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Part 1: Introduction
The aim of this report is to conduct a critical analysis of the possible internationalisation of Patagonia in India as well as the strategic considerations for market entry. Patagonia is a United States based multinational company operating in the industry of manufacturing outdoor apparel and is known for its superior quality product offering, sustainability and environmental consciousness (Patagonia, 2026). To begin, this report conducts an analysis of Patagonia’s organisational structure, global strategies, international presence and competitive advantages using Bartlett and Ghoshal’s approach. Moreover, the political, economic, legal and cultural environment of India is studied to understand the opportunities, costs and threats involved in the expansion process. Further, by using Dunning’s Eclectic Paradigm this report analyses Patagonia’s advantages of ownership, location advantages and internalisation advantages. In addition, the current international strategies will be discussed to identify an effective market entry strategy for India. Finally, the process of research and analysis will be presented by writing a reflection.


[bookmark: _Toc236408054]Part 2: Organisational Classification and Global Strategy
[bookmark: _Toc236408055]2.1 Organisational Classification
Patagonia is a US multinational corporation which deals with designing and manufacturing outdoor clothing and gear, and its international business operations encompass direct retailing, online business, wholesale marketing, and a dispersed global supply chain network (Patagonia, 2026). The global headquarters of Patagonia located in Ventura, California takes care of product design and sourcing, whereas products are marketed through Patagonia’s sales channels and by its wholesalers in over 40 countries around the world. In addition to its global headquarters, Patagonia maintains its offices in the US, the Netherlands, Japan, South Korea, Australia, Chile and Argentina, and maintains over 100 stores across the world (Patagonia, 2026). Hence, Patagonia can be regarded as a multinational corporation. 
[image: ]
Figure 1: Patagonia brand logo
(Source: Patagonia, 2026)
[bookmark: _Toc236408056]2.2 Classification Using Bartlett and Ghoshal's Framework
The Bartlett and Ghoshal model differentiates international business organisations based on their integration pressures and pressure for local responsiveness. Using the Bartlett and Ghoshal’s model, Patagonia fits best into the category of a firm with a global strategy even though certain aspects of its activities are also transnational. The global strategy is characterised by coordination and standardisation of competitive advantage while transnational strategy aims at achieving global efficiency and responsiveness and organisational learning (Lu, 2024).
Patagonia illustrates global integration due to its consistent core value proposition throughout different countries (Patagonia, 2022). High quality and high durability of its products, commitment to the environment and superior performance outdoors are the core of its differentiation. In addition, the company’s unique ownership structure adds to this consistency from 2022 voting ownership belongs to the Patagonia Purpose Trust and the Holdfast Collective redirects all the economic value that cannot be used for growth towards tackling environmental issues (Chouinard, 2022).
[bookmark: _Toc236408057]2.3 Global Footprint and Competitive Advantage
This strategy is reinforced by the global value chain in Patagonia. It shows 50 completed factories for finished goods in 11 countries and material suppliers in 22 countries in its disclosure for 2026 (Patagonia, 2026). These factories are not owned by Patagonia but are linked to Patagonia by common social and environmental standards. This way the company can access niche production capabilities without having to buy the equipment. Particularly, although India is not one of the key markets for the cotton owned by Patagonia, it is a significant contributor to the upstream value chain of Patagonia's cotton. 
However, Patagonia should not be seen as being totally standardised. There are some flexibilities in terms of individual markets through international subsidiaries, regional offices and wholesale relationships. This produces a restricted transnational feature. However, its product philosophy, sustainability criteria, brand identity, and sourcing requirements suggest that it is more integrated to the global than to the local dimensions (Patagonia, 2025). Patagonia's global strategy is based on the safeguarding of the unique sustainability-based competitive advantage, while also enabling a selective adaptation in case local market conditions demand it. The strategic challenge in India will be to maintain this global brand image while adjusting to the Indian market and distribution.
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Figure 2: Company's Supply Chain Globally
(Source: Patagonia, 2026)



[bookmark: _Toc236408058]Part 3:  Macro-Environmental Appraisal & Market Attractiveness
[bookmark: _Toc236408059]3.1 Political Environment
[bookmark: _Toc236408060]Political Stability and Country Attractiveness
The political landscape in India offers opportunities and challenges to Patagonia's expansion plans. The attractiveness of a country is a function of the market potential and the political costs and risk of operating in the country (Damodaran, 2022). India has a well-developed federal parliamentary system, and has adopted policies fostering foreign investment, infrastructure development and domestic manufacturing. The government has taken various measures to boost its manufacturing capacity and to attract foreign investment, including the initiative to 'Make in India' (PMINDIA, 2026). Patagonia has a relatively favourable environment for the development of markets over the long term in these conditions. However, the federal nature of the Indian government may cause variations in the rules and practices across states, adding complexity to choosing retail, distribution and sourcing locations.
