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[bookmark: _Toc235800510]INTRODUCTION
Expansion on an international level gives multinational retailers a chance to realize growth, enhance competitiveness as well as minimizing market risk. The success of entry depends on a fit between the firm strategy, the external environment and entry mode. This report critically evaluates the proposal by Primark to enter into Canada by evaluating its global strategy, structure of international market and its attraction. Bartlett and Ghoshal, macro-environmental analysis and Dunning, OLI framework are applied to determine whether Canada is the right place where Primark will be able to go international in the future (Collinson, Narula and Rugman, 2020; Zlatev, 2025).
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[bookmark: _Toc235800511]SECTION 1: STRATEGIC EVALUATION AND MARKET ENTRY
[bookmark: _Toc235800512]1. Organizational Classification and Global Strategy
[bookmark: _Toc235800513]1.1 Introduction and Strategic Categorization
Primark was founded in Dublin, Ireland in 1969 by Arthur Ryan as ‘Penneys’. It grew 
rapidly across Ireland and the UK and later adopted the name Primark for international
 markets due to trademark conflicts. Its background is defined by value-fashion retail, 
large- format stores, minimal advertising, and fast expansion across Europe and the 
US. It is supported by its parent company of the Weston family, who are the owners of 
Associated British Foods (ABF). Primark is now international fashion retailer which runs 
over 480 stores globally (Primark, 2026). The company is not competing with premium
 branding and/or online retailing but with low price fashion, big box stores and high sales 
volume following the low-cost business model after a successful establishment in the  
abovementioned countries (Collinson, Narula and Rugman, 2020). The Bartlett and Ghoshal framework divides the multinational strategies according to the pressure that needs to be taken to slash expenses or respond to the local demands. Primark fits the international Strategy the most due to its priorities of the cost-efficiency and relatively small local adjustment (Ghoshal, 2023).
All markets have their purchasing, sourcing, product design and pricing centrally located in the firm. Most product lines are uniformed and this makes it possible to achieve the economies of scale, less expensive procurement prices and typical low prices (Carr and Leknes, 2020).
Minor local variations towards Primark include smaller format stores in the USA, varying products in seasons and increased digital engagement without full e-commerce. These operational changes make it more efficient but without improving its general strategy on a global level (Martin Alonso, 2026).
Although there are signs of only some transnational qualities, even these adaptations remain subordinate to the very centralized processes of Primark. Entering in Canada, would require Primark to shift toward a Transnational Strategy, balancing cost efficiency with moderate adaptation to Canadian consumer expectations, regulatory standards, and retail geography. In this way, Transnational Strategy is the best fitting category as its decision-making process is impacted by the cost leadership at the international scale (Narula and Lee, 2020; Beamish and Chakravarty, 2021).
[bookmark: _Toc235800514]1.2 Global Configuration and Value Creation
Primark has its operation mainly located in Europe that has been backed up by the additional expansion of the operation in the United States. However, the company does not operate physically in Canada, which creates a possibility to establish its network in North America (Carr and Leknes, 2020).
Table 1: Primark's Current Global Configuration
	Region
	Current Position
	Strategic Contribution

