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[bookmark: _Toc150535208]Introduction 
The international business management mainly includes various kinds of global operations that help companies to import and export their goods and services, besides operating in the domestic market. Taking the core aspects of international business into consideration, this particular study will focus on one of the famous companies named Philips by considering both its host and home country which is UK and Netherland respectively. This will increase the international business opportunities of the company by mitigating the challenges of international markets so that it can be able to grab competitive advantage among the global medical system and consumer electronic industry. For this, a background analysis of the company will be provided along with providing description on internationalisation strategies and the global business approach of the company. Furthermore, micro environment factors and integration of the international strategy within the company will be evaluated by providing relevant recommendations to Philips.
[bookmark: _Toc150535209]1. Background Analysis: 
Providing a comprehensive overview of Philips including its background, history, internationalization journey, home country and host country operations
Philips is one of the popular healthcare technology business organisations belonging to the personal care industry of the Netherlands. Planet and people are two core factors considered in this business organisation for designing and executing operational projects. Philips or “Philips & Company” was founded in the year 1891 by “Frederik Philips” and “Gerard Philips”, the father and the son (Philips.com, 2023). The business of this healthcare technological company has been started with the low-cost and high-longevity tube lights. However, with the business growth, Philips has started to focus on quality and longevity rather than cost. For years, this healthcare technological company has manufactured household applications, advanced electronic components, lighting equipment, medical tools such as X-ray machines and others.   The mass market of the Netherlands has been captured by this business organisation with its highlighted featured products. 
Therefore, a “people-focused” approach has been followed in business organisations and personal care products have been also manufactured accordingly. Cutting designing and superior technologies are used by Philips for manufacturing the next-generation beauty products (Shop-philips.com, 2023). Oral healthcare items and male grooming products are other care product segments offered by Philips. Some core beauty products procured and offered by this personal care business organisation are skincare items, hair removal, and hair care items. Advanced hair styling, cutting and shaving tools are some items of Philips under male grooming. In addition, “gum care solution” and revolutionary teeth are oral care products manufactured and sold by Philips (Shop-philips.com, 2023). The three corporate factors followed by this personal care business organisation are “innovation, impactful and caring”. Thus, discovering the best version of customers is the core objective selected by Philips. 
 The corporate mission of Philips in the healthcare and personal care sector is to “improve people's health and well-being through meaningful innovation”. The current initiative taken by this business organisation is to improve the lifestyle of 2.5 billion individuals within the year 2030 (Shop-philips.com, 2023). Philips has also included 400 million underserved communities under its global initiatives. The business expansion of this healthcare and technological company is identified to start in the year 1991. Furthermore, using the dynamic marketing approach, this business organisation has developed over 20 global exclusive brands in personal care, electric equipment, and medical tools in Malaysia, the Philippines, and Singapore (Philips.co.in, 2023). Innovation and designing new items are two main focused segments of Philips that are used to keep the business growing.
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Figure 1: Sales of Philips in different segments 
(Source: Statista.com, 2023)
In the case of internationalisation, Philips collects funds from the shareholders and focuses on marginal expansion.  In addition, the exporting approach is highly used by this business organisation for entering a new market or a country. The corporate report of this business organisation has stated about their expansion in more than 100 countries (Philips.co.in, 2023). The positive growth of this business organisation has been also highlighted in Figure 1. In the year 2020, the revenue generated from the personal care segment of Philips was GBP 3.199 billion which was increased by GBP 3.626 billion at the end of 2022. 
Their home country's operational activities of Philips have included business administration, managerial and leadership activities. The significant business concepts and decision-making regarding selecting objectives, mission statements and adopting new marketing initiatives have been taken by Philips from his home country Netherlands. On the other hand, the innovation segment “Philips Research Eindhoven” has been established in the Netherlands (Philips.com, 2023). On the other hand, international operations of Philips in foreign countries such as China, the US, Japan and France have been operated from their home country. The initiates of hosting the activities such as marketing, new product development and future expansion of this business organisation have been conducted from the UK. 
