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Section 1
[bookmark: _vsc9pcl42tvc][bookmark: _Toc234063344]1. Organizational Classification and Global Strategy
IKEA has a large multi-national company, with stores, and a website/ supply chain system in Europe, North America, Asia, the Middle East and Oceania. It's not just their furnishings that have proved successful, it's their capacity to provide affordable, well-designed, and sustainable furnishings, which has been key to the company's expansion to global success, and has led to a consistent global brand identity (Subrahmanyam et al., 2026). Within the framework proposed by Bartlett and Ghoshal (1989), IKEA can be viewed as in a transnational mode: It strives for global efficiency and local responsiveness as well as for worldwide learning.
With a transnational strategy, IKEA is able to have the key elements of its business standardized while adapting it to the needs of local markets. The company holds strategic functions centralised – from product design, sourcing standards, sustainability programmes to brand management, which leads to economies of scale and consistency in international markets. IKEA understands consumers in various countries value different attributes, have distinct purchasing budgets, family circumstances, and characteristics. Hence, the company adjusts the product size, product costs, food, marketing strategies and stores according to the expectations of the local population. Finally, IKEA is flexible in a particular context but at the same time it represents a global integration that puts it in a favorable position in terms of competitiveness.
Additionally, by rolling out the IKEA configuration worldwide, IKEA is investing in its value chain's geographical diversification and the competitive edge it has. Product development and strategic management are performed in central, production is delivered via extensive network of suppliers in several countries (Górecka & Szałucka, 2025). This approach of sourcing using asset-light allows the company to cut production expenses, reduce supply risks and gain access to specialized manufacturing abilities. Utilization of distribution centres, infrastructures and deliveries, and digital commerce platforms, enable efficient inventory management and ensure swift delivery of products to various markets. Furthermore, it increases operational resilience and ensures constant engagement with suppliers based on longer-term contracts, which is also consistent with the company's environmental goals and contributes to sustainable sourcing.
[image: ]
Figure1: Bartlett and Ghoshal Transnational Strategy
(Source: (Górecka & Szałucka, 2025) )
Furthermore, IKEA value is generated beyond its activities via the sharing of knowledge within and across its categories of subsidiaries. The innovations developed in a specific market, such as digital retail solutions, sustainable materials, customer engagement and operational development, etc. can be diffused to other parts of the world and will be continually developed within the organization to gain further knowledge. Growth in the emerging markets also means the double benefit of diversifying sources of income, deepening local connections and de-Europeanising. IKEA's strategy has proven to achieve the balance of centralised strategy and localised adaptation, without losing their low prices and high operational efficiency, and yet creating additional value for customers (Lindholm, 2022). The Bartlett and Ghoshal transnational approach is a good example of IKEA's international business model, which continues to be a practice of incorporating “local responsiveness” into IKEA's markets while offering “global efficiencies” to sustain competitive advantage in the transient marketplace of international retailing in the long run.
[bookmark: _xsn9lsffs2yx][bookmark: _Toc234063345]2. Macro-Environmental Appraisal and Market Attractiveness
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Figure 2: PESTLE Analysis India
(Source: (Chichilanov, 2022))
[bookmark: _u0xc6mskkmuv][bookmark: _Toc234063346]Political Environment
The political climate is among the key factors which affects globalization of multinational corporations in emerging markets. Democracy, the political system, transparent electoral processes and key institutions are providing IKEA with a relatively level playing field in India, which also has a history of economic planning for the long-term. Foreign direct investment (FDI) has been encouraged by successive governments to created jobs, drive industrial growth, encourage the building of infrastructure and technological growth. All such efforts have helped India become a favorable destination to world brands seeking sustainable business opportunities in India. In addition to the government's push for domestic manufacturing, logistics modernisation, digital governance and investment into infrastructure, IKEA's business objective is to establish efficient supply chains which can connect them to other untapped local markets.
Imagining schemes such as ‘Make in India' providing political backing to the manufacturing sector arms the multinationals with a strong chance at building their procurement system in India and strengthening their suppliers (Chichilanov, 2022). This is in line with IKEA's ambition to position the company's sourcing direction increasingly towards local products to reduce transport, to make supply chains more resilient, and to bring jobs. Moreover, the government's tax relief for renewable energy and environmentally friendly industrial processes aids IKEA's efforts on sustainability, creating a positive resource use and reuse score for a fair and sustainable society.