	United Kingdom
	Largest market
	Revenue and brand leadership

	Western Europe
	Extensive store network
	Economies of scale

	Central and Eastern Europe
	Growing presence
	Market diversification

	United States
	Expanding operations
	North American growth

	Canada
	No stores
	Future expansion opportunity


Source: Carr and Leknes (2020); Collinson, Narula and Rugman (2020).
Primark has a competitive advantage of having a centralized global structure. The Asian suppliers and manufacturers are mainly low-cost, which creates the purchasing power and low costs of production. Supply chain management also involves standardization which leads to efficiency and assists in ensuring quality (Carr and Leknes, 2020; Herz and Thomson, 2021).
In comparison to most of its competitors, Primark does not spend a lot of money on advertising, nor does it possess a large e-commerce platform. It preferred rather physical stores that reduce the operating expenses and enable it maintain its round price leadership. The savings boosts its value contribution in the price-sensitive markets (Rahmanifar, 2024).
However, reliance on Asian sources puts them at risk of geopolitical factors, transportation and general logistics developments and increased prices. Diversification of suppliers can also help to strengthen the resilience in a supply chain without any reduction in the costs (Moradlou et al., 2025).
The logical next step of Primark expansion in North America is Canada. Its proximity to the United States helps in the sharing of logistic, economies of scale in distribution and low cost of operation. The move into Canada would generate a new source of income and capitalize on the established global Primark network that would aid in developing a competitive edge in the long-term (Mabitsela, 2021; Zhou, Gomes and Vendrell-Herrero, 2025).
[bookmark: _Toc235800515]2. Macro-Environmental Appraisal and Market Attractiveness
[bookmark: _Toc235800516]2.1 Host Country Analysis: Canada
Political and Legal Factors
Canada offers a very stable and clear business environment which is politically secure and is thus the ideal destination to multinational retailers. Consistent government, reliable policies and high levels of legal security minimize risk of investment as well as foster long-term retail growth (Collinson, Narula and Rugman, 2020). This predictability also gives Primark the guts to open large brick and mortar stores and long-term contractual agreements with the suppliers.
Canada has also been free to trade through signing of agreements with other countries in Europe such as the Canada-European Union Comprehensive Economic and Trade Agreement (CETA) which reduces the barriers to European companies. Although importation of textiles remains a subject to custom and compliance, the trading environment is favorable to serve most of the international markets (Zlatev, 2025). This facilitates the low-cost sourcing model at Primark and enhances accessibility of the market.
Labor standards in Canada are more stringent than in most of the manufacturing countries in Asia. Retailers have higher operating costs due to minimum wage laws, safety requirements at their workplace and protection of their employees. However, these types of regulations guarantee that the labor situation and reputation of the company are improved as well, which helps to ensure sustainable business performance (Mabitsela, 2021).
In Canada, the modern slavery reporting requirements have improved the degree of transparency in supply chain and obligate multinational companies to disclose on ethical sourcing. This is very much in line with the Primark Cares of Primark initiative that emphasizes on responsible sourcing, worker welfare and sustainable supply chains. Compliance thus turns into a legal necessity and a competitive advantage as opposed to a mere cost (Chemsripong, 2023; Wahed, 2025).
Table 2: Political and Legal Assessment of Canada
	Factor
	Opportunity
	Challenge
	Impact on Primark

	Political stability
	High investment security
	Low political risk
	Positive

	CETA trade environment
	Easier European market access
	Customs compliance
	Positive

	labor regulations
	Better workforce protection
	Higher labor costs
	Moderate

	Supply chain transparency
	Supports Primark Cares
	Greater reporting obligations
	Positive


Source: Collinson, Narula and Rugman (2020); Zlatev (2025); Chemsripong (2023).
Economic Factors
With the relatively high household income and stable consumer spending, Canada still boasts of one of the stable developed economies around the world with the stable GDP growth. The purchasing power is favorable, which means that the coming international retailers will enter the market (Rahmanifar, 2024). Unlike with the luxury brands, value positioning is particularly attractive to the middle and low-income customers who buy cheap fashion at Primark, so that it targets individuals with low finances.
The most recent inflation has made the cost of living across Canada to be higher. There has been an increase in food, housing and utility costs which have motivated consumers to be price conscious. This change is beneficial to the discerning fashion retailers since the consumers are more preoccupied with high quality products at cheaper price instead of luxury brands (Nyamboga, 2024).
Primark has an even greater opportunity since Canada has a relatively high disposable income. Bargaining power of consumers is also high and simultaneously consumers are inflationary sensitive. Primark cost leadership strategy is therefore a highly good value, in that it involves low prices and fashionable clothes (Collinson, Narula and Rugman, 2020).
Retail expansion is also subject to significant cost issues, however. The most expensive at big cities such as the greater Toronto area (GTA) and Vancouver are housing prices and rents. Location selection and heavy capital investment make the creation of the desired large-format stores of Primark therefore a complex task (Kardes et al., 2024).
Although such costs are associated, the high density of urban population offers good customer traffic in Canada that can support high volume of retail operations. The flagship stores are commercially viable since the big shopping centers in Toronto, Vancouver and Montreal attract a considerable number of consumers, should they be supported by appropriate market entry planning then (Zhou, Gomes and Vendrell-Herrero, 2025).
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Figure 1: Canada's Retail Market Opportunity for Primark
Source: Rahmanifar (2024); Kardes et al. (2024).

