through robust franchise agreements, helps preserve the IKEA concept. Shared investment and regulatory support are provided through joint ventures, but there is a reduction in managerial control quality (Buckley and Casson, 2009; Rugman, 2010). Wholly-owned subsidiaries offer the strongest level of operational control, but come with the most significant financial investment and are subject to legal limitations for retail import-for-resale.
A JV offers expertise in the local market, experience with regulations and shared investment costs. But there are disadvantages of shared ownership: The risk of loss of managerial control and possible delays in decision-making (Buckley and Casson, 2009; Rugman, 2010). Whilst a wholly owned subsidiary provides the greatest level of control, Algeria's import-for-resale restrictions limit its appeal to IKEA. To achieve that, a franchise contract with an existing local partner would be the best entry mode, as it would allow IKEA to maintain the global standards while mitigating regulatory and operational risks consistent with Bartlett and Ghoshal's (1989) transnational strategy and IKEA's existing international franchise strategy (Inter IKEA Group, 2025; Abd Aziz et al., 2023).

[bookmark: _j6na326mm56z][bookmark: _Toc236753773]3.3 Conclusion and Strategic Recommendations
a. [bookmark: _rpfs5wtusj60][bookmark: _Toc236753774]Conclusion 
The analysis shows that Algeria has a long-term market potential due to its strategic position, high population and an improving investment climate, despite the institutional obstacles. The most suitable entry mode, based on the political, economic, legal and cultural analysis, together with Dunning's OLI Paradigm and Bartlett and Ghoshal's framework, is a franchise agreement with a capable local partner. Reducing regulatory and operational risk, this suggestion is in line with IKEA's existing international franchise system (Inter IKEA Group, 2025).

