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[bookmark: _Toc237344670]1.1 Strategic Categorization
	Strategy
	Global Integration
	Local Responsiveness
	Main Characteristics

	International Strategy
	Low
	Low
	Transfers home-country products, knowledge and capabilities to foreign markets

	Multinational Strategy
	Low
	High
	Strong local adaptation; subsidiaries have considerable autonomy

	Global Strategy
	High
	Low
	Standardised products, centralised control and strong cost efficiency

	Transnational Strategy
	High
	High
	Combines global scale and efficiency with substantial local adaptation


Table 1: Bartlett and Ghoshal’s Framework
Spotify: Transnational Strategy
Spotify can be said to be pursuing a Transnational Strategy which is characterized by high levels of integration and high levels of responsiveness at the local level. Spotify uses the same technology, recommendation algorithms, brand and platform infrastructure that is available to them worldwide (Botella-Andreu et al., 2025). Meanwhile, Spotify customises its offering to local markets with regional playlists, pricing, language and partnerships. In India, for instance, Spotify has created localized playlists and recommendations, and by 2024, over 28,000 Indian artists were utilizing Spotify for Artists (Zolghadriha, 2025). It has also expanded its partnership with South Korea's NAVER further into the local ecosystem, adding to its 2025 plans (Wang, 2026). Its collaboration with NAVER in South Korea is also evidence of its local ecosystem integration plans, as was 2025. Spotify's approach of meeting local consumer demand through adaptation of content and partnerships is what makes the transnational strategy the most apt classification for its planned expansion into mainland China and the most efficient in terms of technology.
[bookmark: _Toc237344671]1.2 Global Configuration
Spotify now has a very broad reach, serving 184 countries and territories with 761 million active users and 293 million subscribers as of March 2026. This means that there is a lot of geographic scale with which to spread technology, platform development and content related investments out across a massive global user base, which leads to significant economies of scale for Spotify (Yan et al., 2025). Its worldwide network also enhances its dominance by producing 3.4 trillion daily user taste indicators that enrich its individualisation and suggestions capacities with AI. International operations also generate network effects, bringing artists together with audiences across the globe, and Spotify's presence outside of Europe bolsters music discovery and exchange for other countries. With revenue of around €17 billion in 2025, the company achieved a gross margin of 32%, illustrating the added value and efficiency of its global scale (Brown and Kuang, 2025). But this wide reach also brings on board regulatory, cultural, licensing and data-management differences in the markets. Thus, it relies on the trade-off between global platform standardisation and local adaptations to achieve a competitive advantage. This is especially crucial in the proposed China entry, where Spotify would have to fuse its global technological know-how and China's content, pricing, partnerships, and regulatory issues.


[bookmark: _Toc237344672]2. Macro-Environmental Appraisal and Market Attractiveness 
[bookmark: _Toc237344673]2.1 Host Country Analysis
Political
Spotify has a high risk and high opportunity political environment in China. But it is not the issue of political instability; it is a matter of the Chinese state having a strong control over the internet platforms, digital content and foreign investment. The 2024 Foreign Investment Negative List remains in place and further limits foreign participation in certain Internet-related activities which is like foreign investment in value-added telecommunications services is generally restricted to 50%, with an exception for participation in activities related to music for cyber-culture operations. This makes it an opportunity for Spotify to get into the mix, but it does not eliminate the need for local regulatory approvals and compliance (Cyberspace Administration of China, 2024). Although China has stringent music industry regulations and policies, the potential for music streaming is strong as the market is expected to expand by 8.39% CAGR from USD 23.18 billion in 2025 to USD 37.58 billion by 2031. Thus, building good government and regulatory relations would be crucial for Spotify's success (Cyberspace Administration of China, 2025). Entry is supported by the political environment, as music is seen as more favourable than other internet activities, but compliance requirements on the local market add to the complexity of the Spotify business, which could increase the likelihood of a Chinese strategic partner or joint venture.