The innovation segment of this healthcare technological and personal care business organisation has selected the segment of personal care for future expansion. The total market expanses of Philips in 2020 were only GBP 4.63 billion (Statista.com, 2023). The US market of this business organisation was GBP 7.246 billion in the US. It has been recognised from this dataset, that Philips is required to focus on expanding business in the host country UK. The positive growth rate of this business organisation has been maintained in an effective manner by expanding the business of personal care in the host country UK. 
[bookmark: _Toc150535210]2. Internationalisation Strategies
Analysis of the features and characteristics of ethnocentric, polycentric geocentric international strategies
International business strategies are all about making accurate plans to guide commercial transactions that take place between entities in different countries so that effective global expansion can be achieved. As per the ideas of Babu and Aithal (2023), there are ethnocentric, polycentric and geocentric internationalisation strategies that can help companies to manage the product and services across the globe. The core characteristics and features of ethnocentric internationalisation approach are mainly followed by companies that want to open a new branch within a new country. This particular international approach can create a unified culture within an organisation like Philips that helps to transfer four competencies and overcomes lack of qualified managers. However, the ethnocentric internationalisation approach can lead to cultural misunderstanding and produce resentment in the host country. On the other hand, the features and characteristics of polycentric internationalisation strategy to international management are highly related with hiring and promoting employees who are the citizens of the host country. The implementation of this particular internationalisation approach is inexpensive as it deals with the localisation aspect. 
The polycentric approach to international business management involves low cost in recruiting and training employees that further includes lesser problems regarding adjustment and communication as all the employees belong to the same region. In contrast to this, the polycentric internationalisation approach limits the career mobility of the global employees working under an organisation and thus isolates headquarters from the foreign subsidiaries (Tiwari, 2020). Moreover, the important characteristics and features of geocentric internationalisation strategy mainly look for an efficient person for a specific job role regardless of nationality. This particular international strategy mainly deals with global standardisation and transactional approach that uses human resources in an efficient manner. It further helps to build a strong culture and informal management network. Besides this, it can also help organisations like Philips to manage their business operation in their home country which is Netherland as well as to their host country which is the UK. However, the geocentric internationalisation approach is too expensive to deal with and to implement within the business organisation (Babu and Aithal, 2023). It further creates issues related to National immigration policies that limits down the implementation of this particular strategy within the organisation. Besides the negative aspects of the geocentric internationalisation approach, this particular internationalisation strategy is suitable for various cultures and focuses on more multinational businesses in the international environment. This looks for qualified workers with the global outlook, who can have the capability to cope up with a workplace that includes different cultural background oriented people. Hence, in order to implement an accurate internationalisation strategy within the chosen organisation, it is important to investigate their features and characteristics so that issues regarding the management of global business cannot take place and thus success can be achieved.
Comparing and contrasting these approaches for understanding the implication of global expansion
Followed by the important characteristics and features of the internationalisation strategies, a comparing and contrasting viewpoint has been found between the ethnocentric, polycentric and geocentric internationalisation approach. On the one hand, the ethnocentric attitude of internationalisation business management is taken to be a belief that the culture, product and management practices of the home country are superior to that of the other countries (Zdravković and Gašević, 2022). In this case, products or services are exported from the home country to other markets without making any kind of significant adaptation. This kind of internationalisation approach can help the chosen company to build a strong brand identity across the globe by maintaining the efficiency of its product or services that can lead to cost savings. Besides the positive aspects of the ethnocentric internationalisation strategy, it seems to limit down the knowledge and best practices that are shared across the organisation. In contrast to the ethnocentric attitude of internationalisation business management, the polycentric attitude is all about advocating and adapting products and strategies along with business management practices in relation to the host country. This particular international strategy helps to adopt the business functions of the local markets by tailoring the products and services as per the local needs so that a competitive advantage can be established. This tends to satisfy the local customers based on their preferences that further a smooth local culture based workplace can be created (Tiwari, 2020). However, the polycentric attitude of international business management fails to maintain global consistency that can create issues for companies like Philips in managing their business operation in both in its home and host country. Besides this, the geocentric internationalisation strategy helps to keep a balance between standardisation and localisation approach to business management that helps companies to maintain both the local and global needs of customers in a flexible manner. However, it is a kind of complex international business management system as it is all about balancing between global and local business considerations (Zahra et al. 2022). Followed by the comparative and contrasting viewpoints of the internationalisation approaches regarding the implication for global expansion, the company can consider the important aspects of any of the strategies. Hence, this can be done based on their business needs across borders through proper management of the approaches.
