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Executive Summary
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The report critically reviews Patagonia Inc.'s plan to enter the Indian market and determines if India is a market that is strategically desirable to the company for international expansion. The analysis uses the International Strategy Model of Bartlett and Ghoshal and the Eclectic (OLI) Paradigm of Dunning to analyze the global strategy of Patagonia and the market attractiveness of India. Moreover, the report assesses the political, economic, legal and cultural setup in India and suggests a suitable market entry plan. The results suggest that India's growing premium consumer market, rising sustainability consciousness, and positive long-term growth prospects offer substantial opportunities for Patagonia, as long as a proper localisation and partnership approach is put in place to enter the market (OECD, 2024; Patagonia, 2025).
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Patagonia Inc. is an American, privately owned multinational company (MNC) with a unique international reputation for embedding environmental sustainability, ethical sourcing and product innovation into its core business model. Patagonia started in 1973 and has distinguished itself from the traditional outdoor clothing companies by incorporating social and environmental responsibility into its governance and longer-term purpose, rather than as a marketing campaign (Patagonia, 2025). The shift to a purpose-driven ownership model has strengthened its responsible business practices and established Patagonia as a prime example of sustainable international business (Patagonia, 2025).

In the current global competitive landscape, multinational companies need to constantly monitor the market for new opportunities for growth while adapting to new consumer preferences, regulatory changes and environmental demands. India is a strategically ideal market to expand into due to its expanding digital economy, rising consumer awareness about sustainable and premium lifestyle products and its growing middle-class population and purchasing power. But prior to entering a market, it is essential to consider the political, economic, legal and cultural landscape of the country to avoid uncertainty and ensure competitive advantages in the long run (OECD, 2024).

Hence, this report would critically examine the market attractiveness of Patagonia's proposed expansion in India, using the theories already established in the international business to recommend the suitable entry mode to the company to ensure its long-term growth in the global market.