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Fig 1: Music Streaming Market
Source: (Mordor Intelligence, 2026)
Economic
China offers a huge and growing digital-music opportunity for Spotify, but economic circumstances may limit consumers' willingness to pay. Despite low internal demand and deflationary forces, China's economy continued to expand with a real GDP growth of 5.4% in 2025. The recorded-music industry in China was the fourth largest in the world in 2025, trailing only North American, European and Japanese markets, and revenues rose by an extraordinary 20.1%, the highest growth rate of any of the world's top 20 music markets (Government of the People’s Republic of China, 2024). This creates very good demand-side potential for Spotify, as streaming is the main contributor of the global music industry, and global music paid streaming revenues are expected to grow by 8.8% in 2025. But, economic appeal does not always pave the way for profitability. Low inflations and weak domestic demand in China suggest that prices may be much more sensitive in China than in Europe or North America, and therefore Spotify may have to offer significant reductions in subscription prices in the region if it wants to be competitive. Moreover, Spotify would be in strong competition with local players that have low-cost ecosystems (Government of the People’s Republic of China, 2025). Therefore China markets provide high growth potential but may be less profitable per user, so a freemium strategy, local pricing and investment tapers will make more sense than a high cost, immediate expansion.
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Fig 2: China’s GDP Growth
Source: (ARC Group, 2025)
Legal
The legal landscape is likely the single biggest impediment to Spotify's adoption into the business, as it is based on music copyright, online content, data and digital-platform regulation. China's 2024 Foreign Investment Negative List allows higher foreign involvement in certain industries, but still keeps restrictions on telecommunications, and internet-based music-related activities still have certain requirements. Spotify would also have to adhere to the data-governance framework in China, including the Personal Information Protection Law, Cybersecurity Law and Data Security Law (Government of the People’s Republic of China, 2026). The cross-border data regulations for 2024 will also include requirements for security assessments or other compliance measures for transfers of particular categories of personal and/or sensitive data to third countries, such as personal data regarding more than 1 million individuals, in certain cases, necessitating a security assessment under the cross- border regulations. It is especially significant for Spotify since they rely on user behaviour for their competitive edge, and transforming data into personalised music suggestions is their bread and butter (Hesmondhalgh and Qu, 2025). Another key issue is copyright, as Spotify needs artist and publisher licences for every song they stream, along with record labels' licences. China's current online-music platforms offer an example of the complexity of the task: online-music operators in China could need several different licences and permits for internet information services, internet culture, online publishing, copyright, and audio-video services, according to Tencent Music. Spotify would have to have local legal knowledge and the Chinese data-compliance infrastructure and have to develop a massive licensing network; all of which would make a partnership-based launch much less risky than a completely independent one (Hesmondhalgh, 2025a).
Cultural
As the competition model allows for personalised music discovery, cultural compatibility is essential due to the well-developed domestic digital-music market in China. The competition is so fierce that the scale of the local competition is proof of the strength of Chinese music consumption like Tencent Music reported 528 million online-music monthly active users (MAUs) and 127 million paying users in Q4 2025. Tencent Music's ecosystem already features QQ Music, Kugou, Kuwo, and WeSing, which are already used by consumers for locally relevant music, Chinese-language recommendations, and integrated social/entertainment features, respectively (Hesmondhalgh, 2025b). Spotify is expected to spend US$4.87 billion on music streaming services in China by 2025, underscoring the demand for the local market, as well as the need to offer culturally relevant playlists, and discover and promote Chinese artists. But at the same time, there is an opportunity. Spotify has a global network, which can bring Chinese consumers access to international music, while Chinese artists can have access to international consumers. This might establish a unique global discovery space as opposed to replication of local platforms. Spotify's previous local expansions have shown that it can be both local and global. Hence, cultural localisation has to be considered not just a marketing necessity, but an integral part of Spotify's China competitive approach.