[bookmark: _Toc150535211]3. Company’s Internationalisation Approach 
Critically analyse and evaluate the adoption of internationalisation approach by the company as their internationalisation efforts
In order to manage the internationalisation business operation of Philips, the company makes high and effective internationalisation efforts by focusing and adopting the geocentric multinational approach. This results in abandoning polycentric and ethnocentric internationalisation approaches. The main reason to choose the geocentric internationalisation approach by Philips is because to make a balance between their standardisation and localisation business operations. In this case, companies like Philips recognise the market demands in both of its host and home country that is UK and Netherland based on which the preferences of the global and local customers are met accurately. This kind of initiation helps the company to maintain a certain level of global consistency through fulfilling the global needs of the potential customers. As per the ideas of Tiwari (2020), the geocentric internationalisation strategy is flexible enough that adopts HR practices that can be adopted by the chosen company in both its local and global business environment that can help to maintain a strong brand identity. This kind of initiation helps to share a global knowledge along with best practices that can further be conveyed to the global employees which helps to manage the customers across subsidiaries and regions. It provides competitive advantage but sometimes leads to business complexities. However, the challenges related to this particular internationalisation business strategy can be taken care of if a balance between the global and local operations of Philips can be managed by the help of international business management professionals by making internationalisation efforts in a professional way. There are various kinds of benefits of geocentric business approaches that can help Philips to meet their international business objectives through shared learning processes. This particular internationalisation business management approach can help the company to select talent around the world by grabbing both the local and global market opportunities that are available among the electronic and medical industries. Hence, the geocentric international efforts of the company highlight its global business approach or operation that can further help the company to make an effective and strategic decision.
Exploring the factors that influence they are strategic decision making process 
There are various kinds of factors that influence the strategic decision making process of companies like Philips in context to internationalisation business approach. In relation to the international business operation of Philips, it has been found out that the company follows the geocentric internationalisation business approach. In order to manage the international business operation of Philips, the company needs to explore the important aspects of geocentric internationalisation approach. It is so that in both a positive and negative way the company can take a strategic decision for the wellbeing of the company. The geocentric approach to international business management considered the factors like cost of training, compensation and relocation of employees regardless of the nationality (ILIC and DERBAL, 2022). In this case, collaborative based factors are taken into consideration that can help companies like Philips to manage their local as well as global business operation in both its host and parent company. The staffing approach of the geocentric internationalisation strategy helps companies to implement transnational orientation that recruit efficient and knowledgeable staff members (Tiwari, 2020). This seems to help the chosen company in maintaining both standardisation and transmission approach towards its international business management strategy that can help to build a strong management network. However, this particular international business strategy is expensive and can be managed well by the company through the incorporation of efficient and skilful financial management experts. This kind of initiation will help the company to gain a sustainable competitive advantage among the global business in context to their industry which will help it to establish a strong brand image among the potential customers. The geocentric business approach is considered to be the pool of talented staff and eligible candidates who are deficient enough to manage international business operations of companies like Philips. In this case, the employees are hired in such a manner that it seems to not judge them based on their nationality in relation to both the host as well as parent country. This further includes most suitable employees for the job who are capable enough to take care of the international business operation without bringing any kind of challenges. There are various kinds of advantages to geocentric approach that can be considered as its essential factors among which reduction in resentment and shared knowledge are taken to be the most critical ones. Besides this,  the involvement of senior executives, who hold international business management experiences across borders are also taken to be the important factors to this particular international business strategy. This seems to reduce the unfair treatment of employees based on their nationality and culture. Hence, it is highly essential to consider the important factors of geocentric business approach that seem to influence this strategic decision making process of the company in context to the international business management. 