[bookmark: _Toc236210241]1. Organisational Classification and Global Strategy
Patagonia Inc. is a U.S.-based multinational company in the niche market of outdoor apparel and equipment. The company is privately owned but has built up a solid international footprint via wholly owned subsidiaries, e-commerce websites and a carefully crafted retail partnership strategy (Patagonia, 2025). Patagonia has built a unique international business model around responsible innovation, quality and sustainability, rather than cost leadership as is done by many of its global competitors. This strategic approach has helped the company build up good brand equity and retain customer loyalty in various international markets (Kotler, Keller and Chernev, 2022).
Bartlett and Ghoshal's (1989) international strategy framework indicates that Patagonia is most likely to be on a transnational strategy. The model suggests that organisations using a transnational approach are simultaneously seeking to achieve the three objectives of global efficiency, local responsiveness and knowledge sharing internationally (Bartlett and Ghoshal, 1989). In Patagonia, these are reflected in a consistent sustainability approach and product quality, in addition to adapting certain aspects of the way it operates, communicates and engages with customers to the local market. For instance, the company aligns its marketing activities, environmental programs and community initiatives with social and environmental concerns of the region while maintaining its global corporate mission (Patagonia, 2025).
This strategic positioning gives Patagonia a few competitive advantages. It is a centralised control of product design, research and sustainability standards, which guarantees product quality and strengthens the company's premium global positioning, for one. Meanwhile, decentralised market activities help regional subsidiaries adapt to the changes of consumer preferences, environmental regulations and competitive situations, and enhance customer relevance and market responsiveness (Peng, 2022). This strategic agility is becoming a vital asset for multinational companies navigating the complexities of the international landscape, especially in highly uncertain environments (Luo, 2022).
A responsible sourcing, technological innovation and long-term supplier relationship are the cornerstones of Patagonia's global configuration, which enhances its competitive advantage. Patagonia places a high priority on transparency and sustainability within its supply chain, as well as on circular economy programs and ethical manufacturing processes, in addition to production efficiency. Recent studies indicate that sustainability-focused multinational firms are more trusted by their stakeholders, more resilient at an organisational level, and more successful in value creation in the long term than firms that only rely on financial performance indicators (Eccles and Klimenko, 2024). The sustainability program "Worn Wear" in Patagonia, regenerative agriculture projects and Patagonia's efforts to reduce carbon emissions are examples in which sustainability has turned into a strategic capability that can be transferred internationally beyond the scope of single markets (Patagonia, 2025).
Patagonia's transnational approach is overall a successful balance between global integration and local responsiveness, which allows the company to preserve its unique competitive position, while also adjusting to the evolving international market. The strategic direction is well-suited to assessing India as a market that would be suitable for future growth, as rising consumer demand for sustainable premium products dovetails nicely with Patagonia's long-term, global growth goals.
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The political climate is important because government policies and the quality of government institutions and the stability of regulations directly affect foreign investment decisions and long-term business performance (Peng, 2022). Evaluating the political environment is a crucial step for Patagonia before they enter the market, considering the competitive edge it has is built on sustainability, ethical sourcing and responsible corporate governance.
The political stability, economic reforms and government initiatives to make the business environment more conducive have turned India into one of the most appealing countries for foreign direct investment (FDI) in the world. To boost manufacturing capacities, enhance ease of doing business and modernise infrastructure, Government of India has launched schemes like Make in India, Digital India and National Logistics Policy (Government of India, 2024). All of these efforts have been a driving force in attracting multinational companies to expand their business operations through increased efficiency in the supply chain and the easing of administrative obstacles. The United Nations Conference on Trade and Development (UNCTAD, 2024) stated that India is still one of the top countries to attract FDI because of its sizeable internal market, policy changes, and long-term growth prospects.
These political changes offer great opportunities for Patagonia. The government's ongoing investments in transport infrastructure, digital connectivity and industrial development can ensure the seamless movement of products and improve access to India's growing premium consumer market. In addition, India's growing focus on renewable energy and environmental sustainability resonates with Patagonia's corporate values of responsible business practices. The revised climate pledges and focus on sustainable manufacturing open up avenues for Patagonia to become an eco-conscious international brand and to align with the country's sustainability goals (International Energy Agency, 2024).
Despite these good conditions, there are a number of political issues that must be taken into account. India's regulatory environment is complex due to overlapping tax and labour laws, and differences in investment regulations among states (World Bank, 2023). The institutional diversity could lead to greater administrative expenses and complexity for foreign firms entering India. Moreover, policy implementation can vary significantly from one region to another, and multinational companies need to be flexible in their approach to market entry, taking into account the institutional environment in each region.
Another strategic trade policy consideration is the promotion of competition. India has eased its foreign investment policies, but import duties on high-priced apparel and outdoor products are relatively high, which could impact Patagonia's pricing strategy and competitiveness in the premium retail segment (World Trade Organization, 2024). Thus, it is important to ensure that consumption of imported goods does not make products unaffordable to middle income consumers. Local sourcing partnerships and/or incremental domestic manufacturing can thus enhance cost efficiency and benefit government efforts to promote local production.
Patagonia's sustainability business model is likely to gain good support from the stakeholders in India's evolving policy landscape from a strategic point of view. However, political opportunities are not enough to ensure successful market entry. The company should be very careful to deal with regulatory complexity, have regular dialogue with government bodies and build partnerships with local stakeholders to minimize institutional risks. In conclusion, the political climate in India offers long-term prospects that are favorable for Patagonia's growth, as long as the company remains flexible and flexible enough with its regulatory requirements and sustainability standards to fit the local context.
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India's economic environment presents a compelling opportunity for multinational corporations seeking long-term growth within emerging markets. As the world's fifth-largest economy, India has demonstrated remarkable economic resilience despite global inflationary pressures and geopolitical uncertainty. According to the International Monetary Fund (IMF, 2025), India's real GDP growth is projected to remain among the highest globally, supported by strong domestic consumption, increasing private investment and continued structural reforms. For Patagonia, this sustained economic expansion provides a favourable foundation for market entry, as rising incomes and urbanisation are driving demand for premium international brands.
One of India's most significant economic advantages is its rapidly expanding middle-income population. Recent research indicates that increasing disposable incomes, higher educational attainment and changing lifestyle preferences have accelerated consumer expenditure on premium apparel, wellness and environmentally responsible products (McKinsey & Company, 2024). This shift is particularly evident among younger urban consumers, who increasingly value product quality, authenticity and sustainability alongside traditional purchasing factors such as price and functionality (Deloitte, 2024). Consequently, Patagonia's premium positioning and environmentally responsible business model are well aligned with evolving consumer expectations within India's metropolitan markets.
India's digital economy further enhances market attractiveness. The widespread adoption of digital payment systems, rapid growth of e-commerce platforms and expanding internet penetration have transformed retail consumption patterns, enabling international brands to reach consumers beyond traditional physical stores (OECD, 2024). Patagonia could leverage this digital ecosystem through a phased omnichannel strategy, combining e-commerce with strategically located flagship stores in major cities such as Mumbai, Bengaluru and Delhi. Such an approach would reduce initial investment risks while strengthening brand visibility and customer engagement across diverse consumer segments.
Despite these opportunities, several economic challenges require strategic consideration. India's price-sensitive consumer market remains highly competitive, particularly within the apparel industry, where domestic firms and established global brands such as Nike, Adidas and Decathlon compete aggressively across multiple price segments (Euromonitor International, 2024). Patagonia's premium pricing strategy may therefore limit its accessibility beyond affluent urban consumers. Academic studies suggest that premium international brands entering emerging markets must carefully balance global brand consistency with local affordability to achieve sustainable market penetration (Cavusgil, Knight and Riesenberger, 2023). Patagonia may therefore need to adopt selective product localisation, smaller product ranges or phased pricing strategies without compromising its sustainability values.
Exchange rate volatility also represents a potential financial risk. Fluctuations between the Indian Rupee and the US Dollar can influence import costs, pricing decisions and overall profitability for multinational enterprises reliant on imported products (World Bank, 2025). In addition, inflationary pressures and variations in consumer purchasing power may temporarily affect discretionary spending on premium outdoor apparel. Establishing regional sourcing partnerships or gradually increasing local procurement could reduce foreign exchange exposure while improving supply chain efficiency and supporting India's manufacturing initiatives.
Overall, India's economic environment offers substantial long-term growth potential for Patagonia. Strong GDP growth, expanding consumer purchasing power and rapid digital transformation create favourable conditions for international expansion. Nevertheless, achieving sustainable success will require Patagonia to balance its premium global positioning with local market realities through strategic pricing, efficient supply chain management and carefully targeted market segmentation. Consequently, the economic environment supports market entry, provided the company adopts a flexible strategy capable of responding to India's dynamic and highly competitive retail landscape.
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The legal landscape is a key factor in shaping the success of international market entry, as legal frameworks directly impact the investment decision, operational efficiency and long-term sustainability of the business. In India, the legal and institutional landscape is critical for Patagonia to ensure compliance with regulations and uphold its commitment to sustainability and ethical sourcing practices, especially in a global market where transparency and sustainability are key competitive edge.
India has gradually beefed up its legislation to welcome foreign investments and enhance ease of doing business. The liberalisation of Foreign Direct Investment (FDI) policies has helped multinational enterprises to invest in various industries via wholly owned subsidiaries or strategic partnerships, while efforts to ease the registration and taxation of businesses have enhanced the country's investment climate (Department for Promotion of Industry and Internal Trade (DPIIT), 2024). These reforms give Patagonia more options in terms of choosing an appropriate entry mode, and setting up long term business operations within India.
One of the significant legal issues is the Consumer Protection and Product Compliance regime in India. Consumer Protection Act 2019 calls upon businesses to have good quality products, honest marketing and proper grievance redressal system, which brings an added responsibility on businesses (Government of India, 2023). The compliance requirements are likely to not be a big deal to Patagonia, a brand that's known for its durability and responsible marketing practices worldwide. On the other hand, the company's proven systems in place for quality assurance and transparency can boost consumer confidence and brand credibility in the Indian market.