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Figure 3: India infrastructure development highways ports
(Source:  (Khan & Sarkar, 2024))
But there were some political issues that couldn't be hidden. Indian political system of a federal nature gives considerable powers to the states in the areas of land acquisition, labor management, tax laws and commercial laws. Therefore, IKEA needs to collaborate with numerous authorities prior to its opening of retail stores or distribution centres (Khan & Sarkar, 2024). The tempos at which states approve and how much they are willing to invest in implementing is quite different from state to state. Though digital governance initiatives help ease regulatory burdens in some aspects, foreign investors still have some uncertainty in dealing with the operation of the regulatory based in Japan.
Political agendas may also change, as a result of domestic economic or employment issues, or election commitments. IKEA's operations might be affected by the policies pertaining the taxes levied on the company, environmental protection policies, foreign investment policies and import taxes. The more the country's imports are domestically sourced, the less of such specialised products and components will be vulnerable to an unexpected turn in country-specific import conditions - such as a shift in import policies and tariffs. A rise in costs and/or product availability in global supply chains as a result of international geopolitical tensions can also lead to their disruptions.
However, continued investment in the transport infrastructure, smart cities, logistics networks, ports, and airports boosts investment climate in India. Better connectivity improves means greater access and efficiency in the supply chain. In overall terms, the political landscape is favourable for IKEA's entry and expansion in India due to the prevailing stability in the policy, infrastructure development, and due consideration to investments are favourable factors while administrative and regulatory issues could be seen as negative ones (Nwabekee et al., 2024). Being able to reach stakeholders, to continually track policy developments and be proactive about regulatory compliance will remain critical to competitive advantage over the long-term.
[bookmark: _5oi276kknj6q][bookmark: _Toc234063347]Economic Environment
One of the most promising among the various factors that boosts IKEA's fortune in expansion is India's economic scenario. India is one of the world's fastest growing major economy in which organised retailers have large opportunities in accessing the expanding consumer markets. Favorable economic conditions have gradually increased income, urbanization, confidence of the consumers and the number of new middle classes (Gore, 2025). It has transformed the manner in which folks spend with these structural modifications and provided a setting that's balanced toward firms that can be easy to afford, functional and trendy whose products are incorporated in house decoration alternatives. Change in Consumer expectation is very much aligned with IKEA's value proposition.
Residential furniture and home improvement items are experiencing a high degree of urbanisation which is creating a large demand in this segment (Al Masani, 2022). Migration to the metros has facilitated sprawl and large-scale apartments with the need for small and multipurpose furniture. IKEA's range of furniture – from space-saving pieces to affordable home decor to furniture that re-creates a space for storing – is exactly in sync with space management, bay rooms or split rooms. At the same time, increased disposable income has resulted in the consumer making a greater investment in their homes' decoration and interior decoration, as well as organised retail experience.
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Figure 4: India GDP growth chart retail market
(Source:  (Mogaji, 2025))
The Indian retail industry has undergone a change.Digital transformation has dawned upon the industry and India's retail sector is at the crux of the change.India's retail industry is in a transformative phase with the phenomenon of digital transformation (Mogaji, 2025). The Internet based access and growing penetration of smartphones as well as new networks in digital payment, has contributed to ecommerce growth in both urban and semi-urban regions. B2B buyers, on average, do research on a product online prior to purchase, while a significant number of B2C state that they wish to have a seamless B2B journey.Average B2B is researching product online before purchase, and average B2C wants to physically be able to go to spot his/her ideal product. IKEA has been investing smartly in web, app, digital planning apps and omnichannel fulfilment capabilities that have proven to help the company meet the new consumer habits and access more consumers away from the shops.
But economic difficulties continue to be significant. The low purchasing power is another factor impacting many households, while income inequality is a main factor in the buying power. In spite of the fact that the middle class keeps growing, large sections of society are all but price-insensitive. Continuous efforts to invest in the local supply chain, logistics efficiency and improve costs are needed to maintain competitiveness and hold quality products overnight.