[bookmark: _Toc150535212]4. Option B - PESTLE Analysis:
Examine the impact of PESTLE factors on the UK 
	Factors 
	Attributes 
	Impact 

	Political
	· The political stability score of the democratic country UK was 0.54 in the year 2021 (Theglobaleconomy.com, 2023).
· The issues of Brexit, and the Russia-Ukraine war have lowered the trade flow in the UK.  
	Positive and Negative 

	Economical 
	· The total worth of the personal care market in the UK is GBP 16.95 billion in 2023 (Statista.com, 2023).
· It has been estimated that the market of UK personal care will grow by 1.71% within 2028 (Statista.com, 2023).  
	Positive 

	Social 
	· The UK personal care product market has ranked 4th in the EU cosmetic product market (Cosmeticseurope.eu, 2023).
· Two-thirds of customers in the UK personal care market have stated their interest in sustainable packaging (Mintel.com, 2023).
	Positive 

	Technological 
	· AR and AI-powered software tools are recently used in beauty tech in the UK (Statista.com, 2023).  
· R&D of the UK in the year 2021 was GBP 14.5 which was increased by 0.5% from 2020 (Ons.gov.uk, 2023). 
	Positive 

	Legal 
	· “Anti-discrimination law” of the UK (Pilc.org.uk, 2023)
· “Public international law” of the UK (Pilc.org.uk, 2023)
	Positive 

	Environmental 
	· The 2019 environmental report has marked the UK as one of the most polluted countries (Iqair.com, 2023).
· Water shortage and changing weather issues of the UK
	Negative 


Table 1: PESTLE of the UK
(Source: Created by author)
Illustrating the impact of the PESTLE factors Philips’s decision-making process and foreign subsidiaries
All the business organisations are required to make the right decision for selecting the market of expansion or making foreign subsidiaries. As per the views of Vadana et al. (2020), subsidiaries are the separate entities of a parent company from the other country. Therefore, making expansion decisions in the UK market or developing a foreign subsidiary of Philips is directly dependent on the external factors of this host country. Table 1 has highlighted the critical PESTLE factors and their impact in the UK. Philips can make the right decisions in the context of internationalisation after analysing the business environment of the UK. The investment site of international expansion including its budget, cost and associated risk has a close alignment with the foreign market (Week 3, slide 3). Hence, Philips can estimate its future success in the personal care business in the UK through its current environmental analysis. 
The UK has average political stability that has been represented by its PSI of 0.54 in 2021. Philips does not face any huge political barriers while expanding business in this host country. However, the issues of Brexit and the Russia-Ukraine war have impacted the supply chain management and labour sources of the UK (Bloomberg.com, 2023). Thus, Philips needs to consider these negative situations while operating its business and developing a subsidiary for personal care products. The economic stability and social concern of the UK personal care market can influence Philips to launch new products by following sustainable strategies. Based on the views of Govindan et al. (2021), adapting sustainable approaches promotes the brand reputation as well as helps in collecting funds. Philips can also shift to a green business by using the economic and social stability of the UK. The increased research and development investment rate in the UK has represented that Philips can add new technologies successfully for making their customer service customised. The business organisation mainly seeks for profit in internationalisation (Week 1, slide 5). The external environment of the UK can provide a positive growth in Philips’s personal care market after expansion. 
The public international law, foreign business rules, and subsidiary ethics of the UK are some other references that Philips can experience a positive and growing environment in their host country. However, the huge pollution and water shortage issues of the UK can disrupt the manufacturing activities of Philips. This health technological business organisation works for the planet and customers as well as intends to improve their lifestyle (Philips.com, 2023). The huge pollution can impact on the longevity rate of the personal care items and make barriers to reaching the ultimate goal. The health of the remote employee segment can also impact negatively due to the huge pollution rate.