The opportunities and compliance requirements of environmental legislation are also a reality. The government of India has enacted more stringent rules on waste management, plastic packaging, extended producer responsibility (EPR), and sustainable manufacture as part of its overall environmental policy agenda (Ministry of Environment, Forest and Climate Change, 2024). The use of recycled materials and responsible production is very close to the regulatory developments, as is Patagonia's longstanding commitment to circular economy initiatives. In this sense, the company's business model might also diminish environmental compliance threats and boost the company's legitimacy among environmentally aware consumers and policy makers. New studies indicate that multinational companies that incorporate environmental, social and governance (ESG) principles into their global business strategies have an advantage in dealing with regulatory uncertainty and maintaining competitiveness over the longer term (Eccles, Lee and Stroehle, 2023).
While these positive developments are encouraging, Patagonia will also have to navigate legal hurdles stemming from India's complex regulatory environment. The administrative complexity for foreign investors (OECD, 2024) remains high due to the continued differences in labour laws, compliance requirements and taxation procedures at the state level. Furthermore, premium international brands are also mindful of the protection of intellectual property. While India has improved its IP rights laws and bilateral and multilateral agreements, there are still risks of counterfeit products in some retail sectors and of trademark infringement (World Intellectual Property Organization (WIPO), 2024). Therefore, Patagonia should implement strong trademark registration, legal monitoring and supply chain governance systems to safeguard its trademark and consumer confidence.
Overall, the legal environment in India has become more pro-investment, with a greater emphasis on corporate governance, environmental protection and consumer protection. These regulatory conditions are, for Patagonia, quite consistent with its international business approach. But ongoing adherence to the law and robust risk management and involvement with the changing regulatory landscape will be key to sustainable market entry.
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Cultural differences can have a significant impact on the success of entering foreign markets, affecting consumer behavior, business management, communication, and buying choices. Multinational companies, therefore, need to adjust their strategies to fit local cultural values, but not lose the global image of their brand (Hill et.al,2023). With sustainability and ethical consumption being the key ingredients of Patagonia's competitive edge, and premium branding, comprehending India's cultural context is crucial to crafting a successful localisation strategy.
Hofstede's cultural dimensions offer a helpful way of comparing the United States and India. This is one of the most important contrasts, as India has a significantly higher score on Power Distance than the United States, meaning that there is a higher acceptance of hierarchical structures and centralised decision-making (Hofstede Insights, 2025). This indicates that it is time to implement a more systematic management system in Patagonia's Indian operations and continue with their collaborative organisational culture. It would therefore be essential to have local leadership that is well informed of the Indian business practices to develop good relationships with employees, suppliers and government stakeholders.
The other critical difference has to do with Individualism versus Collectivism. Relatively speaking, the United States is noted for its high level of individualism, while India shows relatively high collectivist values, especially in terms of the influence of the family and the community in the individual's life (Hofstede Insights, 2025). In India, buying decisions are not always based on personal preference and can be influenced by social networks or family recommendations and shared values. As a result, the marketing strategy of Patagonia should go beyond just selling the technical performance of its products and embrace community involvement, environmental responsibility and social impact. The research found that consumers in emerging markets are more responsive to brands that are truly responsible socially, and that they actually benefit the local community (Sheth, 2023).
Patagonia also faces favourable opportunities in the evolving Consumer Culture in India. The rise of an increasing number of environmentally conscious consumers, who look for high quality international brands that embody responsible living, has been driven by rapid urbanisation, increased disposable income and greater environmental awareness (KPMG, 2024). Sustainability has become an attribute linked to the quality of products and authenticity and corporate credibility for younger professionals and Generation Z consumers, especially in metropolitan cities like Bengaluru, Mumbai and Delhi. Patagonia's history of ethical procurement, recycled materials and circular economy are thus in line with the values of this growing consumer base.
But adaptation to culture is still necessary as sustainability is not enough to influence a purchase in a very price sensitive market. The academic study reveals that although the awareness of environmental issues is on the rise in India, the consumers still consider value for money, durability and functional performance of the product as a major factor in assessing the international brands, in addition to ethical issues (Kumar and Gupta, 2022). To this end, Patagonia needs to convey the longevity of its products as well as the services of repair, and not only by means of the environment. This would help to build consumer confidence in product quality and reinforce the company's sustainability initiative.
India as a whole offers opportunities and challenges for Patagonia's international expansion. Despite variations in hierarchy, purchasing practices and consumer expectations, the market's increasing appetite for sustainable consumption offers a positive environment for market penetration. Patagonia can enhance its competitiveness and sustain the values that are recognized globally through a balance of global brand consistency with culturally relevant marketing, local stakeholder engagement and adaptive management practices.
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After the analysis of the political, economic, legal and cultural landscape of India, Dunning's Eclectic (OLI) Paradigm is used to determine if Patagonia has the strategic assets and market opportunities required to locate operations in India. According to Dunning (1988) the three conditions for the multinationals to make foreign direct investment are the ownership advantages, location advantages and internalisation advantages. The three aspects can be combined to help companies identify if international expansion can provide them with sustainable competitive advantage. The OLI Paradigm has been one of the most important theories in explaining internationalisation decisions even with the development of digital business models, as it combines the firm-specific resources with the characteristics of the host country (Narula and Verbeke, 2023).
Patagonia has several ownership benefits which give a solid foundation to expand into India. Intangible assets like the company's global brand recognition, commitment to sustainability, product innovation and ethical sourcing strategies are difficult for other companies to copy (Patagonia, 2025). Patagonia distinguishes itself from many other apparel companies around the world that are primarily price-driven by its commitment to the long-term environmental mission and responsible sourcing, as well as its product durability. These capabilities are expected to help the company establish a trust and brand loyalty with customers and enable it to make a mark in the rising premium lifestyle market in India. Research indicates that more and more multinational companies with strong capacities in the fields of environmental, social, and governance (ESG) are now enjoying competitive edge in the global market by linking responsible business activities with product quality and corporate credibility (Eccles, Lee and Stroehle, 2023).
India has also significant location benefits and is an appealing market for Patagonia's international expansion. The country is one of the biggest consumer markets in the world and the economy continues to grow, while rapid urbanisation and a burgeoning middle class with rising purchasing power (IMF, 2025) are driving growth. Furthermore, India's booming digital economy allows foreign brands to deliver their products to the consumers efficiently via omnichannel retailing and e-commerce. On the production side, India has a robust textile and apparel manufacturing infrastructure that can enable the creation of local sourcing networks that could lower logistics costs, enhance supply chain agility and facilitate government initiatives encouraging local production (OECD, 2024). Also, Patagonia's sustainability value proposition is enhanced as urban consumers become more environmentally conscious. But there are challenges, including competition in the market and consumer price sensitivity, and regulatory complexity. Patagonia therefore needs to develop a well-thought out market entry strategy that takes into consideration a global brand image while being responsive to local markets.
The final component of Dunning's model is the internalisation benefits, which considers whether Patagonia should continue to have its international operations under its direct control or whether they need to rely on powerful external licensing and contractual agreements. It is strategic to have more control over the management due to Patagonia's competitive power, which relies on protection of its brand identity, sustainability standards and ethical supply chain practices. Outsourcing key processes may result in poor quality products, damage to the company's reputation and a loss of compliance with the company's environmental commitments. Multinational firms with intangible assets as their competitive advantage tend to benefit from higher internalisation levels, as it allows them to have more control over quality, protect knowledge, and establish strategic cohesion in international markets (Narula and Verbeke, 2023).
In general, Dunning's Eclectic Paradigm suggests that Patagonia has significant ownership advantages, India has significant location-specific advantages and internalisation is the best way to protect the company's strategic assets. Taken together, these insights confirm India's attractiveness as a long-term expansion market, and suggest a way to enter the market with direct control over operations and strategic partnerships with local businesses. This strategic synthesis thus gives a good theoretical basis to look at the entry mode most suited in the next section.
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In contrast to the speedy global expansion, Patagonia has been internationalizing with caution and a focus on values. While multinational apparel giants like Nike and Adidas have aggressively expanded into large, international markets with extensive retail outlets and franchising arrangements, Patagonia has deliberately targeted its expansion into select markets in order to maintain its premium brand positioning and sustainability promises (Patagonia, 2025). This is a conscious decision to support the company's mission to ensure product quality, sustainability and trust with stakeholders as it continues to scale up globally.
In the past, Patagonia has introduced to international markets by using a mix of wholly-owned subsidiaries, company-operated stores and e-commerce sites, as well as strategic wholesale partnerships. This has helped the company maintain a high degree of control over their customer experience, brand communication and ethical supply chain standards. Patagonia has avoided a heavy licensing and franchising approach and chosen to use methods that enable greater control over operations and provide better synergy with its business philosophy of environmental stewardship (Patagonia, 2025).
Patagonia's historical choice of high control entry modes can be understood through the lens of TCT theory, as the firm has sought to ensure the safeguarding of its valuable intangible assets, such as its world-renowned brand, its sustainability know-how, and its organisational knowledge (Williamson, 1985). If there is a risk of opportunistic behaviour, service quality and reputational damage, this may be amplified by outsourcing critical activities to independent partners. In doing so, Patagonia has been able to keep its competitive edge and to ensure that the sustainability promises are adhered to in all markets.
In addition, the expansion strategy of Patagonia is based on the principles of the Resource Based View (RBV) that suggests that companies are able to gain sustainable competitive advantage by utilising valuable, rare, inimitable and organisationally embedded resources (Barney, 1991). During international expansion, Patagonia's environmental reputation, product innovation, and customer loyalty are all strategic resources which must be managed. Therefore, the company has taken a measured approach to market entry and has been able to transfer these capabilities internationally without sacrificing any brand authenticity or values of the company.
In summary, Patagonia's internationalisation strategy over the years has been a clear one of gradual expansion, with preferential focus on strategic partnerships when required. This experience will be a useful benchmark for the most appropriate entry mode into India where control and local market knowledge will be crucial to securing sustainable long-term growth.