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Fig 3: China Music Streaming Market
Source: (Grand View Research, 2025)
In general, the Chinese mainland is a high-attractiveness, high-complexity market for Spotify. Demand opportunity is strong with the 20.1% growth rate of the music market and China is the fourth largest recorded-music market worldwide; however, the regulatory environment, data requirement and the existing competitors like Tencent Music, etc. make the entry risk significantly higher (Higgins, 2025). This would help to support a strategic partnership/ joint-venture entry rather than a direct full-fledged one.
[bookmark: _Toc237344674]2.2 Market Entry
Dunning's Eclectic Paradigm or the OLI framework states that foreign direct investment is successful when it is aided by three factors: Ownership advantages (O), Location advantages (L), Internalisation advantages (I). Ownership advantages describe the advantage that the MNC must have to achieve international competitive advantage, location advantages the attractiveness of the foreign market in which the MNC operates, and internalisation advantages the reason why the MNC should gain the advantage rather than license or outsource it (IFPI, 2026a). To Spotify, the OLI framework suggests that there is high location potential in mainland China, and there are also ownership advantages as Spotify has not implemented many of its own; however, internalisation would be more complex due to the regulations, local competition, data governance and the necessity of Chinese content partnerships.
Ownership Advantages (O) – Spotify’s Firm-Specific Strengths
Spotify has significant value-added attributes which it can sell to the Chinese market. The single greatest strength is its technological and platform-wide capability that is available worldwide. It boasted a content breadth of over 100 million music tracks and 7 million podcast titles, along with impressive technological scale (IFPI, 2026b). This scale provides economies of scale since Spotify can invest in recommendation technology, platform development, AI and user acquisition on hundreds of millions of users. Spotify can take advantage of the AI-in-music market which will grow from US$4.48 billion in 2025 to US$12.86 billion by 2030 (23.4% CAGR), backed by an ownership advantage of using AI for personalisation, recommendation technology and global content. These features can be replicated in China and will bring Spotify a competitive edge to domestic platforms by enabling a more personalised discovery and access to international music (International Monetary Fund, 2026a). Spotify's brand is another key advantage as an owner, as its Wrapped campaign attracted over 300 million engaged users and 630 million social-media shares in 56 languages last year in 2025. Moreover, Spotify has given over US$11 billion to the music industry in 2025, enhancing its relationships with artists and rights holders (Yeh and Zhao, 2025). But these benefits of ownership are not necessarily enough for China. Spotify's algorithms and global catalogue have value only if they can function within the regulatory structure in China, and include enough amounts of Chinese language content. The key benefit that Spotify has over its rivals is not just their catalogue, but the ability to marry the data-driven personalisation with global content and international artist connections (International Monetary Fund, 2026b). This will give a good start point but would need to be backed by local knowledge.
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Fig 4: AI in Music Market
Source: (The Business Research Company, 2026)
Ownership Advantage – Data, AI and Personalisation
The second ownership advantage that Spotify has is in the way they use data and AI to personalise music discovery. Unlike a traditional music library, the value that Spotify offers lies in its ability to tailor the music that the user is exposed to, to their liking (Zhao, 2025). The scale offers a vast amount of behaviour data to learn from with which recommendation systems can be built. Spotify's users streamed 211 billion hours of content in 2025, resulting in a huge amount of behavioural data regarding listening habits (Kelly and Solomon, 2025). The company's ongoing commitment to AI-powered personalisation is reflected in the rollout of features like Prompted Playlist, which enables users in targeted markets to use natural language to describe their desired soundtrack to the AI. This feature may be a big advantage in China, given that the country has a massive online population and thus tremendous opportunity for a music discovery experience driven by recommendations. China's internet penetration rate reached 80.1% with a total of 1.125 billion internet users by the end of 2025 (Kshetri, 2025). However, Spotify cannot just bring its current data model to China. Securing data transfers from China is not easy, however, as the regulations place conditions on cross-border transfers of personal information, including security-assessment requirements for certain transfers, such as those with more than one million individuals' personal data transferred. Thus, replication of this ownership advantage through data may need a data architecture that is locally compliant with Spotify (Kullick and Petry, 2026). Now there's a paradox that is the same data capability that sets Spotify apart from its competitors makes it more vulnerable to regulations. Spotify would then have to keep control and ownership of its core algorithms and add customization to the data-processing architecture to meet the needs in China.