[bookmark: _Toc236408061]FDI Policy and Political Risk
The foreign direct investment policy is significant for Patagonia as their operations would come under single brand retail. Under the Consolidated FDI Policy, foreign investment in single brand retail trading is allowed at 100 per cent and for investments above 51 per cent, there is a local sourcing requirement of 30 per cent on certain conditions (Investment policy hub, 2020). This condition imposes compliance expenses but could also have advantages for Patagonia since the company already gets materials from India. Therefore, increasing responsible local sourcing could help to meet regulatory requirements and enhance its sustainable supply chain. However, procedural political risk is still relevant, as the regulatory environment, administrative processes and implementation variations can lead to higher transaction costs and slow down business decisions.
[bookmark: _Toc236408062]Trade Policy and Strategic Implications
An added difficulty is government intervention in international trade. Tariff measures are an example of protective policy that can raise the price of foreign goods, thereby helping domestic industries (Dong and Kouvelis, 2020). A dependence on technical apparel imports may result in export price increases, due to tariffs and transportation and distribution costs. This is especially important because Patagonia's high-end marketing strategy already puts their products in a better class than mass-market products. Overall, the political scenario in India provides good market opportunities but regulatory and trade costs. Therefore, Patagonia should consider gradual expansion and step up responsible Indian sourcing, while continuing to monitor the regulations to minimise procedural and tariff risks.
[bookmark: _Toc236408063]3.2 Economic Environment 
India offers Patagonia an economic climate due to its strong economic growth, growing consumer market and investment climate. India presents a huge demand for quality apparel and lifestyle items in the long run as the market is growing at a value of $102.8 billion in 2022 and is projected to be $146.3 billion by 2032 (IBEF, 2025). The rising middle and upper class, urbanisation and improved purchasing power are all positive trends for Patagonia's sustainability-driven business model which resonates with consumers who value high-quality, eco-conscious products. India is the fastest-growing major economy for the fourth year in a row with a growth rate of 7.4% in FY 2025 - 26 and a growth projection of 6.8 -7.2% for 2027 (PIB, 2026). The foreign direct investment (FDI) inflows totalled $81.04 billion in 2025, marking a 14% rise from the previous year, amid ongoing economic uncertainties in the world (PIB, 2025). The indicators reflect the strength of the economy to sustain Patagonia's long-term growth and its high-quality positioning in the market. 
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Figure 3: Apparel Market Projection by 2032
(Source: IBEF, 2025)
The company's strategy is based on the durability of the product, environmental responsibility and high quality instead of low prices. The government's investment in infrastructure, digital transformation and logistics is enhancing the accessibility of the retail market and the efficiency of the supply chain, making it more helpful to international retailers (Kumar, 2023). Moreover, the growing organised retail and e-commerce releases several distribution channels for Patagonia and lower the entry barriers. These advancements can increase the company's capacity to supply the growing demand for sustainable and ethically produced goods among wealthy urban consumers (Dona, et al., 2025). The retail inflation of India has reached 4.38%, creating uncertainty surrounding operating costs and consumer purchasing power (Sarkar, 2026). Patagonia faces some economic risks that need to be managed. The company would initially be dependent on imported products which would make it vulnerable to the volatility of the Indian Rupee against the US Dollar and would increase transportation costs
[bookmark: _Toc236408064]3.3 Legal Environment 
The Indian legal landscape offers opportunities and challenges for Patagonia's expansion. The country has improved its legal system through foreign investment and guarantees consumer protection, environmental sustainability and fair market competition (DPIIT, 2025). While these changes improve transparency in the business environment for foreign firms, observance to various national regulations is crucial for market entry. The FDI of 100% is allowed for setting up single-brand retail trading in India, without any government approval, provided that it meets the specified sourcing and operational conditions for the company (PIB, 2025). The government has implemented reforms to ease the process of business registration, digital approvals and investment procedures which will enhance the ease of doing business in India and remove administrative limitations for foreign investors. These reforms offer Patagonia improved strategic control over its operations and help in long-term investment planning. The Consumer Protection Act 2019 mandates that businesses need to give product information, fair pricing, effective grievance mechanisms and the Legal Metrology Act 2009 calls for transparency in labelling of imported products in India (Digital Sansad, 2026). 