[bookmark: _Toc236210250]3.2 Critical Evaluation of Alternative Entry Modes
The choice of entry mode is a strategic choice that has a significant impact on a multinational corporation's competitive advantage in achieving sustainable competitive advantage in a foreign market. The factors that need to be considered in entry mode selection are investment commitment, operational control, market risk and knowledge acquisition (Hill, Hult and Hult, 2023). For Patagonia, the choice is especially critical, as maintaining the integrity of their premium brand, sustainability policies, and ethical sourcing practices are key to their competitive edge and a way to navigate the complex Indian consumer market.
A solution may be franchising, which can be a great way to expand the market quickly with a relatively low capital investment and risk. Franchising also enables companies to benefit from the local partners' market information and distribution channels (Peng, 2022). This, however, would give Patagonia only a partial control over customer experience, environmental commitments and product quality. Patagonia's global brand is built on its reputation for sustainability and responsible branding, and relying too heavily on franchise operators could result in brand problems if the local operators do not adhere to Patagonia's ethical standards. Therefore, it is not likely that franchising will fit into Patagonia's long-term strategic goals.
A second option is a joint venture with a well-known Indian retail/lifestyle player. Joint ventures involve sharing financial risks and investment costs, as well as capital and expertise in the local market, and existing business networks (Cavusgil, Knight and Riesenberger, 2023). This would help Patagonia to gain faster insights into Indian consumer preferences and enable the establishment of connections with suppliers and government entities. However, there are also many drawbacks to joint ventures, such as disagreements over strategic direction, decision-making power and sustainability management. There could be variations in organisational culture and longer-term goals, which would decrease operational efficiency and affect Patagonia's capacity to uphold a uniform environmental and ethical standard globally.
The highest level of managerial control is achieved by using a wholly owned subsidiary, which allows Patagonia to apply its global sustainability strategy while not infringing on corporate values. This access route provides a direct line of sight into the quality of the product, employee training, marketing efforts and the management of the supply chain, safeguarding the company's intangible assets and brand reputation (Hill, Hult and Hult, 2023). But there is a significant amount of investment for the establishment of a wholly owned subsidiary and it means that the company is subject to more political, operational and market risks, especially in the initial years when the market is entered. Patagonia has not had much exposure to the Indian retail market, so such an approach could create more uncertainty and put a delay on profitability.
In general, the strategic advantages and disadvantages of each entry mode are different. Franchising has the advantages of quick and low investment, but the disadvantage is that the brand control is lost. Joint ventures can be a great source of local knowledge, but they also bring governance and coordination problems along with them. On the other hand, wholly owned subsidiaries offer maximum strategic control, but involve a large amount of resources and investment risk. As a result, Patagonia needs to pursue a strategy for entering the local market that offers both the benefits of local knowledge and sufficient managerial control to maintain a competitive advantage that is sustainable in the long-term.