Other currency-related risk factors are inflation, exchange rate fluctuation and increase in transportation expenses (Menaria, 2026). Despite improvements in home purchases of goods and special materials, price changes are still threats to imported products. To add up to that, internal competition in the retail industry of furniture, furniture manufacturers and retailers both from within the country and across the region have been tough, vying for business and market share with e-commerce giants and international brands in varying price spectrums. As a result, if IKEA doesn't make product improvements, customer experiences, a greater sense of 'green' or streamline operations, then it needs to rely on competitive pricing to differentiate. Yet on the longer term, market promises a space for continued strategic opportunity - but the economic outlook for India remains positive given the structural challenges.
[bookmark: _a2tlsm8vr9fh][bookmark: _Toc234063348]Legal Environment
Legal environment is significant in multilaterals as compliance with foreign investment laws, taxation laws, labour laws, competition laws, environment laws, consumer protection laws and IP laws are to be considered. Compliance with such regulations is much more serious than a question of continuing to operate legally; it is an issue of investment for the long-term to preserve the company business that needs to be legal. The government has recently made reforms to improve ease of doing business by streamlining the investment procedures and attracting foreign investment in certain industries (Moshood, 2025). But there are abiding problems with regulations, which differ from state to state and the federal government.
Foreign Direct investment policies gradually liberalised to encourage FDI in the country in the form of foreign retailers presence in the country. The changes offer the opportunity of having entirely domestic subsidiaries owned by multinationals such as IKEA, and further encourage the buying and production of locally sourced products. IKEA is actively promoting the development of its suppliers and expand its collaboration with them in manufacturing of its products within India due to the local sourcing requirements. Compliance of these rules also fulfils the legal requirements and reduces import dependency and improves supply chain resilience.
The country has adopted the Goods and Services Tax (GST) to remove various indirect taxes, thereby introducing a more integrated tax regime in order to ease trade across various states in the country.The Goods and Services Tax (GST) has been put in place in India to reduce the number of indirect taxes and introduce a single tax system that will cover multi-state trade (Guven, 2026). This has helped shift logistics operations to become more efficient and reduced obstructions to the flow of inventories from state-to-state. Multinational companies, however, continue to have to extensively report, address transfer pricing policies, customs tax or company tax. All the while, they have to ensure that governance and financial planning remains critical to remain in compliance and ensure appropriate management.
Consumer protection legislation requires companies to provide transparent pricing, product data and information, safe product and speedy resolution of grievances. IKEA's commitment to product quality and the satisfaction of its customers as well as transparency in their interactions is supported as they meet these legal expectations and thus help build customer confidence (Al Masani, 2022). In addition to the above, the following laws relating to wages and employment conditions, workplace safety and employee welfare should also be constantly reviewed: Ethical employment policies do not only help avoid the legal potential hazards that arise from non- or sketchy adherences to employment legislation, but are also social good practices elements to enhance the company's image and reputation that will be even deeper valued as IKEA expands its employee numbers and supplier base.Ethical working practice not only makes it easier to ensure that there's legal muscle in it, but it also helps to ensure that the reputation of the business gets further stressed.
Over the years, environmental law has gained greater significance with initiatives towards sustainable development such as the waste management laws, packaging laws, emissions laws, RE laws, etc. and resource conservation laws in India. Many of the current sustainability programs are even more advanced than the environmental laws and regulations. IKEA's global program on sustainability is on its head. But the rules differ by state, the new laws are still in a state of flux and there's still administrative lag, otherwise known as uncertainty. Given these considerations, strict enforcement of regulations and monitoring of compliance, along with active participation from stakeholders, will remain even more essential to IKEA's sustainable journey towards future success in the retail industry of India.
[bookmark: _5nzw67mna12u][bookmark: _Toc234063349]Cultural Environment
Consumer behavior, communication, consumer preferences and Organizational aspects of international markets is greatly affected by various cultural elements. India is one such country, which is very rich in culture, language, religion and traditions and has different regional identity and identities. One opportunity from this diversity is that IKEA will encounter challenges and opportunities in all their customer relationship with different geographical and demographic groups because IKEA's customers' expectations vary (Kumar et al., 2026). The company needs to invest in a global business approach and to adapt some features which are local in terms of meaning but not endangering the brand's identity to other customers' needs.