The regulations would help to build consumer confidence and support Patagonia for the quality of its products and their sustainability in India. In addition, trademarks, brand identity and product designs are safeguarded under the Trade Marks Act 1999, minimising the risk of IP infringement and supporting a competitive edge in the Indian market (Banerjee and Basu, 2026). India has implemented various measures to enhance environmental governance such as the Environment Protection Act 1986, Plastic Waste Management Rules and the Extended Producer Responsibility (EPR) framework to minimise environmental threats and promote better waste management practices (Ministry of Environment, Forest & Climate Change, 2023). Patagonia's current dedication to recycled materials, responsible sourcing and circular manufacturing puts the company in a strong position to meet these regulations and improve its reputation as a company. While there are possible additional complexities in compliance costs, changing sustainability standards and import regulations at the time of market entry. Patagonia’s consumer, environmental and intellectual property laws with the country's legal framework are stable which offers a base for sustainable long-term business activity with a Tier 1 monitoring program (Patagonia, 2022).
[bookmark: _Toc236408065]3.4 Cultural Environment: Hofstede Model
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Figure 4: Country Comparison
(Source: The Culture Factor Group, 2026)
[bookmark: _Toc236408066]Power Distance
India has a score of 77 on Power Distance, much higher than the score of 40 for the United States (US) which means that Indian society is more hierarchical, more authoritarian and more formal in its organisational structures. People like to buy from well-known brands, trustworthy sources and institutions and they like to work for companies that have good leadership and clear roles. For Patagonia, this cultural trait is a key element to establishing trust through trusted retail partners, clear messaging and visible corporate social responsibility efforts. By building trust and showing dedication to the local communities, brand acceptance and customer loyalty can be enhanced in the Indian market (Sah, et al., 2025).
[bookmark: _Toc236408067] Individualism
India has a score of 24 for Individualism and the US has a score of 60, showing that Indian society is more collectivist and community-oriented. Family members, social networks and cultural values can play a role in purchasing decisions, as opposed to personal preferences. Patagonia can focus its products on the common environmental responsibility, on the community well-being and on sustainable living, rather than on individual achievement. Collective action marketing campaigns that encourage consumers to take action to protect the environment are likely to adopt greater emotional connections with Indian consumers.
[bookmark: _Toc236408068] Achievement and Long-Term Orientation
The two countries have similar cultural attributes in relation to achievement and future orientation. India has a score of 56 for Masculinity and the US has a score of 62 which indicates that consumers in both markets value success, quality and performance. Patagonia can thus continue to appeal to its high-end market niche by focusing on the durability, innovation and technical performance of its products. Similarly, India has a score of 51 for LTO which is almost equal to the score of the US (50) which means that consumers appreciate long-term benefits and sensible investments. Patagonia's focus on creating long-lasting products, providing repair services and promoting circular consumption resonates with these cultural values, encouraging deeper connections with customers and repeat business (Patagonia, 2025).
[bookmark: _Toc236408069]Uncertainty Avoidance and Indulgence
With a score of 40, India is less uncertain than the US (46) which means that Indians are more willing to take risks and embrace change and innovation. This results in a favourable environment for the implementation of Patagonia's sustainable business model and circular economy initiatives. Meanwhile, the cultural gap in Indulgence, with India at 26 and the US at 68, indicates that Indian consumers are more disciplined and take their buying decisions seriously, focusing on the long-term value they can get from the purchase. For Patagonia, this means that the marketing should be on product durability, environmental benefits and quality rather than luxury and aspirational consumption. 
[bookmark: _Toc236408070]3.5 Ownership Advantages
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Figure 5: The Eclectic Paradigm Flow Chart
(Source: CFI, 2026)
Dunning's Eclectic Paradigm views ownership advantages as firm-specific assets and capabilities that allow a firm to be a successful competitor in foreign markets (Shah, et al., 2025). Patagonia has a few ownership strengths to control its India expansion such as its established brand, sustainability-driven business model, product innovation and responsible supply chain management. These resources distinguish the company from its rivals and reduce the risks of entering a new market. Patagonia makes products from recycled and responsibly sourced materials and prolongs the lifespan of its products through the Worn Wear repair and resale programme (World Economic Forum, 2023). 