Location Advantages (L) – China’s Market Potential
The Chinese market offers especially great location advantages for Spotify due to its size and its developing recorded-music industry as well as its digital infrastructure. The best proof of this is the country's presence in the international music industry. China became the fourth largest recorded-music market in the world in 2025, passing Germany, with recorded-music revenues rising 20.1% – the highest of the top 20 markets (Liu, 2026). The expansion could be vital to Spotify's business, which relies heavily on streaming music. The total internet population in China is also quite large: 1.125 billion by December 2025, with 80.1% of the population being online. That means that a modest part of the market could be millions of users. If the number of people with your brand's app is 1% of China's internet population, this would be about 11.25 million, jumping to 56.3 million with 5%. These are examples of how big the potential is for location advantage (Ma, 2025). Moreover, China's recorded-music market experienced significant growth as compared to some of the more established markets and there is thus potential for further value to be realised from market expansion at least alongside competing for existing demand. But, this location factor does not mean that it will always benefit the business (Mammadova and Abdullayev, 2025). The Chinese market is already crowded enough and value of the users will rely on converting to paid users and advertising. The location advantage is consequently high with respect to size and growth of the market, and moderate with respect to competitiveness and monetisation (Zhu and Yang, 2025).
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Fig 5: OLI Framework
Source: (Corporate Finance Institute, 2020)
Location Advantage – China’s Music Ecosystem and Local Content
One of China's other key advantages is that the country has a large music community with growing professionalism. Recorded-music revenues rose by 20.1% in 2025, indicating that music consumption has become a more commercialized industry in China. This is a two-way situation for Spotify (Reis et al., 2026). Spotify's worldwide reach makes Chinese artists valuable assets for the international market, and they can also be assets to the domestic market. Spotify might thus become more than just yet another Chinese streaming service, but a catalyst between China's music industry and international consumers. The fact that Spotify is in operation in 184 countries and territories makes this a strategic move, as Chinese artists could potentially benefit from Spotify's reach beyond China (Reis et al., 2026). The location advantage is thus not only the Chinese domestic consumer base, but also the ability to access a vast array of artists, creators and culturally unique content that could bolster Spotify's global catalogue. But to take this benefit, a relationship with local rights holders is necessary. So, to really capitalize on the Chinese location advantage, Spotify needs to build local licensing and artist relationships (Zolghadriha, 2025).
Internalisation Advantages (I) – Why Spotify Should Retain Control
The next aspect of OLI relates to internalisation which is how Spotify should use its own resources to take advantage of its advantages of ownership instead of licensing or otherwise engaging in market-based transaction with another company. There is great reason for Spotify to bring its most important assets into ownership. The algorithms for recommendation, consumer data, user-interface technology and brand are key to its competitive edge, as is the architecture of the platform. If these assets are extensively licensed, then the company could find itself in the uncomfortable position of having to cede control of them to a Chinese competitor, which could lead to knowledge leakage and undermine Spotify's differentiation (Reuters, 2025. This is particularly crucial as we have very capable technology companies in the Chinese market already. Spotify should therefore keep the ownership and control of the underlying technology, algorithms, brand and global platform architecture. This is in line with Dunning's idea that internalisation is an appealing option when firms can safeguard FSA better within the firm than on the market (Seta and Fakhri, 2025). The logic holds true when Spotify has 751 million MAUs and 290 million Premium Subscribers worldwide and has the capabilities to operate efficiently as an organisation that should not be replicated in a local company. However, the situation in China would create significant institutional risks for Spotify if its operations were fully internalised. Seeking local expertise for activities where Chinese companies have greater knowledge of the terrain is the ideal solution, and Spotify should internalise its high-value technological assets and only collaborate with Chinese companies on these areas (Spotify Technology S.A., 2026a).
