[image: ]





Programme: Master of Business Administration
Module Name and Code: International Business Concepts and LCMB7034
Topic name: IKEA in Uzbekistan 
Assignment Title: Report
Lecturers’ Name: jean wang
Student Name: Chaklashiya dhruviben mukeshbhai 
Student ID:2431413
Word Count: 5173
Submission Date: Friday 14th August 2026 by 2pm


AI Acknowledgement
For having an general idea of different frameworks, such as Bartlett and Ghoshal matrix, OLI Framework and Gibbs reflective cycle, I have used AI tools. It has provided me with the general ideas along with some examples, which has been effective for understanding the frameworks and using those in my report. 


Table of Contents
Introduction	4
Section 1: International market entry analysis	4
1. Organisational Classification and Global Strategy of the IKEA	4
1.1 Strategic Categorisation Using Bartlett and Ghoshal's (1989) Model	4
1.2 Global Configuration and Contribution to Competitive Advantage	5
2. Macro-Environmental Appraisal and Market Attractiveness	7
2.1 Host Country Analysis	7
2.2 External environmental factors	8
2.3 Evaluation of Market Attractiveness	14
2.4 Use of OLI framework	15
2.5 Critical Analysis of OLI	18
3. Entry Mode Strategy and Strategic Synthesis	18
3.1 IKEA’s Historical Entry Mode	18
3.2 Evaluation of Historical Entry Strategy	20
3.3 Strategic Fit, Justification for IKEA	20
3.4 Conclusion and Recommendations	21
Section 2: Gibbs Reflective cycle	22
Conclusion	24
References	26



[bookmark: _Toc237365847]Introduction
IKEA is a worldwide furniture seller company which is known for affordable, Scandinavian-style products. The possible entry of this company to the furniture market of Uzbekistan has been analysed in this report. The global strategy of IKEA is analysed first, then the business environment and market appeal of Uzbekistan are analysed in this report. The OLI framework is used to analyse the possible entry of IKEA into markets and suggest a suitable entry mode. 
[bookmark: _Toc237365848]Section 1: International market entry analysis
[bookmark: _Toc237365849]1. Organisational Classification and Global Strategy of the IKEA 
[bookmark: _Toc237365850]1.1 Strategic Categorisation Using Bartlett and Ghoshal's (1989) Model
IKEA is one of the world’s biggest multinational corporations in the furniture and home furnishings retail business. It was established in Sweden in 1943 and currently has more than 480 stores across 60 markets in the whole world (IKEA, 2025). The stores some of which are company owned and the remainder are franchises. IKEA has a leading position globally, with retail sales totalling 45.1 billion in FY2024.
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Figure 1: Top retail selling countries IKEA 2025
(Source: Statista, 2025)
According to the Bartlett and Ghoshal’s (1989) model IKEA maintains the transnational strategy. IKEA rapidly increases their efficiency globally while being responsive locally. The company creates multiple advanced products design, store layouts, supply chain and flat-pack packaging (Bouhia, 2022). Thereby lowering its production and transport costs, building economies of scale and accurately establishing a consistent global brand. Moreover, IKEA responds to the various needs of the customers in its area. In China, there are stores selling the small sized furniture for apartment living, but in India the stores are giving those products that are produced for its cooking habits and family size. Many types of local dishes are also served in IKEA restaurants along with Swedish dishes to rapidly enhance the customer experience (Bookman and Hall, 2022). 
This approach will make the operations more complicated and involve more sample testing and market research. But it enables IKEA to satisfy the varying needs of its customers at a cost-effective price. Guven (2026) mentioned that in spite of its long global value chain, of its various flexibility when developing many kinds of products, IKEA properly manages to combine standardisation and adaptation well, creating a proper market competitive advantage. These are for that it can count on in foreign markets.
[bookmark: _Toc237365851]1.2 Global Configuration and Contribution to Competitive Advantage
IKEA has built a very coherent network to properly execute its business around the world. This is the benefit from its long-term competitive advantage. It continues to grow in Europe although it had had the most success in North America, Asia and the Middle East. IKEA has an efficient international production network with approximately 1,600 suppliers in over 50 countries (Rieple, DeFillippi and Schreiber, 2023). This contributes to low production costs and good availability for the various products. The company has a network of 31 distribution centres in the 16 countries (Chen et al., 2024). This is also providing a very efficient management of inventory and worldwide product distribution.