[image: ]
Figure 6: Certification score of the company
(Source: B Corporation, 2026)
These practices help to provide shifts in consumer preferences towards sustainable consumption and enhance customer trust. Patagonia is a Certified B Corporation, a testament to its dedication to environmental, social and governance principles with a growing demand in India for responsible business practices (B Corporation, 2026). The company invests in product design, material innovation and quality control to ensure that the products have consistent performance in the international market (Patagonia, 2025). It has already established supplier relationships and ethical sourcing practices which help to ensure consistency in its operations and safeguard its brand reputation. These firm-specific resources enable Patagonia to have ownership advantages that can be transferred to the Indian market which can be used to differentiate its products by sustainability, durability and responsible production, as opposed to price competition.
[bookmark: _Toc236408071]3.6 Location Advantages
There are a number of location advantages in India that facilitate Patagonia's international expansion. Dunning's Eclectic Paradigm suggests that location advantages are those that are specific to a country and that make it attractive for a firm to engage in FDI as opposed to only exporting to the country (Bakar, et al., 2022). The favourable conditions for Patagonia's long-term growth in India are its large consumer market, growing retail sector and investment environment. India is home to a billion people so urbanisation and a rising middle class have led to a greater demand for high-quality with eco-friendly consumer goods. In 2025, the country attracted FDI inflows, indicating sustained investor interest and policy measures to encourage international investment (PIB, 2025). 
The government has taken several measures to enhance transport infrastructure, digital connectivity and supply chain efficiency which have lowered the operational hurdles for foreign retailers, such as the National Logistics Policy, PM Gati Shakti and Digital India (DPIIT, 2026). India's rich textile and apparel manufacturing industry offers potential for Patagonia to establish local partnerships for responsible production and minimise transportation expenses and reliance on imports. Besides, the quick growth of organised retailing and e-commerce helps to reach consumers in key metros. These location-specific attributes make Patagonia a promising market to sustain its presence in and to expand its operations in India in the future.
[bookmark: _Toc236408072]3.7 Internalisation Advantages
[bookmark: _Toc236408073]Internalisation Theory
The Internalisation Theory suggests that MNEs internalise business activities when the advantages of keeping ownership and control outweigh the disadvantages of using external market transactions (Narula, et al., 2019). The theory proposes that firms will be able to lower transaction costs, safeguard their proprietary knowledge and increase the efficiency of their operations by keeping the activities internal instead of outsourcing them. This helps organisations to protect strategic assets while maintaining the same quality and governance across international markets. Patagonia's international expansion into India is in line with this theoretical viewpoint as its competitive advantage is based on being able to control sustainability practices, ethical sourcing and premium brand positioning.
 Licensing and franchising may lead to a reduction in control over environmental requirements, responsible production, product quality and reputation (Farida and Ardiansyah, 2022). Patagonia would be able to guarantee the consistency of its environmental commitments and safeguard its field of sustainable materials and circular initiatives, including the Worn Wear programme, through internalising retail operations and supply chain management (Patagonia, 2025). Moreover, direct operational control enables faster decision-making for strategic operations and enables the company to react to changing consumer preferences and regulatory demands in the country (Rahman, 2025). Therefore, internalisation would help to enhance Patagonia's long-term competitiveness while maintaining the organisational values that set the brand apart in the international market.
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Figure 7: Company’s Worn Wear Programme Key Points
(Source: Patagonia, 2025)


[bookmark: _Toc236408074]Part 4: Entry Mode Strategy and Strategic Synthesis
[bookmark: _Toc236408075]4.1 Historical Entry Modes 
Patagonia has gradually taken the path of international markets. The company has opted not to grow fast but rather to focus on markets where it can control its products, brand and sustainability practices. It has primarily penetrated foreign countries through company-owned shops and direct-to-consumer (DTC) e-commerce, particularly in the major markets of Japan, Europe, Australia and South Korea (Patagonia, 2024). In some smaller markets, Patagonia has engaged with authorised distributors and chosen wholesale partners to increase its market share and ensure that its environmental and ethical standards are supported. The company has not pursued franchising and licensing as entry modes as they offer less control over business operations and customer experience (Kencebay and Ertugan, 2025). This historical perspective reveals that Patagonia is more inclined towards progressive international growth while safeguarding its brand values. Hence, its previous entry strategy is a good starting point to determine if it is appropriate to use the same strategy to enter the Indian market.