[bookmark: _Toc236210251]3.3 Recommended Entry Mode for India
This report recommends that Patagonia should base its entry into India on a majority-owned joint venture with an established and existing premium retail or sustainable lifestyle company. This approach is a good compromise between control and local market knowledge, allowing Patagonia to maintain its sustainability-based brand while minimising the risk of entering a complex, high-competition emerging market.
The majority owned joint venture is an appropriate vehicle as India offers significant opportunities with institutional and cultural challenges. Local partners may provide important knowledge on consumer preferences, regulatory compliance, supplier relations and distribution systems, thus mitigating the liability of foreignness that can plague multinational firms in new markets (Zaheer, 1995). Meanwhile, the majority stake will give Patagonia strategic oversight of major decisions, assuring that all of its environmental responsibilities, ethical sourcing criteria and customer experience are aligned with global corporate policy.
It is recommended in line with Dunning's Eclectic (OLI) Paradigm. Patagonia has a number of ownership advantages: it has an internationally known brand, its knowledge of sustainability, and its product innovation. India has enormous opportunities, such as a growing middle class, rising demand for premium lifestyle products, growth in digital retailing and a well-established textile manufacturing base. Moreover, the majority ownership ensures that Patagonia can embed its strategic capacities within its own enterprise, safeguarding valuable intangible assets like its corporate image, sustainability expertise, and operational know-how from external threats of dilution (Narula and Verbeke, 2023). Thus, the majority-owned joint venture (JV) effectively merges the ownership advantages of Patagonia with the location-specific opportunities of India and retains the internalisation advantages recognized in the OLI framework.
The recommendation is also in line with the Transaction Cost Theory that suggests that firms should have governance structures that minimize coordination costs and limit opportunism (Williamson, 1985). A majority owned joint venture provides better control over product quality, sustainability and brand communication than franchising. At the same time, it involves less initial investment and risk to the market than creating an independent, wholly owned subsidiary in the early stages of expansion. This governance balance is therefore beneficial in terms of strategic flexibility as well as for transferring knowledge between Patagonia and the local partner.
There are a number of risks associated with the proposed strategy, although it has its benefits. There can be conflicts between partners as a result of differences in organisational culture, managerial decision-making and strategic priorities. Furthermore, India's regulatory framework is still evolving, posing compliance difficulties for foreign investors. Patagonia should adopt clear governance frameworks and set measurable sustainability performance metrics and undertake robust due diligence on choosing a local partner to reduce these risks. Frequent performance evaluations, clear communication systems and contractual arrangements around the environment and ethics would also minimize operational uncertainty and safeguard Patagonia's corporate image.
In general, a majority owned JV is the most suitable entry mode as it is a compromise between strategic control and local responsiveness. The strategy allows Patagonia to tap into India's extensive market opportunity while maintaining some of the sustainability that sets the brand apart in the global outdoor clothing market. With the addition of more direct to consumer digital channels and a greater understanding of the market and consumer acceptance over time, Patagonia could then continue its expansion with 100% owned flagship stores, enhancing its long-term market competitive position in India.