Internalisation Advantage – Regulation, Data and Intellectual Property
Spotify's Chinese internalisation strategy is complicated by the need for local knowledge and expertise in China. The foreign-investment framework still allows for foreign investment in some telecommunications operations, and foreign investors are generally allowed to participate in value-added telecommunications services up to a 50% stake in the company, but there is no such limit for music in cyber-culture operations (Spotify Technology S.A., 2026b). Furthermore, China has a cross-border data regime – which Spotify can't rely on to be able to handle all Chinese user data in the same way as it does in the rest of the world. Also, certain cross-border transfers, such as transfers involving more than 1 million persons' personal information, must be assessed for their security. This is a compelling case for some local operations infrastructure and a Chinese compliance partner (Spotify Technology S.A., 2026c). Meanwhile, Spotify has to fight the heavy reliance on the partner and safeguard its intellectual property. It is for this reason that the most suitable internalisation model is a hybrid one because Spotify still has the possibility to control the algorithms, the recommendation technology, the global brand and the international content relationships, but the regional partner can also take care of the regulatory interfaces, the regional licensing, the local content acquisition, the local payment system, and the marketing in the country (Spotify Technology S.A., 2026d). This gives control over the resources that give Spotify a competitive advantage and leverages the partner's local institutional resources.
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Direct Market Entry
Spotify has been leveraging the direct platform launch approach many times, keeping control over its technology, brand and customer experience. For instance, it first arrived in India in 2019, and in South Korea in 2021. Spotify had over 60 million songs and 4 billion playlists available at the South Korean launch. This option gives high control, and enables Spotify to bring its platform services to China, but it comes with a high regulatory and competitive risk (Spotify Technology S.A., 2026e).
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Fig 6: Direct Market Entry
Source: (WallStreetMojo, 2025)
Licensing and Local Partnerships
Spotify is a big user of local music licensing and content partnerships as they do not own most of the music that is available on their platform. Spotify has built ties with local music companies to build its catalogue of Korean music. This mode is especially applicable to China as it is crucial to have access to Chinese-language music and local copyright holders (Spotify Technology S.A., 2026f). But relying on partners can lessen the control of Spotify over the availability of content.
Strategic Alliance
Spotify has also made strategic alliances to access local capabilities without giving others too much control of its platform. The best example of the strategic partnership between China and other countries is when Spotify and Tencent Music bought around 10% of each other's companies (Spotify Technology S.A., 2026g). This does not mark the official launch of Spotify in mainland China, but it does show that it is possible to engage in a partnership-based model.
Joint Venture / Local Strategic Partner – Recommended for China
A strategic joint venture or robust partnership would be better for mainland China than the traditional standalone release that Spotify has had. To give some indication of the scope and scale of Tencent Music's competition, its online-music MAUs stood at 528 million in Q4 2025 (Sprengel, 2025). A local partner would bring regulatory expertise, knowledge of the Chinese music licensing law, local payment methods and market knowledge, while Spotify would maintain its global technology and brand.
[bookmark: _Toc237344677]3.2 Strategic Fit & Justification
Direct Entry – High Control but High Risk
Spotify's traditional direct-to-consumer model provides them with a significant amount of brand control, algorithms, and platform control. But this model is less ideal for China as it would be a highly regulated digital market with strong competition from China's own digital services. Hence, Spotify ought not to mimic a completely standalone direct-entry approach in China (Tencent Music Entertainment Group, 2026a).
Political and Regulatory Risk – Partnership Advantage
Under China's foreign-investment laws, foreign investors can only hold 50% stakes in relevant value-added telecom service providers, but are excluded from the ban on cyber-culture operations for music. This is a chance and a question mark for the regulators (Tencent Music Entertainment Group, 2026b). This would allow Spotify to keep its core tech skills but have a local strategic partner/JV providing the regulatory expertise and lower compliance risk.