b. [bookmark: _pr1wgkv7hmkm][bookmark: _Toc236753775]Strategic Recommendations 
To achieve the greatest chance of success, IKEA should forge strategic partnerships with local suppliers and logistics providers to ensure that distribution efficiency is maximised, while meeting the local sourcing requirements, and keeping control of the operations. The company should also gradually localize the supply chain, thereby decreasing the transportation cost and also increasing the responsiveness of inventory as the market demand emerges (Vaka, 2024, p.2). Moreover, IKEA must customize some of their products, store design and marketing messages in accordance with Algerian tastes and preferences while maintaining their international brand. It is recommended that the expansion strategy be phased, starting with the flagship store in Algiers, the capital and biggest urban market in Algeria, and then moving to other major cities, depending on the predefined targets for sales, customer demand, delivery cost and profitability (UNData, 2025). Lastly, IKEA should have a robust risk management process by continuously monitoring regulatory requirements, diversifying suppliers and planning for contingencies to reduce operational disruptions and maintain sustainable growth (Inter IKEA Group, 2025). 
[bookmark: _4i7yoy4wae1s][bookmark: _Toc236753776]SECTION 2: Reflective Account (Gibbs' Reflective Cycle)	
[bookmark: _vai53j45r89][bookmark: _Toc236753777]1. Description
This reflective account is based on Gibbs' (1988) Reflective cycle, a systematic framework to help reflection on experiences and facilitate ongoing learning. For this evaluation, I conducted a search in the academic databases Google Scholar and Scopus as well as official websites like the World Bank, UNCTAD, Inter IKEA Group and the International Labour Organization. Key word search phrases were used such as "IKEA internationalisation", "Algeria foreign direct investment", "Bartlett and Ghoshal international strategy", "Dunning OLI Paradigm" and "Algeria investment law". I prioritized recent peer-reviewed journal articles and official institutional reports while also incorporating seminal theoretical literature, including Bartlett and Ghoshal (1989), Dunning (1988), Buckley and Casson (2009), and Rugman (2010), where these remained fundamental to international business theory. Then I used the theories in international business, such as the International Strategy Framework of Bartlett and Ghoshal, OLI Paradigm of Dunning to analyze the environment of Algeria, compare alternative strategy available for IKEA and recommend an appropriate entry mode for the expansion in Algeria.
[bookmark: _gap4gt6itnys][bookmark: _Toc236753778]2. Feelings
Initially, I was familiar with general concepts of international business but did not have much experience in using these concepts in a real business expansion scenario. At first, it was difficult for me to link theory with practice in the field of organisational decision making, as there seemed to be a number of entry modes that would work on the basis of differing assumptions. Another difficulty was finding evidence from trustworthy international organisations that was reliable and current, instead of using general internet evidence. Through the research, I gained more confidence in critical assessment of evidence, and in understanding how firms adjust international strategies to various institutional environments.
[bookmark: _g7xm4a9u9eq0][bookmark: _Toc236753779]3. Evaluation
The research process is one of the main strengths as credible secondary sources were used, such as international organisations, and IKEA's official publications, to increase the reliability of the analysis. In line with Dunning's eclectic paradigm and Bartlett and Ghoshal's international strategy framework, the market entry options could be looked at systematically and not from a subjective point of view. However, there were some problems in the research process. Algeria is a relatively small economy with a limited academic literature relative to other larger economies and, as a result, it is more challenging to find detailed country-specific evidence. Furthermore, the use of secondary data only limited the understanding of the present consumer preferences and operational problems from local stakeholders. Careful interpretation of evidence was needed because of these limitations. I considered information from diverse and peer-reviewed sources, such as the World Bank, UNCTAD and IKEA publications, and excluded unsupported or inconsistent claims, in order to enhance reliability. Despite the sparse country literature, the triangulation added to the overall credibility of the analysis.
[bookmark: _3chdyhxg7v6o][bookmark: _Toc236753780]4. Analysis
The completion of this assessment has been a great help to me when it comes to understanding international business strategy, as I had to put theory into practice rather than just conceptualising it. The module lecture on Bartlett and Ghoshal's International Strategy Framework and the subsequent classroom discussion on contrasting multinational entry strategies helped me appreciate the need for a firm to integrate itself globally and be responsive to local needs and not opt for a single international strategy across all market segments.
In the same vein, my view on international market entry decisions changed after studying Dunning's OLI Paradigm. Prior to doing this module, I thought of the selection of entry mode as a decision between exporting, and franchising or foreign direct investment. In implementing the OLI framework, it was found that firms need to assess ownership, location and internalisation advantages in order to choose a suitable strategy. This made me realise that successful internationalisation can only be achieved by both sides of the equation in terms of the opportunities and constraints of the environment in the host country as well as the capabilities of the organisation (Bartlett and Ghoshal, 1989). 
Likewise, the application of Dunning's OLI Paradigm helped me to assess the ownership, location and internalisation advantages at the same time, when making decisions on foreign direct investment (Batschauer da Cruz et al., 2022, p.146). I realised that entry mode is not a standalone decision, but rather is a function of the interplay between the characteristics of the host country and the company's resources.
The assessment also helped me to develop country analysis abilities as it demanded the combination of political, economic and institutional evidence for strategic decision making. In addition, I developed my critical thinking skills by understanding the pros and cons of different market entry strategies and comparing them. Lastly, my academic research skills have been enhanced in finding peer-reviewed journal articles, assessing the credibility of international data and in combining information from various sources to form a strategic argument. These skills will help in future academic studies and professional decision making in international business.
[bookmark: _nlgp09zgm017][bookmark: _Toc236753781]5. Conclusion
Applying the Gibbs' Reflective Cycle allowed me to reflect on the strengths and limitations in my research process and academic performance. By completing this assessment, I was able to equip myself with the skills required to apply theories of international business and a real-life scenario of entering a foreign market; I also enhanced my research, critical analysis and evaluation of evidence skills. My review of academic literature will be more systematic in the future, and I will compare the various strategic options that are available and pick the best evidence to support my recommendations. These experiences will contribute to the creation of my more effective academic work and it will better equip me for my international business career in the future.
[bookmark: _ut0fpyvsbmjf][bookmark: _Toc236753782]6. Action Plan
Table 3: Action Plan for improvement
(Source: Self-Created)
	Area for Improvement
	Action
	Timescale
	Success Measure

	Academic research skills
	Use relevant, credible peer-reviewed literature and authoritative institutional reports that directly support the research argument.
	Next assignment
	All references are relevant, credible and directly support the analysis and recommendations.

	Critical analysis
	Critically compare at least three strategic alternatives before making recommendations.
	Next assignment
	Every recommendation supported by comparative evaluation.

	International business knowledge
	Read one peer-reviewed international business journal article each week in addition to module materials.
	Weekly for the next 8 weeks
	Eight additional journal articles reviewed and summarised.

	Academic writing and referencing
	Review Harvard referencing guidance and seek tutor feedback on one draft before submission.
	Before every assignment submission
	Fewer referencing errors and improved academic feedback.
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