[bookmark: _Toc236210252]4. Conclusion
The report critically analysed the possibility of Patagonia expanding in India, using theories from the international business world and an analysis of the political, economic, legal and cultural landscape of India. The results show that India is an interesting market with an increasing middle class, solid growth performance, digital transformation and rising consumer awareness of sustainability. All of these factors combine into a positive environment for the premium outdoor apparel and environmentally responsible business model of Patagonia.
The analysis showed that Patagonia has a transnational approach, allowing the company to be consistent with the global brand while being sensitive to the local market. In addition, the application of Dunning's Eclectic (OLI) Paradigm proved that there are ownership advantages in Patagonia such as its well-known brand, sustainable production methods and ethical supply chain, and location advantages in India such as the market potential and manufacturing capabilities. The study also found that optimal internalisation is crucial to safeguard Patagonia's reputation, product quality and environmental promises and commitments (Narula and Verbeke, 2023).
After doing an analysis of the other entry modes, this report suggests that a majority-owned joint venture would be the best way to go about entering the Indian market. This way it is possible to have strategic control, while also benefiting from the knowledge of the local market, which lowers the liability of foreignness, and maintaining Patagonia's sustainability and future competitive position (Zaheer, 1995). While regulatory complexity and cultural diversity and competitive pressures continue to exist, these risks can be mitigated by selecting partners wisely, establishing strong governance, and ongoing stakeholder engagement.
[bookmark: _Toc236210253]India's retailing sector is rapidly changing and is becoming more consumer-centric, which is an opportunity for Patagonia in the long run. Its global sustainability mission and a well targeted market strategy can create a sustainable competitive advantage for the company and also play a positive role in India's shift to more sustainable consumer markets.
5. Reflection Using Gibbs' Reflective Cycle
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The Gibbs' Reflective Cycle (1988) is a structured framework to analyse learning experiences and determine opportunities for future professional development (Gibbs, 1988). This report has helped me to deepen my understanding of international business strategy as it has allowed me to relate theory to a real world multinational corporation. In order to analyse Patagonia's potential of expanding into India, I needed to go beyond the theoretical aspects and critically examine how political, economic, legal and cultural factors affect strategic decision making in the context of a global business environment (Hill, 2022; Peng, 2017).