Overall, there are more opportunities than threats in the economic environment of Canada. The rising costs of real estate drive up the requirements of investing in the targeted industry, and the high purchasing powers of consumers, as well as the demands of low-end fashion products, provide Primark with positive opportunities to expand in the long term (Mabitsela, 2021; Zlatev, 2025).
Socio-Cultural and Industry Factors
Canadian consumers are becoming ever more demanding that the retailers must provide affordability and sustainability. Customers are still sensitive on the price owing to inflation although their focus has shifted towards ethical sourcing, product durability and environment friendliness. It is an appropriate direction to the low prices of products of Primark and helps to encourage the consecutive evolution of the Primark Cares sustainability programme (Carr and Leknes, 2020).
Canada has very stiff competition in fashion. The structural players such as H&M, Zara and Old Navy already possess an established brand, they have already established their supply chains, and have a base of loyal customers. These competitors offer low fares aside from strong digital capabilities, which is a colossal obstacle to access by overseas retailers (Nabilah, 2025; Clemente Fernandez-Picazo, 2023).
Ultra-low pricing, huge product selections and high volume physical outlets are the ways by which Primark can be distinguished. It also has low operating costs as it has low marketing expenditure compared to many of its competitors. However, the price battle may fail to provide longevity because the Canadian customers are becoming more demanding in regard to convenience besides being cost-effective (Carr and Leknes, 2020).
Primark has a brick-and-mortar business as its largest socio-cultural issue. Canadian customers are used to the omnichannel of retailing, where online shopping, mobile apps and brick-and-mortar stores are interconnected. Primark may lose some of its convenience and competitiveness to online integrated retailers as a result of not fully incorporating e-commerce (Alon, Apriliyanti and Henríquez Parodi, 2021).
However, Primark has lately increased online activities by allowing customers to browse and collect their products online in specific markets. This is no big scale online retailing but a sign of slow adaptation to new consumer demands. Primark would reduce strategic risk by minimizing the cost of its operations with the help of digital support, which has already been extended to Canada (Martin Alonso, 2026).
The failure of several retailers in the world, including Target Canada, demonstrates that penetrating the market needs more than brand awareness. It requires appropriate pricing, efficient supply chain and appropriate store location and good knowledge in local consumer behavior to perform. Primark can minimize these risks by learning about past retailing flops and copying the chosen operational behaviors to the Canadian market conditions (Zervas, 2023).
Table 3: Socio-Cultural and Industry Assessment
	Factor
	Opportunity
	Challenge
	Strategic Impact

	Demand for value fashion
	Strong
	Price competition
	High

	Sustainability expectations
	Supports Primark Cares
	Greater consumer scrutiny
	Moderate

	Retail competition
	Large customer market
	H&M, Zara and Old Navy dominance
	High

	Digital shopping culture
	Opportunity for digital development
	Weak e-commerce capability
	High


Source: Carr and Leknes (2020); Alon, Apriliyanti and Henríquez Parodi (2021); Zervas (2023).
Overall, Canada enjoys good socio-cultural environment which has tremendous potential to grow, but it should be tailored at the strategic level. The value-based positioning is an opportunity to Primark since it suits the current consumer demand, yet a weakness is the absence of digital capacity, which is a disadvantage in competition. A more hybrid solution involving cost leadership and increased digital support and sustainability would be a mile further in ensuring that Primark will be in a position to contend successfully in the two worlds of the mature Canadian retail landscape (Narula and Lee, 2020; John-Mariadoss, 2023).
[bookmark: _Toc235800517]2.2 Market Entry Synthesis: Dunning's OLI Paradigm
Dunning states that the reason why MNEs select specific markets and entry modes is the Ownership-Location-Internalization (OLI) Paradigm. It considers the abilities of a company that have comparative advantage, host-country, and operational control in order to develop a sustainable competitive advantage. In the case of Primark, the factors justify the entry into Canada by foreign direct investment instead of contractual entry modes (Collinson, Narula and Rugman, 2020; Chemsripong, 2023).
Ownership Advantages (O)
Ownership advantages are those resources that are unique, and can be used to improve global competitiveness of a firm. Primark has a number of strategic assets that complement its effort to grow to mature markets like Canada (Narula and Lee, 2020).
Cost leadership is the key to ownership of Primark. The economies of scale generated through mass purchasing of suppliers in the long-term also leads to a reduction in the cost of production and enables the firm to provide pricing, which is affordable compared to its competitors (Beamish and Chakravarty, 2021).
Another advantage of the company is the fast process of design to shelf, which responds to fashion trends quickly, better inventory control and decreased markdowns (Carr and Leknes, 2020).
Primania is a powerful organic brand and enables Primark to evade use of paid advertisement. UGC fosters awareness and its low-cost approach (Martin Alonso, 2026).
Supplier relationships also lead to increased sourcing reliability, efficiency of operations and ethical standards over the long term with the Primark Cares activities (Wahed, 2025).
However, the competitors such as Zara and H&M have stronger digitalization and reactivity of supply chain. Primark, therefore, needs to be innovative at the expense of leadership (John-Mariadoss, 2023; Ramani and Aguinis, 2023).
Table 4: Primark's Ownership Advantages
	Ownership Asset
	Strategic Benefit
	Competitive Impact