One of the most powerful cultural traits of India is "family oriented living". Multi-generational households still exist and decisions do not often concern one consumer, but a number. Hence furniture in the future is expected to fit and land right in the places of big families and bigger houses and also the multi-functional fields and flexible living spaces of the future. As a reaction IKEA introduces compact, modularisation and space saving properties that are best suited for urban apartments and evolve as a changing need for the home. These adaptations demonstrate the company's high regard for the local culture, while at the same time adhering to the core principles of Scandinavian design.
There's another consumer preference difference with others in many markets in the West also. The typical Indian consumer prefers value for money, time and usefulness when buying products which benefit household living activities. Along with price, lighting's style is also an important consideration for younger consumers and so too is the environmental benefits, usability, and the quality of materials (Ciaburri et al., 2026). IKEA's strategy to sell products at low prices, while at the same time designing their looks and considering their environmental impact is a perfect answer to these changing palates. However, continuous localization is crucial to cater the areas need, people lifestyle, housing patterns, and material preferences in the Indian markets.
Throughout the year, consumption is driven by religious and cultural diversity. Among the various communities and places there are a variety of festivals, eating habits, home décor traditions and seasonal shopping practices. IKEA has responded with menu inspired by local cuisine of the restaurants, merchandise based on native cooking, eating and storage habits, and decor in the showroom. Marketing communication is also adapted in the local languages and made culturally relevant to maximize customers' contacts and access (Desai, 2025). To conclude, IKEA's cultural diversity presents an important opportunity for the company to develop relationships with customers based on localisation, but which would maintain the value of its overseas brand as solutions for India's customers grow. With their continued expansion and maturing, the strong investments in consumer research, culturally responsive product innovation, communication in multiple languages and educating their consumers about sustainability will further give them an edge in India's ever-changing and competitive retail space.
[bookmark: _kth3011wf4u3][bookmark: _Toc234063350]Application of Dunning's OLI Framework 
In the case of the IKEA, the three aspects of ownership, Location and internalisation advantages clearly are applicable to the IKEA's extension process and Dunning's Eclectic Paradigm can be used as an analysis tool (Guru et al., 2023). Altogether, these three give reasons for India's high value as a country to invest long-term, as well as the importance of direct control to IKEA's international competitive strategy. The OLI framework lets the firm demonstrate integrated capabilities to become active internationally and how they would make sense in the Indian market in order to create a “business rationale” for expansion.
The ownership advantage is what sets IKEA apart from its rivals—such as other furniture companies—making it more successful than all of them. These are its strong track record in brand development, knowledge and insights in affordable Scandinavian furniture design, its developed supply-chain, its strengthened purchasing power, its leading position as the sustainable focus in the furniture industry and its extensive international experience (Masoodifar & Yildirim, 2024). This kind of use enables IKEA to match the other domestic furniture manufacturers and the vendors from region and online retailers as they sell furniture products in India. Moreover, its reputation for quality, innovation, affordability and sustainability will be a further affirmation of customer confidence and should help sustain customer competitive differentiation.
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Figure 5: Dunning OLI Eclectic Paradigm diagram
(Source: (Masoodifar & Yildirim, 2024))
With its advantages of geographical location, India has an optimistic future. With a huge population, growing middle class, increasing urbanisation, growing population's disposable income and increasing amount of digital connectivity, the Country creates a huge demand for organised furniture retail (Khan et al., 2023). Moreover, the manufacturing capability allows more local manufacturing, flexibility of skilled workforce, and developing supplier base; as a result, India's localisation for companies in the IKEA group reduces manufacturing and transporting costs which makes India a prime place for sourcing goods. Equated ontaker comes in an increasing list of sources and countries under consideration for sourcing: Government Bills like MSME Vision for Elevating India's MSME Tower, Start Up India and Start Up India Seedhelp, foreign investments etc. is making India an attractive country for sourcing products.