Description
The aim of this assignment was to evaluate Patagonia's viability for expansion in India with the international business theories and frameworks. The report has been analyzed with regards to Patagonia's global strategy, external business environment of India, Dunning's Eclectic (OLI) Paradigm and recommended an appropriate market entry strategy. I used not only company information, but also academic literature, reports from the rest of the world, and contemporary industry evidence to back up my analysis and recommendations (Dunning, 2000; World Bank, 2023; IMF, 2024).
Feelings
A few issues I struggled with during the beginning of this assignment were the ability to combine the various international business theories into a cohesive strategic recommendation. I was aware of the frameworks like Bartlett and Ghoshal's model and Dunning's OLI Paradigm, but at first I saw them as distinct rather than complementary tools of analysis (Bartlett and Ghoshal, 1989; Dunning, 2000). As I developed my research process, I grew more confident as I recognised that each framework was concerned with a different part of international expansion. This knowledge enabled me to value and understand the need to use a range of perspectives in conjunction with one another in strategic decision making. I also felt more confident to critically analyse evidence, rather than just describing information from academic sources.
Evaluation
An important learning from this assignment was the ability to relate theory to business problems. The macro-environmental analysis revealed that entry into an attractive market is not enough for success in international expansion; it is also necessary to grasp the complexity of the institutions, diversity of cultures, and uncertainty in regulation (Peng, 2017). I realised that Patagonia's business model is based on sustainability, which is a huge advantage in India, but I also learned that local partnerships and adapting marketing strategies to Indian market needs, while keeping the company's values intact, would be essential to success. (Porter and Kramer, 2011)
Another positive consequence was enhancing my academic research skills. The credibility of my analysis was further bolstered and the relevance of evidence-based managerial decision-making further reinforced through the use of recent journal articles, company reports and organisation publications like the OECD, IMF and World Bank (OECD, 2023; IMF, 2024; World Bank, 2023). I also realised that I had to exercise prudence when assessing multiple sources, as the sources sometimes conveyed different points of view on the investment climate in India and consumer behaviour.
Analysis
The practical application of international business theory has been revealed by the reflection of the assignment. In fact, Dunning's Eclectic Paradigm provided an example of the interaction between the ownership, location and internalisation advantages that should lead to international expansion, not just the size of the market. (Dunning, 2000) Likewise, Bartlett and Ghoshal's transnational approach revealed the need for multinational firms to be both global and local (Bartlett & Ghoshal, 1989). When I applied those theories in Patagonia it was clear that strategic decisions are not independent but it's a web of decisions. The selection of entry mode, sustainability strategy, competitive positioning and organisational capabilities should all contribute to each other in the effort to become successful in the long term in an international context.
The assignment also helped me to realize the importance of sustainability as a strategic capability and not just a CSR task. Patagonia's focus on ethical sourcing, environmental responsibility and product longevity illustrated ways in which sustainability can be a differentiator, build stakeholder trust and lead to competitive advantage (Porter and Kramer, 2011). This has made me think differently about international strategy as it has made me understand that good business practice can directly impact on commercial success as well as provide social and environmental benefits.
Conclusion
In general, this assignment helped me to gain a better understanding of how multinational companies assess opportunities for expansion in foreign countries. I gained a more critical, research and analytical approach and increased my confidence in using academic theory in the real world of business. The experience deepened the understanding of the importance of making sound decisions based on strong evidence and not assumptions. It also emphasized that business practices in other countries should be commercially minded, culturally sensitive, ethically responsible and sustainable (Hill, 2022).
Action Plan
This assignment has had an impact on how I will approach future managerial situations. I will be more evidence based in my future work when making strategic decisions, taking into account the internal capabilities of my organisation and the external factors in the environment before recommending business strategies. I also intend to further build my expertise in international market entry, sustainability management and cross-cultural leadership, both academically and professionally. Additionally, I will increase my capability to compare and contrast potential strategic alternatives from a variety of theoretical perspectives instead of one. These skills will help me to make better management decisions in increasingly complex international business environments and to be more effective in organisations working in international markets.
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+ Initiallyfot overwhelmed by the depth of research
‘and data analysi required.