[bookmark: _Toc236408076]4.2 Suitability of Historical Mode for India 
Patagonia's historical international expansion strategy is appropriate for India as it helps in the gradual development of the market and minimises the business risk. While India has great long-term potential, the premium outdoor wear market is emerging and people are not aware of Patagonia. A phased market entry would enable the company to gain an understanding of the local consumer preferences, assess the demand and adjust its marketing strategy accordingly before moving into the market on a larger scale (Nweke and Adelusi, 2025). This will give flexibility to react to the variations in buying habits of the various regions of India. However, using only physical retail stores in the first phase can limit market access and necessitate significant investment in high-quality retail outlets. Patagonia can implement a new approach to its historical strategy which is a combination of a few company-owned flagship stores and DTC e-commerce. This balance would help in strengthening the brand, making it more accessible to customers, mitigating expansion risks and aligning with the company's premium positioning and long-term growth goals in India (Bhattacharjee, et al., 2025).
[image: ]
Figure 8: Actions taken by the company in progress
(Source: Patagonia, 2025)
[bookmark: _Toc236408077]4.3 Alternative Entry Modes 
[bookmark: _Toc236408078]Exporting
Exporting is a low-risk option for Patagonia to enter the Indian market as it requires low investment and enables the company to test customer demand before investing a lot of resources. Import taxes, transportation expenses and longer delivery times could lead to higher retail prices which would affect Patagonia's competitiveness in the price-conscious Indian fashion market.
[bookmark: _Toc236408079]Licensing
Licensing would enable Patagonia to grow faster by giving a local company the rights to produce and sell products. This option is less capital intensive and has reduced operational risk (Xie, et al., 2025). The company focuses on control over product quality, environmental standards and brand image, to reduce challenges in premium positioning and sustainability efforts.
[bookmark: _Toc236408080]Joint Venture
Partnering with an established Indian retail partner would result in access to local market knowledge, distribution networks and consumer insights. The investment expenses would be shared which would minimise the financial risk (Gabrielli, et al., 2022). However, variations in business goals and management decisions may impact Patagonia's capacity to keep its sustainability standards and long-term strategic direction.
[bookmark: _Toc236408081]Wholly Owned Subsidiary
By being a wholly owned subsidiary, Patagonia has the greatest degree of control over its operations and can ensure that its brand, customer experience and sustainability practices are consistent. While it is an investment and comes with financial risk, it is a good support for the company's long-term growth strategy and it helps the company to establish a strong and independent position in the Indian market (Gupta, 2024).
[bookmark: _Toc236408082]4.4 Recommended Entry Strategy 
[bookmark: _Toc236408083]Recommended Entry Mode
DTC e-commerce is the best possible entry mode for Patagonia's expansion in India through a wholly owned subsidiary. This allows the company to gain a foothold in the market while keeping its options open. The DTC platform can increase brand awareness and connect with customers throughout India and a handful of company-owned flagship stores in key cities such as Mumbai, Delhi and Bengaluru can enhance customer engagement (McKee, et al., 2023; Shah, et al., 2026).
[bookmark: _Toc236408084]Strategic Justification
This approach is in line with the Indian government's positive attitude toward permitting 100% FDI in single-brand retail trading, subject to government regulations (PIB, 2019). It helps Patagonia achieve its long-term goal of growing into high-growth international markets while providing consistency of operation. If the company were to own the business directly, it would be able to make strategic decisions on its own, react faster to changes in the market and have a better relationship with customers. A gradual start in metropolitan areas would minimise financial risk and give Patagonia time to test the market demand before expanding into other areas. Moreover, the combination of physical stores and e-commerce would allow for wider market coverage and better customer accessibility without the need for quick expansion across the country. A subsidiary with DTC e-commerce is the most suitable option to ensure Patagonia's successful market entry in India as it provides a balance between growth opportunities, operational control and long-term sustainability.
[bookmark: _Toc236408085]Conclusion 
The Indian market is a strong long-term growth opportunity for Patagonia with a growing premium consumer base, investment-friendly climate and rising demand for sustainable products. It reveals that India offers economic, legal and location advantages and Patagonia's brand reputation, sustainability and operational capabilities are conducive to successful international expansion. Keeping the business operations directly under their control would help to preserve the company's values and provide a uniform customer experience. Therefore, a phased entry through a wholly owned subsidiary supported through DTC e-commerce is the best approach, allowing Patagonia to build a sustainable and competitive business, minimising investment risk and facilitating future growth.


[bookmark: _Toc236408086]Reflection: Gibbs’ Reflective Cycle 
Gibbs' Reflective Cycle is a structured reflective model which helps to learn from experience by following six stages (Ocampo, et al., 2025). The model invites people to reflect on their experiences, to discover what they are good at, what they need to improve, and to use learning to improve their future academic and professional practice. 