	Economies of scale
	Lower production costs
	Strong cost leadership

	Six-week design cycle
	Faster trend response
	Higher competitiveness

	Primania social media
	Low marketing costs
	Brand awareness

	Supplier network
	Reliable sourcing
	Operational efficiency

	Primark Cares
	Ethical reputation
	Consumer trust


Source: Beamish and Chakravarty (2021); Carr and Leknes (2020); Wahed (2025).
Location Advantages (L)
Canada offers a number of location benefits which render it an ideal destination in international expansion of Primark. These benefits not only supplement the business model of the company but also minimize uncertainty in the operations. According to Dunning, selection of host countries should be successful based on the capabilities of host-country conditions to enhance firm-specific advantages (Chemsripong, 2023).
The first opportunity is the geographical location of Canada to the United States where Primark is increasingly expanding. The common logistics networks or regional distribution centers/ same set of consumer preferences can be used to develop operational synergies, and this will aid in reducing the transportation costs. This is a regional integration that promotes effective supply chain management in North America (Zhou, Gomes and Vendrell-Herrero, 2025).
Canada is no different and its population is highly urbanized with the concentration being in major cities such as Toronto, Vancouver and Montreal. Shopping customers in these cities attend the premium shopping centers and the outlets of Primark that would be required are large format. The heavy population density enhances the potential of sales as well as the economies of scale (Kardes et al., 2024).
The other prominent advantage is the change in consumer behavior which has followed the recent inflation. Increased cost of living has pushed most of the Canadian consumers into finding cheap fashion, without compromising on the fashion. The value-based pricing positioning by Primark directly fulfils this increased demand by creating favorable market conditions amid the widened economic pressures (Rahmanifar, 2024).
Canada has a transparent legal environment, political stability and good consumer protection further minimize the risk in investments. The stable institutions facilitate long-term investment on retail and increase business confidence amongst the multinational companies. A combination of all these institutional benefits renders Canada more attractive as a market (Zlatev, 2025).
Nonetheless, Canada is also faced with certain location challenges. The pressure of operation is high since there are high commercial rents, labor costs and intense competition with H&M, Zara and Old Navy. As a result, the appeal to the market will also depend on both the demand of their consumers and whether Primark would be capable of achieving a satisfactory level of sales to offset these increase operating costs (Nabilah, 2025; Zervas, 2023).
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Figure 2: Canada's Location Advantages for Primark
Source: Rahmanifan (2024); Zhou, Gomes and Vendrell-Herrero (2025).