It may be helpful under these circumstances to have several components rather than licencing or franchising as it is advantageous due to internalisation benefits. By operating its own IP, the company will be able to manage their rights, control the products, ensure the eutered product reputation, implement sustainability practice and control the complex activities around the world with its supply chain (Mansouri & Zheng, 2025). The internalisation effect could also help in transferring knowledge and operational innovations, digitally new technologies and/or in the management, between the companies operating in different countries whose subsidiaries establish it. Overall, this ownership backed by location and internalisation will provide IKEA with a solid platform to continue expanding in India. The key to continued success is continued localisation, regulatory compliance, investment in local sources, optimisation of supply chains and adaptation to the changing consumer expectations. When paired with good market conditions, IKEA will acquire solutions towards sustainable growth and increase its competitiveness in the Indian retail markets.
[bookmark: _575ztxuwnuw3][bookmark: _Toc234063351]3. Entry Mode Strategy and Strategic Synthesis
[bookmark: _q90ojoyccwil][bookmark: _Toc234063352]Historical Pattern Recognition
The ways that IKEA has ‘entered' have varied over time and are dependent on the nature of the host markets, the regulations around trade, the competition and the future direction that IKEA aims to take. It initially went international by establishing a network of franchises (medical practices) in other countries, but it had preferred wholly owned subsidiaries in countries where there was significant viable growth, which required a higher level of investment and control (Teoh et al., 2025). That change was triggered as IKEA committed to investing in protecting the customer experience and experience of the products, sustainability efforts and supply chain efficiency. Turning her back on rapid expansion of foreign markets, IKEA had a long-term strategy in mind to go through the market development route which was preceded by careful research into customers' purchasing patterns, laws and regulations, logistics requirements, suppliers and the overall level of demand in foreign markets. This cautious approach decreased uncertainty and yet enabled differential adaptation while maintaining the overall brand uniformity. The firm often set up regional distribution centres, supplier relationships, and digital commerce infrastructure before opening up large retail shops, to boost its readiness to serve customers. The third regular tendency was to incorporate the local response yet maintain uniformity around the globe. In terms of its overall attitude, it maintained the Scandanavian mode and, while of course maintaining the right product lines, price points, restaurants, marketing activities and configurations of the showrooms, it adapted its approach to suit local lifestyles and purchasing habits within IKEA (da Mota, 2024). This even-stranded approach identified that the use of an entry mode, alone, is not sufficient and integration of the continuous learning (CL) element would be required to be successful in international expansion. So whenever an expansion project was contemplated, IKEA always chose one that has a high level of flexibility in control.
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Figure 6: Foreign market entry modes 
(Source: (da Mota, 2024))
[bookmark: _ypzcwp1kl0l8][bookmark: _Toc234063353]Strategic Fit and Justification
The best mode of entry for IKEA would be Wholly owned subsidiary as after acquiring this company it will have the control over the operation, it also has an opportunity to assist IKEA's long-term strategy on Indian market. But, by owning the shops directly, IKEA has the ability to manage its own retail network, supply chain, prices, product quality, customer service, etc. as well as its own policies for achieving sustainability goals in line with the world-class level. This is very important because the key of the IKEA's competitive edge is to provide a consistent shopping atmosphere and at the same time have efficiency in both logistics and the business process.
Leveraging consumer preferences, and region-specific differences, as well as the evolving regulatory landscape also requires continuous adaptation within India. In the case of IKEA: localising of products, marketing and operations without having to jeopardise the brand's identity or company's values, all with the help of a 100% subsidiary (Guru et al., 2023). Transferring a franchise or a license would carry less risk of variation in service quality, poor service coordination, and contribute to brand dilution than direct ownership. This is definitely a huge investment on stores, technology, FDCs and labour, but then the middle class population, the rate of urbanisation and the demand for organised retailing in the country is huge enough to warrant it.
[image: ]
Figure 7: IKEA warehouse logistics India
(Source: (Guru et al., 2023) )
Alternatively, there could be other forms of entry, such as joint ventures which can provide local market knowledge and reduced financial risk. Shared ownership, however, can result in differences in priorities, standards of working and business goals which can impact on the efficiency of the organisation. Though franchising would ease the requirement for initial investment, customer service, sustainability and quality control management would be limited, which could result in service problems (Kumar, 2026). IKEA's experience in the international market, its financial strength and its wide selection of sourcing and advanced logistics provides proof of the advantages direct ownership offers in terms of flexibility of operation, strategic control and value creation in the long term, and all despite competitive and regulatory hurdles. This is one of the ways by which the competitive success during sustainable phases can be gained.