Financial Risk – Shared Investment
If it's a fully Chinese outfit, there would be a significant investment in licensing, marketing and regulatory costs, local infrastructure and customer acquisition before profitability is achieved. Entry into the partnership would spread these out and lower the finances of Spotify. This is especially important as Tencent Music's online-music paying users already stand at a good number, illustrating the magnitude of competition for subscribers to pay their bills online (Tencent Music Entertainment Group, 2026c).
Operational Risk – Local Capabilities
There is a need for local expertise in music licensing, regulation, payment and consumer behaviour in China. Spotify's recent history with Tencent suggests that a partnership can be beneficial like in 2017, both Spotify and Tencent Music took minority stakes in each other. This historical connection lends itself to a partnership approach, not to full independence of entry (von Ingersleben-Seip, 2025).
Control versus Flexibility
Direct entry is most effective when you want the most control, but not as flexible as a partnership is for adaptability (Vierbergen, 2025). Spotify would have to adjust how it supplies content, pricing, data and partnerships in local markets, which is more important for China. Spotify, then, should keep the algorithms, technology and brand, while the Chinese partner should deal with local licensing and regulatory issues.
Long-Term Strategic Fit
The best long-term fit is achieved through a strategic joint venture/partnership, as the strategy from Spotify is transnational. Spotify will be able to access local know-how and expertise, while also bringing in its global technology and international music network. It also aligns with China's growingly competitive music market, where Tencent Music had RMB11.9 monthly ARPPU for online music in Q4 2025, indicating the Chinese consumer is becoming increasingly monetisable but has been served by existing platforms (Wang et al., 2025).
[bookmark: _Toc237344678]3.3 Conclusion & Recommendations
The potential for Spotify to enter mainland China is a high-potential, but high-complexity, internationalisation opportunity. The analysis with Bartlett and Ghoshal's framework shows that Spotify is playing a transnational approach that entails adapting to the local context while also leveraging global technological expertise. It has established a strong global platform, global brand and recommendation technology, global music ecosystem, which are important ownership advantages, and its domestic music market is increasing, China's digital consumer market is large, it is also important location advantages. But Spotify would have big regulatory, data-governance, copyright, cultural and competitive hurdles. Dunning's OLI analysis suggests that whilst there is significant ownership advantage and location advantage in China, the level of institutional, operational and financial risk is too high and only a combined advantage in each area can lead to full internalisation.
Therefore, it is recommended that Spotify should consider its strategic joint venture or local partnership instead of a wholly owned subsidiary on a gradual basis in order to gain entry into the mainland China market. Spotify should continue to hold onto its core algorithms, technology, brand and global music ecosystem while a proper Chinese partner should bring in local licensing, regulatory, payment system and other expertise and localised content and market knowledge. The first time should be dedicated to those who were already interested in international music and Chinese music, and Spotify should build up brand awareness and understand the Chinese consumers' behaviour before investing large amounts of resources. The company should then gradually increase their services depending upon the regulatory conditions and market performance. Through this method, Spotify would be able to take advantage of China's huge market and minimize the political, financial and operational risk. Overall, a partnership-led entry has the best combination of global integration, local responsiveness, control, flexibility, and strategic fit in the long-term.
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Description
The way I started the assessment was choosing the multinational company to be Spotify and the target market to be the mainland China. It was important for me to take into consideration the assessment needs and then choose the analytical frameworks. I adopted the international strategy model by Bartlett and Ghoshal to explain Spotify's international strategy and then PELC analysis to analyse the political, economic, legal and cultural environment of China. Next, I used Dunning's OLI framework to analyse the ownership, location, and internalisation benefits of Spotify. Last, I studied the history of Spotify's entry approaches, and from this I suggested a proper approach for their entry into China. I referenced company reports, government publications, industry reports, academic and credible business sources in the research process. This has enabled me to integrate theory with up to date evidence, instead of just secondary summaries.