Overall, Canada's geographic position, stable organization and need of affordable fashion serve as powerful location factors to promote the expansion of Primark (Collinson, Narula and Rugman, 2020).
Internalization Advantages (I)
 The internalization advantages are what compel multinational companies to prefer to keep their business model along with the ownership and operating control as opposed to licensing or franchising. Direct control is of paramount importance in the case of Primark as the competitive advantage of this company depends on the highly integrated process of sourcing, logistics and retail (Chemsripong, 2023).
Primark has a low-cost strategy that is founded on centralized buying, supplier and inventory management. Its lack of control over other independent operators through its decision to license its own brand can ensure the lack of consistency in terms of pricing, product quality services and customer experience. The discrepancy would worsen the value proposal of the company and ruin the brand reputation (Narula and Lee, 2020).
Direct ownership also enables Primark to organize its global supply chain in an efficient manner. Through central management, there is increased inventory allocation speed, enhanced supplier negotiation and cost control in the overseas markets in the international market. Such efficiencies could hardly be attained by third-party franchise operators (Beamish and Chakravarty, 2021).
Primark sustainability commitments are also facilitated by internal control. The company, Primark Cares, manages the suppliers’ standards, labor and environmental practices within its sourcing network. Direct control will improve compliance with the provisions of the Canadian supply chain transparency and protect corporate reputation (Wahed, 2025).
The other important advantage is flexibility of strategy. The consumer demand of the fashion retailing is highly dynamic. Operations owned by the company enable Primark to add or remove product lines, change pricing and stock fast without bargaining with other companies. This flexibility strengthens competitiveness in the dynamic retail market in Canada (Carr and Leknes, 2020).
Past retail failure is also a fact that promotes greater control of operations. This failure to expand in Canada by Target Canada was a solid demonstration that inefficient inventory management, price mistakes and inefficiencies in its operations can ruin international market expansion. Similar risks can be minimized by leaving the stores, logistics and supply chain systems owned by Primark in direct ownership (Zervas, 2023).
Franchising or licensing would decrease the financial risk and the higher cost of investment, but the lack of control of the operations with the most valuable capabilities of Primark would also be lessened in the discussed models. Since competitive advantage of the company relies on integrated supply chain management and cost leadership, the entry modes that will be contractual would undermine long-term performance (Alon, Apriliyanti and Henríquez Parodi, 2021; NADEEM, 2024).
Internalization, therefore, is the most suitable strategy to expansion into Canada of Primark. Direct ownership ensures operational efficiencies, brand image and sustainable execution of its global business model. Under the OLI Paradigm, which is the ownership, location and internalization advantage, the rationale why foreign direct investment is the most effective of market entry strategy of Primark is quite justified (Collinson, Narula and Rugman, 2020; Zlatev, 2025).
[bookmark: _Toc235800518]3. Entry Mode Strategy and Strategic Synthesis
[bookmark: _Toc235800519]3.1 Historical Pattern Recognition
Primark has never franchised and licensed its operations in other countries although it has been expanding the country operations through organic growth and acquiring country operations. Such a strategy enables controlling the prices, quality of stores, coordination and customer experience of the supply chain (Collinson, Narula and Rugman, 2020).
Primark primarily opened big-format flagship outlets in Europe by direct investment. This strengthened its low-cost model as it transferred the centralized purchasing and operational strengths in cross markets (Carr and Leknes, 2020).
It continued its US expansion with the same strategy via wholly owned stores. This has allowed Primark to acquire knowledge of local market dynamics and brand consistency and strategic control (Narula and Lee, 2020).
Such an entry mode indicates resource-based strengths of Primark. Ownership can be more easily maintained than contractual agreements since it enables the supply chain and inventory control, standardized operations to be more integrated (Beamish and Chakravarty, 2021).
However, Green field expansion is expensive and more time consuming to set up and requires level of market expertise. These are the setbacks that are on the forefront in developed markets that are competitive and highly operating costs (Zlatev, 2025).
Table 5: Primark’s Historical International Entry Pattern
	Market
	Entry Approach
	Strategic Purpose
	Key Advantage

	Ireland and UK
	Company-owned stores
	Develop core model
	Full control

	Europe
	Greenfield flagship expansion
	Replicate strategy
	Economies of scale

	United States
	Wholly owned subsidiaries
	Build North American presence
	Operational control

	Canada (proposed)
	Greenfield/flagship approach
	Extend expansion
	Strategic consistency