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Figure 2: IKEA in the world
(Source: WIX, 2025)
This overall configuration fosters value in a few ways at the global level. IKEA has the various potential of sourcing materials globally at the competitive price, while having proper product quality. Secondly, the economy of scale advantage lowers the company’s manufacturing and shipping costs and serves to continue supplying products at a low price. Third, IKEA puts a lot of work into sustainability, renewable energy and circular business practice. This is boosting the brand in a sustainable way and to deliver better business efficiency in the long-term. The company is also enhancing advanced digital retailing and omnichannel services, giving customers retailing options via an online platform and click-and-collect options in stores. 
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Figure 3: IKEA’s Sales Worldwide
(Source: Statista, 2025)
Overall IKEA by expanding into various countries, they are solidifying their brand and also making it easier. This is for their supply chain to run as efficiently making it hard for other brands to replicate and proving them many kinds of sustainable competitive advantages. IKEA has successfully expanded to many emerging markets, but has no major operations in Uzbekistan, and is therefore a very good option for the future internalisation (Dasgupta and Banik, 2025). 
[bookmark: _Toc237365852]2. Macro-Environmental Appraisal and Market Attractiveness 
[bookmark: _Toc237365853]2.1 Host Country Analysis 
The high level of growth has been maintained by the market of Uzbekistan in Central Asia, but the growth should be analysed in a critical way instead of any assumption. The economic reforms have been pushed by the government from the year of 2017, and because of this, the real GDP growth has been increased to 6.5% in the year of 2024 and 7.7% in 2025 (World Bank Group, 2025). Foreign investment has also been increased and over $43 billion was reached in 2025 (Reuters, 2025). So, the strong level of growth is analysed in this market. 
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Figure 4: GDP Growth Forecast in Uzbekistan
(Source: AsianDevBank, 2026)
However, the majority of capital was invested in energy, mining and manufacturing sector, rather than in retail sector. As per this, the same level of support or infrastructure may not be provided to the retail sector like furniture. On the other hand, the large number of investments is maintained as public investment instead of private, by which the question about the state of the private retail market is created. Although some challenges can be faced by the company but if the structural and effective plan are maintained by IKEA then the high level of growth will be gained in the market of Uzbekistan. 
[bookmark: _Toc237365854]2.2 External environmental factors 
2.2.1 Political
The political and business environment in Uzbekistan has been improved through a series of economic reforms from the year of 2017 (World Bank Group, 2024). The polices has been taken by the government to attract foreign interment, enhance the private sector and increase international trade. So, a more favourable setting has been created by these reforms for international retailers like IKEA by which high investment for the long-term is maintained when entering a new market. The benefit for IKEA is provided by a political stability. Moreover, a stable government has been maintained by Uzbekistan as compared to other developing countries, and because of this, the uncertainty for foreign investors is reduced (Talipova et al., 2022). The business regulations have been enhanced and partnerships with international organisations has been boosted by the government to make them more appealing for foreign direct investments. The expansion of IKEA will be supported by these improvements because the stable policies and predictable business conditions are used by the company. 
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Figure 5: Political System of Uzbekistan
(Source: Burnashev and Chernykh, 2024)
However, some political problems can be faced by the company. The high level of involvement of government in the economy is maintained in Uzbekistan, and the complex and slow administrative procedures can be faced by foreign companies like IKEA. On the other hand, the time and investment for IKEA to set up its operations can be increased because of changes in regulations or delays in policy implementation. The favourable conditions for business development of IKEA will be provided by the support of the government policies of economic reforms and foreign investments. But the close relationship with local authorities and political and regulatory changes should be tracked by IKEA to minimise risk and maintain successful long-term operations.
2.2.2 Economic 
The strong level of economic growth has been experienced by Uzbekistan in recent years by which it is being created as an attractive market for international retailers like IKEA. The real GDP of this country has been increased by 6.5% in 2024 and 7.7% in the year of 2025 (CEIC, 2026). Therefore, this growth has been supported by economic reforms, increasing investment and rising household income. The demand of modern furniture and home furnishing products has been increased in rapid way, so the purchasing power of consumers is being improved. On the other hand, the positive importance for this company is provided by the growth of foreign investment. More than US$43 billion was invested in the economy of Uzbekistan in the year of 2025 and the confidence of international companies has been grown in the country's economy (UzDaily, 2025). The benefit for IKEA is also created by rapid urbanisation and the growth of middle class because good quality home products with affordable pricing are being searched by more people. 