[bookmark: _i4ttdhb89jw0][bookmark: _Toc234063354]Conclusion and Recommendations
RE: The IKEA in India is a good example that a multinational organization could enter the international market and still strive for sustainable growth by doing things in both a global standardizing and local market adapting way. The company IKEA have already noted in this report, that they have several ownership advantages: international brand, material efficient supply chain, good level of sustainability as well as very extensive expertise that they have gained as a corporation working in international markets and the innovative approach of their Scandinavian product design. The company has a decent competitive advantage in new markets such as India owing to its strengths. More important that this, the Transnational Strategy propounded by Bartlett and Ghoshal leads one to believe that IKEA had successfully created some ‘spatial and temporal identity’ across countries, so now they can work efficiently across its multiple parts in various countries and respond efficiently to the local tastes and preferences in India by altering its product line, marketing strategies, store formats, and their designs. When it comes to macro-environmental analysis India demonstrates good potentiality for the IKEA company to have shown a great potential in the long run. The political stability, foreign direct investment conducive to organised furniture retail, improvement in infrastructure and the increasing urbanisation and the growth of the middle class population provide a supporting environment to the sector. Simultaneously, a number of issues, such as regulatory complexity, varying culture in different areas, income gap, fluctuations of exchange rate and increasing competitors also demand regular strategic response. Hence, IKEA as a business operating on a global level, cannot rely on its business model entirely, expect to invest in its local sourcing, develop the local suppliers, transform to digital methods of business and innovate with its customers to remain relevant to India.

The evaluation of Dunning's OLI Framework also leads the reader to the conclusion that India is an interesting market to invest in, especially due to the growth of the consumption market, the growing manufacturing potential and government support. It could be a wholly owned subsidiary as the entry mode should have ownership advantages as IKEA has and the benefits of internalisation. By being a direct owner, the company can have the proper control over product quality, customer experience, as well as pricing, sustainability and supply chain policies and systems, and ensure the protection of its brand image. While it can be an investment commitment, it can provide increased strategic flexibility, and can provide value creation potential over the longer term compared with other investments like franchising or joint ventures. The results from this report suggest that IKEA's overseas business development strategy has been suitable towards the changing Indian business setting. It provides a strong platform for a long-term succession plan as it fits all the core principles of a transnational strategy, high ownership advantages and having a favourable centre of location. Despite regulatory pressure and economic & competitive pressures, IKEA possesses some strong strategic attributes – focus on localisation, prioritisation of innovation can enable its success in the organised furniture retail business in India. With IKEA's operational excellence, flexible attitude towards the fluctuating consumer demands, as well as welcome Tie-ups with local suppliers, the competitive market position is expected to get more entrenched and IKEA is poised for sustainable Growth in India economically and socially as well.
[bookmark: _tjbw513qvzu2][bookmark: _Toc234063355]Section 2: Reflective Account Using Gibbs' Reflective Cycle
To analyse my learning experience I have applied the structure of Gibbs' Reflective Cycle to help prepare this Assessment. Thus, it was an interesting process first by conducting a research about IKEA's internationalisation strategy, second considered the Indian business environment, third discussing theories of market entry and then assimilated theories with a logical business evaluation and business strategy. The process of reflecting on each stage enabled me to confirm learning, identify challenges and the support the module provided me for dealing critically with international business strategies.
[bookmark: _jr5mwbxevo05][bookmark: _Toc234063356]Description
I had to study and analyse the foreign strategy of IKEA and do the decision analysis of IKEA's expansion in India using theories of Foreign business. It began with a deep dive into the assessment needs, and also around how one could expect to learn from them – as well as which theories to apply. Then I had to build knowledge on academic literature and company reports, Government publications and reliable business sources to find out the operational of IKEA in international market and macro environment in India and IKEA entry strategies. After I had the data sorted I had to get it into the format we needed for an assessment, and ensure that there were the right number of questions in each category which all supported the lesson learning objectives that were clearly stated, but with answers that were still linked to the theory contained within the questions, and practice linked to the decisions to be made within the business.