 [image: ]
Figure 9: Six Stages of Gibbs Reflective Cycle
(Source: Ocampo, et al., 2025)
[bookmark: _Toc236408087] Description
This report involved me in assessing the possibilities of Patagonia expanding into India, using the concepts of international business and analysing the external business environment in India. After studying Patagonia's organisational classification, I studied Patagonia's global strategy with competitive position and then I assessed the political, economic, legal and cultural environment in India. I looked at the company's ownership, location and internalisation advantages to determine an appropriate market entry strategy. In this report, I used secondary sources such as academic literature, company reports and other credible sources to support my analysis and to make evidence-based recommendations. This process allowed me to gain insight into international market entry from theoretical and practical aspects.
[bookmark: _Toc236408088]Feelings 
I was confident at the start of this report that I would be able to convey secondary research but was unsure whether I would be able to apply international business theories to an actual organisation. It was difficult to choose the most suitable theories and to describe concepts in a clear manner. I felt confident in connecting theory with Patagonia's business model and the context of the Indian market. I saw the need to use credible and updated sources to support my arguments. The report helped build my confidence in analysing international business decisions and providing structured and academic recommendations based on evidence.
[bookmark: _Toc236408089]Evaluation 
I realised this report was a valuable learning experience as it helped me to develop my research and analytical skills. I realised I did well because I was able to gather information from academic journals, government publications, company reports and other reputable secondary sources to support my arguments. This helped me in making evidence-based recommendations instead of basing my recommendations on my own opinion. I learned more about the application of international business concepts in assessing a firm's entering a new market. Initially, it was hard to differentiate between descriptive writing and critical analysis, especially when writing about the business environment in Patagonia and the international strategy. I found that it took longer than I had thought to locate informed and credible company-specific information from various sources and evaluate the information before using it. Despite these difficulties, the process helped me to develop my skills in interpreting evidence, comparing various points of view and presenting a balanced argument. 
[bookmark: _Toc236408090]Analysis 
This experience was a good reminder that for international expansion to be successful, it is important to consider the external business environment as well as a company's internal capabilities before making strategic decisions. In the process of writing this report, I came to understand that the theories of international business are best used to explain actual business scenarios, rather than just theories. The use of Bartlett and Ghoshal's framework helped me to see how Patagonia manages to achieve global integration with less local responsiveness and the analysis of the political, economic, legal and cultural environment in India helped me to understand how the external environment can affect the decision to enter a market. These experiences helped me to understand how to link theory and practice in the business world as opposed to theory and practice being separate entities.
The report helped me to think critically as I had to sift through various pieces of evidence to come to a conclusion. I discovered that company reports were very useful to find out more about Patagonia's business model and sustainability practices while academic literature and government publications were useful to understand the international business environment. I was able to compare information from various sources to identify commonalities and to form well-balanced arguments with credible evidence. I identified the need to move beyond description to analysis, providing strategic implications for each finding with regard to Patagonia's expansion into India. This helped to enhance the quality of my arguments and to create evidence-based recommendations. 
[bookmark: _Toc236408091]Conclusion 
This report has reinforced my knowledge of the factors that impact international market entry and strategic decision-making. Gained a deeper understanding of the way business theory, market analysis and credible evidence can be combined to drive practical recommendations. This experience helped me to develop my independent research skills, to evaluate various sources and to present a balanced argument in a structured academic format. I realised that for any business to be successful in the international arena, it must be constantly assessed both in terms of organisational capabilities and external market conditions. These learning outcomes have improved my self-confidence in tackling complex problems in international business in future academic and professional settings.
[bookmark: _Toc236408092]Action Plan 
I will take a more systematic approach to research and report preparation to enhance my future academic work. Before beginning the writing process, I will create a comprehensive research plan which includes a list of academic journals, company reports, government publications and industry sources. This will enable me to get good quality evidence in a more efficient way and minimise the time I have to spend looking for reliable evidence. I plan to improve my critical analysis skills through interpreting evidence and explaining its strategic implications as opposed to describing information. I will enhance my skill in applying business theories by only choosing the most relevant theories and putting them in a natural way into my analysis. To develop my academic writing, I will seek feedback from tutors, work on making my writing more concise with analytical and make sure to take time to proofread my work before submitting it. I will keep building my knowledge of international business through continuing to read academic texts and articles on current business issues, which will help me to create more informed, evidence-based and professionally structured assignments in the future.
[bookmark: _Toc236408093]
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