+ Fet curious and excited while exploring Indi's
opportunites for Patagonia

+ Flt satisfied whil doveloping a welkstructured
recommendation.

+ Felt motivated seeing how theory connects with
real business stratogy.

Reflective Takeaway:
Thisjournay enhanced my confidence, curosity
and interestin global business stategy.

+ Wit went el In-depth anaiysis, use of multiple
frameworks, srong data support

+ Chalenges: Time management, understanding
‘complex reguiation, selecting the best entry mode.

+ Limitations:Data imitations, rapidly changing market
conditons.

Reflective Takeaway:
Every challenge improved my problem-sohing,

+ Internalisation busures control over brand, quality and KEY LEARNINGS FROM THIS PROJE
Fagas ‘
B 1 ST ” \
Jocal market bnowled and fower k. o |
Reflective Takeaway: L |
e b re A0S o el e T
L e ary acsary | (At S e et wepe

l making.

Inapractalconoxt | snalycalskils | probemsobing | business strategy | and culural adaptan

This project has been an enriching learning experience that enhanced my academic understanding,
strategic thinking and personal growth. It has prepared me to make responsible, insightful and
sustainable decisions in my future international business career.

OVERALL
REFLECTION

‘and criical evaluation skils.

Build the best product,
cause no unnacessary harm,
uso business 1o inspire and
implement solutions.

Y
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