[bookmark: _8y6ythqujg8d][bookmark: _Toc234063357]Feelings
This is perhaps because at this stage I was beginning to feel uncertain about myself after a time or perhaps simply because I wanted to make it a more meaningful experience; this is when I felt uncertain to myself as the assignment was multidimensional, and not only a description of business activity alone. Initially, I thought it would be difficult to integrate the concepts of Bartlett's, the OLI model by Dunning and the various theories on the modes of entry into a data analysis. I was also worried about considering the historic, political, economic, legal and cultural context in a critical way rather than as a description. But as I moved through the research, my trusting increased slowly in the theories that I came up with. It helped with matching theoretical perspectives and IKEA's international business activities and I became more confident with applying the concepts to a real business context.
[bookmark: _449fgm39fwnx][bookmark: _Toc234063358]Evaluation
One aspect of this topic I succeeded at was getting some reliable sources of information so I can get a well-rounded knowledge of the topic. Academic publications, company reports and economic reviews assisted with identifying other perspectives and providing me with my conclusions. With that I could create the analysis in a better way and any recommendation or decision would be evidence based on what I found and not my own judgment. Yet another positive feature was to arrange the assignment in terms of the assessment criteria prior to starting the writing process. This enabled a logical flow, and allowed for each of the required topics to be covered in a systematic manner.
But, there were some difficulties involved with preparing. A first challenge was the determination about what of the large amount of written materials provided was the most relevant. There are a number of theories involved in the study of International business, as far as assessment was concerned some of them appeared to be more applicable while other were not applicable. One other challenge was to make it a point of discipline to write at a critical level. On one hand, I was concerned with the description of environmental conditions while on the other hand, I was also concerned with understanding how these could have impacted the decision-making process of IKEA and their competitive edge.
[bookmark: _a2421qvxnjfh][bookmark: _Toc234063359]Analysis
This evaluation was able to highlight the importance of a proper business running, and the amount of theoretical knowledge required for the same. I did not understand that it's a trivial decision to go global, it's about capacity and capabilities in the organisation, about the environment where the business exists, about how to position the business in relation to competition, about future objectives of the organisation etc. The problem of "how to manage globalization with a responsive approach to local responsiveness" and "how to build up the world and how to tackle the expansion into the global marketplace", in relation to the OLI paradigm of Dunning, helped me understand the reasons behind the framework of Bartlett and Ghoshal was evidently designed so.
In addition, it reinforced my knowledge of analyzing the environment – the analysis of political stability and economic growth is insufficient, as is analysis of legal regulations and analysis of cultural characteristics. It has enabled me to gain a comprehensive knowledge of how India is alluring to IKEA using a depth of knowledge about the interaction among these dimensions. Also, the study of entry mode strategies revealed that there was a need to trade off operational control, investment amount, operational flexibility and risk management in going into international markets.
My academic abilities were also further enhanced through the research process. I developed my own understanding and confidence in locating information I can trust, considering two or more aspects, summarising information and supporting arguments through ideas and theories. These skills could be transferred in future studies and in the working decisions.
[bookmark: _kbwqje3dvrfw][bookmark: _Toc234063360]Conclusion
The entire assessment has given me a lot of knowledge regarding the international business strategy and strategic expansion of the markets. I developed my knowledge of the mechanics aspects: multinational corporations considering foreign markets, criteria for entering foreign markets, adapting to different economic and cultural environments. The assignment also encouraged critical thinking, reliance on the use of evidence for analysis and required the students to write in an academic format. In conclusion, I am now more confident in applying theories / frameworks of international business in the real world of organisation and also in analyzing a decision from different perspectives.
[bookmark: _h4jdk5vlgsrs][bookmark: _Toc234063361]Action Plan
In the following assignments, I will want to start the research process earlier to enable me to have additional time to work on literature searches and develop more critical arguments. I also want to develop my skills on how to integrate scientific sources, which means: I want to recognise the connection between theories prior to the beginning of the writing process. Practice better note taking – demonstrates organisation and will help to remove information that is not necessary. In addition to this, I shall continue developing my critical and comparative evaluation skills through working with comparison of different strategic options instead of descriptive discussion largely. The improvement that I have implemented in these will not only benefit my studies, but they will also help me to refine my methodology when tackling complex international business issues for future studies and employment.
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