Feelings
At first I had a little problem with the assessment, as the Spotify is a global service and mainland China has a complicated regulatory and competitive landscape. In particular, I was not sure if Spotify's strategy was global, multinational or transnational. It was also hard for me to see how many of the steps that Spotify took internationally could be transferred straight to China. As I started to do the research, I grew in confidence as the frameworks gave me a structure to help me interpret the data. Rather than assuming the large population and assuming it was a given that someone would go into the business, I began to look at regulation, local competition, consumer behaviour, licensing, and data governance. I shifted from just seeing opportunities, to questioning if Spotify could do what they want in China.
Evaluation
A key strength of my work has been the use of theory and evidence from the companies themselves. Bartlett and Ghoshal have a book that helped me realize how Spotify is able to be global and local at the same time. The OLI framework was especially helpful in that it allowed me to break down Spotify's strengths, as a firm, from China's strengths as a market, as well as the pros and cons of in-house and outsourcing. I also recognized my shortcomings in my research process, however. I gathered a lot of information at the start without first knowing if it directly addressed the assessment questions. This resulted in needless duplications. Other sources also gave other numbers or a different interpretation of China's electronic and music market. I had to be more selective, then, and prioritise official reports coming from Spotify, Chinese government sources, international industry organisations, and recognised financial sources. This ensured that my analysis was more accurate.
Analysis
This research process made me realize that there is more to international market entry than it is about the size of the market. At first, I thought China's big consumer base was the only place where Spotify had any potential. However, when PELC and OLI were applied it was observed that the attractiveness of the market should be taken into account as much as the institutional and organisational constraints. For instance, Spotify possesses powerful ownership benefits because of the technology, brand and recommending features, as well as having an international platform. The digital infrastructure and the music industry and consumer market are the key location advantages that China offers. But localization is more complex with Spotify as they would have to know local laws, licensing, data rules, and culture. Having seen Spotify's previous foray into markets like India and South Korea, I also realized how crucial it is to adapt to a local market. Spotify has stayed on the base of its global platform, but has customized playlists, content, and partnerships across their various markets. This helped me to reach my decision that it was not the right way to approach the Chinese market by standardising everything. The assessment also helped me to understand the importance of risk versus control. Wholly owned entry might give more control, but would increase the financial and regulatory risk for Spotify. However, a local partnership would be a way to lower risk and give the partners some market knowledge, but would result in some control being shared. As a result, I began my research in a direction of a staged partnership or a joint venture.
Conclusion
Overall, the assessment greatly enhanced my skills in relating theories from international business with actual business decisions. I found that it is more useful to apply the Bartlett and Ghoshal or Dunning's OLI paradigm rather than just describe them. The study also showed that the most appealing market isn't always the most accessible one. I especially gained a deeper insight into the need for balancing global integration and local responsiveness. In a sense, the technology and brand of Spotify offer a number of advantages globally, but they must be adjusted to the regulatory, cultural and legal settings in China. I also learned that there are many factors to take into account when making an entry-mode decision: risk, resource requirements, control, flexibility and long-term strategic fit.
Action Plan
For future international-business assessments, I will first develop a research plan directly from the assessment criteria and then gather information. I will state the theoretical framework, evidence and key research questions first. I will also use primary and authoritative sources (annual reports, government publications, academic research, and recognised industry organisations) before secondary business sources. I will develop my source-management process by documenting the date of each source, its key finding and relevance. This will minimise duplication and reference will be more efficient. Also, where I would be looking for information on market statistics or regulatory matters, I will check in at several sources to ensure that I get the best picture. Most importantly, I will continue to build up my skills in moving from description to critical analysis. Instead of just stating what a framework says, I will be discussing the evidence that supports or surprises a strategic choice. The experience has boosted my confidence in researching international market entry decisions and will help me in future academic research and as I develop for a career in business consultancy.
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