Source: Collinson, Narula and Rugman (2020); Carr and Leknes (2020); Narula and Lee (2020).
[bookmark: _Toc235800520]3.2 Strategic Fit and Justification
Primark entry mode used in the past is appropriate in Canada since its competitiveness lies in its ability to control its retail system. The OLI analysis shows that the location gains of Primark, ownership gains of Canada, and internalization gains of Canada give a preference to direct investment (Chemsripong, 2023).
Greenfield investment as a wholly owned subsidiary would enable Primark to directly import its business model into Canada. Full ownership protection includes sourcing, pricing, and store design, and inventory decisions (Collinson, Narula and Rugman, 2020).
The key advantage of greenfield investment is the strategic alignment. The physical-store experience of Primark requires a customer service and efficiency of operations being in place all the time. External suppliers have the potential to be threatening on the issues of pricing, stocking and branding (Alon, Apriliyanti and Henríquez Parodi, 2021).
Greenfield expansion is however very risky with regards to finances. The development of stores, the cost of property, recruitment and logistics investment of employees can press, especially in such costly Canadian cities like Toronto and Vancouver (Kardes et al., 2024).
The other approach is acquisition or joint venture via the available retail spaces. The purchase of empty department stores might help save money, speed up the time to enter the market and access existing retail space (Nadeem, 2024).
However, integration issues can be caused by acquisitions as the current locations might not be in tandem with the operations model of Primark. Joint Ventures might also reduce the strategic control and undermine the ability of Primark to be cost effective (John-Mariadoss, 2023).
Table 6: Evaluation of Primark Canada Entry Modes
	Entry Mode
	Advantages
	Limitations
	Strategic Fit

	Greenfield wholly owned subsidiary
	High control, protects business model
	High investment
	Very High