Analysing the technique used by Philips to addresses these factors and drive internationalisation
In driving the internationalisation of Philips to the host country UK, the current political stability has been measured by the “political stability index”. The demand and supply analysis process allows a company to measure the sales forecast and current preferences of the customers (Van Steenbergen and Mes, 2020). Philips and its management team can find their future business scope and growth opportunities by using the tool of demand and supply analysis. Therefore, addressing the social and community environment of the UK, the marketing team of Philips can arrange a campaign for collecting responses from the individuals about their interest and usage rate of personal care products. A marketing campaign provides a platform for the marketing managers and business executives of a company to find the target audience (Wu, 2023). Based on the responses, Philips can calculate the market risk as well as select the suitable internationalisation strategy accordingly. Microsoft, “Cognizant Technology Solution”, and IBM are some popular technological companies in the UK and Philips can collaborate with these business organisations to address the technological issues as well as adapt the technological trends. On the other hand, Philips can satisfy the government of the host country by following the foreign business policies positively (Pilc.org.uk, 2023). Addressing the negative environmental situation of the UK, Philips can use recyclable materials and invest in CSR. The popularity and success of the foreign subsidiary of Philips in the UK can be achieved by establishing a green business. 
[bookmark: _68tc60ayczqu][bookmark: _Toc150535213]5. Integration of Contextual Factors and Internationalisation Strategy: 
Integrating the findings of PESTLE with the company’s chosen internationalisation strategy
Based on the external environmental analysis, the positive business context of Philips has been identified in the UK. Therefore, using the effectiveness of the political stability, and economic and technological strengths of the host country, Philips can go through the path of internationalisation successfully. On the other hand, the geocentric multinational approach is commonly used by this business organisation in the platform of internationalisation. Based on the words of Alugbuo et al. (2022), the geocentric approach allows a business organisation to hire employees outside of the business location. The key approach of Philips in their personal care business segment is to make the life of the customers easier (Philips.com, 2023). Therefore, this business organisation requires the best employees to work by focusing on their organisational factor innovation. The contextual factors of the UK “society and concern community” can support the HRM of this personal care business organisation to hire the best staff. The business movement and internationalisation activities of Philips have pointed out their used approaches to advertising, exporting, building subsidiaries and market penetration. Therefore, the subsidiary development indicates the process of acquiring an established firm (Week 5, slide 16). The alignment of the geocentric multinational approach and the positive business environment of the host country UK can push Philips towards internationalisation. At first, a geocentric approch has been motivated Philips to hire the best remote employees (Alugbuo et al. 2022). On the other hand, the positive integrated factors of the UK promote this company to build a successful subsidiary. The remote employees have helped this company to execute its internationalisation strategies successfully.  
Examining the context of the contextual factors that have shaped the strategy and impacted its implementation in Philips 
Economic, technological, social and political environment of the host country UK is identified as four positive contextual factors of Philips. In shaping the internationalisation strategies as well as its implementation in Philips have been impacted by these contextual factors. For instance, there are several entry modes used by a business organisation for internationalisation and these are exporting, FDI, licensing, joint venture, franchising and subsidiary (Week 5, slide 16). However, Philips has been recognised to use only exporting and subsidiary modes for entering a foreign market. The stable economy of the UK can influence this company to use the FDI, and franchising mode. Thus, using the market entry mode FDI, Philips can boost the economy of their home country. Franchising is the other popular method in which the franchiser processes with the intangible property of the company (Week 5, slide 13).  	The business availability and popularity of the personal care products of Philips can be promoted in the UK by using the mode of franchising in internationalisation. The technological strengths and social support of the host country can assist this business organisation in investing in business automation (Ons.gov.uk, 2023). For instance, investment in UK retailing and e-commerce marketing can be adopted by Philips in the way of internationalisation. These approaches help this personal care company to reach all of the customers of the host country. 
[bookmark: _kklfwun85fok][bookmark: _Toc150535214]6. Recommendations for the Company
Recommending Philips for future internationalisation endeavours
Target a specific segment in exporting in the UK 
In the path of business expansion or internationalisation, the personal care business organisation Philips is recommended to target a specific segment or region in the UK. The marketers and business executives of this company can target the right customer segment more easily by focusing a small region. Targeting multiple regions can be a reason for operational expenses (Week 9, slide 16). Based on the views of Huang and Rust (2021), the marketing manager and team commonly target a customer segment before implementing any marketing strategies through AI. The choice and preferences of the target segment are the main points considered by the marketing executives before selling the right product. Thus, the overall internationalisation marketing and strategic execution activities get easy for Philips when the target market of the UK has included a small region. The further expansion strategies can be taken by expanding the first segment of internalisation in the UK. 