	Acquisition
	Faster entry, existing locations
	Integration challenges
	Moderate

	Joint venture
	Shared risk
	Lower control
	Low

	Franchising
	Low investment
	Weak operational control
	Low


Source: Chemsripong (2023); Alon, Apriliyanti and Henríquez Parodi (2021); Nadeem (2024).
When it comes to risk, control and strategic alignment, it is recommended that Primark have wholly owned strategy, but reduce the investment risk through selective acquisition of convenient retailing places. This is a hybrid approach which integrates operational control with a quicker entry approach to the market.
Primark should adopt a strategized growth plan through opening flagship stores in head cities such as Toronto, Vancouver and Montreal. This reduces the risk of finances and provides the opportunity to evaluate the acceptance by consumers and operating performance (Zhou, Gomes and Vendrell-Herrero, 2025).
Recommendations 
Primark should maintain the wholly owned entry mode and enhance localization. They should develop a Canadian distribution center integrated with US logistics. Furthermore, Primark should adapt product lines for Canadian winters and cultural diversity. They should ensure full compliance with sustainability, labor, and bilingual packaging laws (Government of Canada, 2025). To meet the Canadian consumer expectation, they should also pilot limited digital services. Lastly, the cluster initial stores in Toronto, Vancouver, and Montreal to maximize footfall and minimize distribution complexity. This approach preserves Primark’s core competitive advantage while addressing the unique demands of the Canadian market (Retail Council of Canada, 2025).
[bookmark: _Toc235800521]3.3 Conclusion 
The historical entry mode of Primark which is the wholly owned subsidiary with direct 
store ownership is the most strategically appropriate for Canada. It aligns with Primark’s 
global strategy, supports cost leadership, and ensures brand consistency. However
Canada’s regulatory environment, climate, and geographic dispersion require greater 
localization than Primark typically employs (Across, 2026).
Political stability of Canada, buying power, the city retail market and the increasing interest on low-cost fashion bodes well with Primark. However, rivalry, expensive prices and online nature are the biggest obstacles (Rahmanifar, 2024).
The OLI model justifies the direct investment as it establishes that the benefits of ownership by Primark, the location benefits and internalization benefits by Canada benefit direct investment. It is necessary to maintain control as it can safeguard the low-cost strategy of Primark (Zlatev, 2025).
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SECTION  2: REFLECTIVE ACCOUNT (GIBBS’ REFLECTIVE CYCLE)
Description and Feelings
This assignment focused on developing an international market entry strategy to assist Primark in entering the Canadian market. The aim was to critically analyze the global strategy of Primark, analyze whether Canada was an attractive market or otherwise and then advise on the right entry mode based on international business theories. The Gibbs Reflective Cycle was chosen due to offering a guided methodology on assessing experiences, learning results, and future enhancement (Collinson, Narula and Rugman, 2020).
In the beginning, the assignment was intimidating and the need to combine theoretical and practical business analysis was stressful at the start of the work. It was also difficult to evaluate Primark since the company does not work in the same manner as most modern retailers because of the low level of e-commerce. This posed a challenge on how its physical-store model would compete in the digitally developed retail landscape in Canada.
However, initial research made me feel more confident. Through studying the cost leadership concept of Primark and linking it to international business theories, I found that it allowed me to gain a more analytical direction in my direction. It was possible to use academic concepts to a real strategic decision and not just describe what company does.
Evaluation and Analysis
Several aspects succeeded in the research process. Being able to access corporate information through reports of Associated British Foods enabled the ability to gain valuable insight into the financial position of Primark, their global expansion and sustainability practices. These sources helped in bringing the company's performance in relation to the strategic decision making and not the general information about retail. Plausible organizational data (Zlatev, 2025) were used to support the trustworthiness of the analysis.
Another successful aspect of the process was the application of the OLI framework created by Dunning. The framework assisted in aligning competitive advantages of Primark, competitive advantages of the Canadian market and why the company should retain internal control. This gave a deeper understanding of how the economies of scale, supplier relations and cost structure relate to the benefit of ownership at Primark in relation to its decision to expand globally (Chemsripong, 2023).
Bartlett and Ghosal framework were also used to enhance the analysis. I didn't see the Primark strategy as simply another global one, but I estimated the proportions of standardization to minimal adaptation of the local one. This theoretical approach helped to explain how Primark is able to be efficient and make selective changes in the foreign markets (Ghoshal, 2023).
The primary difficulty was not to get into a descriptive PESTLE analysis. It was hard to go beyond the Canadian political, economic, legal and cultural factors initially. The task required critical analysis of specific impact of these factors on retail strategy of Primark. So I focused more on issues like customer demand for fashion at low costs, competition from the other existing shops, demand for online fashion and the profitability of the business.
The other issue was to get the balance right between their approaches to the academic issues and their recommendations. The business models that are used in international business give a general explanation but the actual decisions taken in the market require uncertainty and conflicting priorities. As an illustration, even though greenfield investment offers highest level of control, the high costs of properties in Canada pose financial risks. Taking these trade-offs into account helped me to make better evidence-based recommendations than picking strategies for no particular reason (Narula and Lee, 2020).
My approach was greatly influenced by lectures, academic readings and seminar discussions. They introduced the theoretical background on multinational strategies analysis, FDI and entry mode decision. These learning activities were used to process the input in the market into organized strategic arguments. The research process also revealed that the international business analysis needs integrating both theory and evidence, as well as critical judgement, to be effectively conducted.
Conclusion and Action Plan
Through this assignment, I could learn more about international business research and decision making regarding strategic decision. I came to know that there is more than the collection of company data to analyze the multinational expansion. It involves an evaluation of the relationship between organizational competencies and external market conditions and risks in the strategy. The Primark case has shown that the key to successful internationalization is ensuring that alignment of strategy, environment and entry mode are achieved.
The process of research also revealed the areas where individual improvement could be made. Some of the drawbacks were too much time spent starting the research by collecting general global data and then eliminating it based on the relevance to the source. In the next project(s), I will be able to establish criteria for research more effectively at the outset and use academic databases and corporate reports and evidence from the industry more effectively.
Another thing that I realized is the need to develop data synthesis. I should highlight distinct links between evidence and strategic implications: instead of reporting distinct results. The reports of the future will be more explanatory as to why a certain factor is important on business decisions and not purely describing markets conditions.
Three improvements are included in my future action plan. To start with, I will initiate research earlier and compile a well-organized evidence matrix between theories, data sources and report sections. Secondly, I will be better at time management by reducing some of the time gaps between researching, reviewing, writing, revising. Thirdly, I will continue to fine-tune the critical writing skills by examining various approaches, and evaluating their strengths, weaknesses and implications.
In general, this reflection has enhanced my own self-confidence in being an international business researcher. The assignment gave me the opportunity to work with strategic frameworks, to understand and assess the market in very complex situations and provide informed recommendations. The skills will inform future academic and professional project development and international expansion and corporate strategy.


[bookmark: _Toc235800523]CONCLUSION
This report critically evaluated the potential of Primark to expand to Canada through the analysis of its global strategy, market attractiveness and entry mode options. Findings indicate that the global standardization strategy and the benefits of ownership and location factors of Primark play an important role in Primark's expansion at the global level. Nonetheless, the intensity of competition, costs of operations and the demand of digital needs demand a careful adjustment. Therefore, it is recommended to have a strategy to establish a 100% subsidiary while taking targeted opportunities to acquire those who are suitable to carry out the business, so that strategic control can be achieved while reducing investment risks. This is the most suitable approach to the Primark's long-term international expansion plans.
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