Uses the approach of joint venturing with the UK business organisation 
Another useful approach to Philips in its “internationalisation” in the UK is the usage of the joint venture model. As per the views of UZUN and KARAMUSTAFA (2020), a company makes partnerships with other same-level business organisations from the foreign market in joint ventures. The risk of failure, operational expenses as well as the pressure of strategic execution is lowered for the operating company as it is partnering with the other company. In addition, the marketing executives of Philips can understand the local market of personal care from the UK business organisation or partner. Understanding governmental policies is important for conducting internal business (International Business and Globalisation, slide 8). Philip can also understand the business policies of the UK with the support of the partner. The rate of success in internationalisation can be promoted in Philips after using the model of joint venturing in entering the UK market. 
Build separate highly successful teams for developing business in the UK
This healthcare technological and personal care business organisation is suggested to build a separate team that only processes the activities of business expansion in the UK. The business manager and leader of Philips can guide and direct this team more significantly to the team. On the other hand, the team of this company can also work for a separate area business segment. As per Morrison-Smith and Ruiz (2020), the errors and mistakes within the virtual team have been lowered when the members are provided with some specific tasks. The data of internationalisation has been easy to obtain with segmentation and the marketing team is responsible for this main task (Week 9, slide 17). Thus, Philips can execute the activities of internationalisation including with segmentation in the UK by using the recommended approach. 
Suggesting strategies to enhance Philips’s global expansion and address potential challenges 
[image: ]
Figure 2: Transnational strategy 
(Source: Week 6, slide 35)
Market research for addressing the challenges in the UK personal care market 
In addressing the potential challenges of the UK personal care market, Philips is suggested to use the traditional way of market research. Shakeel et al. (2023) have stated about the identification of industrial factors through market research by using the approach of market research. The previous dataset of the UK personal care market can be identified by Philips by using this method of market research. Therefore, the marketing executives of this company are required to examine the dataset of personal care market growth, and challenges for past years during market research. The internationalisation strategies to expand business in the UK have been decided by Philips based on the dataset on market research. On the other hand, Philips can process also combine with the local and global strategy regarding transnational model by using this suggestion. 
Advance marketing for targeting the customers of the UK 
Philips is recommended to adopt an advanced marketing approach for targeting as well as understanding the customer segment. Therefore, an omnichannel marketing approach can be a suitable option for Philips to ensure business expansion and industrialisation in the host country UK. Luong and Wang, (2019) have stated the effectiveness of omni-channel marketing in the path of developing e-commerce and internationalisation. Therefore, the growth potential of international marketers has been promoted under the omnichannel marketing strategy. Philips can get the opportunity to use multiple channels such as email marketing, content marketing, social media marketing and video marketing under this advanced marketing approach. The marketing executives of this business organisation can share the features of their personal care products by using these multiple channels and ensure the establishment of the new business. 
[bookmark: _Toc150535215]Conclusion 
Followed by the above discussion it can be concluded that in order to manage international businesses, it is important to consider international business management strategies so that success can be achieved in a global way. Followed by the comprehensive overview of Philips, it has been found out that the company is well maintaining its business operation both in its host and home country. However, the Pestle framework was found to help the company regarding the decision making process in context to international business management that further include a critical evaluation of ethnocentric, polycentric and geocentric international business approaches. Considerations have also been made to the international business approach of the company that seems to provide success to its business operation across borders. Thereby, the given recommendations might help the company to achieve success in the coming future among its industry in a global way that will help it to gain sustainable competitive advantage.
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Employ a combination global-local strategy
W Employ essentially the same basic competitive strategy theme
(low-cost, differentiation, best-cost, or focused) in all country
markets.
W Develop the capability to customize product offerings and
sell different product versions in different countries
(perhaps even under different brand names).
W Give local managers the latitude to adapt the global
approach as needed to accommodate local buyer preferences
and be responsive to local market and competitive
conditions.

Transnational Strategy
(Think Global, Act Local)
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