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Figure 6: GDP Growth for Uzbekistan from January 2023 – October 2025
(Source: CEIC, 2026)
But some economic issues can be faced by the company. The high level of inflation is maintained, and the purchasing power of customers can be reduced for less essential items like furniture. Moreover, the operational expenses of IKEA can be increased by exchange rate volatility and the escalating cost of imports because many of the products and raw materials may have to be imported initially. The good growth potential for IKEA can be provided by economic environment of Uzbekistan. However, price control, cost of supply chains and risk of currency aspects should be managed by the company in order to maintain competitive price and satisfy local consumers.
2.2.3 Legal 
The legal environment of Uzbekistan has been enhanced by it so that more investors and foreign organizations can be attracted (Abdullaeva et al., 2025). The legal reforms have been introduced by the government so that the business registration, contract enforcement can be improved, and foreign investment protection can be provided. Therefore, a better business environment for IKEA to further stabilize the business environment in the country is created through these changes in which clear and stable regulations are needed before creating long term investment. On the other hand, international companies are allowed to set up businesses in Uzbekistan, and several laws and regulatory reforms are created by the government to simplify the investment procedure (Ruziokhunov and Yuldasheva, 2025). Besides that, Consumer Protection laws, Product Safety Standards and international labour laws have been reinforced to enhance good business practice and safeguard customers and workers. So, IKEA will be supported by these legal improvements because high international standards for product quality and responsible business operations are followed the company. 
[image: ]
Figure 7: Foreign Direct Investment in Uzbekistan
(Source: Trading Economics, 2026)
But there are some legal challenges which should be managed by the company. Business regulations can be changed because ongoing economic reforms can be created in the country, and delays for licensing, customs, legal clearances can be faced by foreign companies. However, the time and cost of initiating business operations can be increased because of inconsistent enforcement of laws across government departments. 
The high level of support for international companies has been provided by legal environment in Uzbekistan. An important opportunity for IKEA to get into the market has been given through these ongoing legal reforms. So full compliance with local laws should be managed, future legal changes should be tracked and collaboration with local legal experts should be maintained to reduce risk and improve long-term business operations.
2.2.4 Cultural 
Opportunities and challenges are provided by the cultural environment for IKEA in Uzbekistan. A family-oriented culture has been maintained in this country and a significant part in everyday life and family gatherings is played by homes (Pacala, 2024). So, the comfortable, functional and robust furniture have been valued by consumers and by which the product range of IKEA is connected. The interest in modern home designs and the affordable furniture has been increased by the urban population and middle-income group people. After that, the local traditions and the preferences of their customers should be analysed by IKEA. A strong level of cultural identity is maintained by Uzbekistan and furniture by which local tastes and living styles are reflected, are preferred by consumers. So, some products, colours, and store displays should be used by IKEA to maintain the local expectations and the global brand image of this company. As per the comparison chart, the low level of power distance, masculinity and uncertainty avoidance was maintained by Netherlands as compared to Uzbekistan. So, as per this the same type of business approach cannot be used by IKEA in Uzbekistan.
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Figure 8: Cultural Differences Chart
(Source: Hofstede, 2025)
On the other hand, the individualism, long term orientation and Indulgence were low in the Uzbekistan as compared to Netherlands so, the consumer buying behaviour can be affected by cultural differences. The traditional shopping methods have been preferred by many customers, and the time will be taken to trust a new international furniture retailer (Kerimova and Ataniyazova, 2024). So effective marketing and local language should be used in marketing process to attract customers in a better way. The strong level of customer relationships can be created and long-term success in the market can be gained through the company by respecting local culture and maintaining its global business model
[bookmark: _Toc237365855]2.3 Evaluation of Market Attractiveness 
2.3.1 Market Opportunities 
Various opportunities for IKEA are provided by Uzbekistan because the economic growth and improvement of business environment have been maintained. Strong GDP growth has been maintained and increasing level of foreign investment has been attracted by the country and the better conditions for international retailers has been created through this (U.S. Department of State, 2025). The demand for affordable and modern home furnishing products has been increased by the increment of household incomes and the growth of the middle-income population. The business model of IKEA is supported by this, by which the production of stylish products at affordable prices are focused. On the other hand, the market opportunity for IKEA is being created by the rapid urbanisation of the country. The demand of new homes and furniture has been increased in a rapid way because of this (UzDaily Editorial Team, 2026). So, when the standards of living have been enhanced, the attention of customers in modern home decoration and functional furniture has been increased. Furthermore, the investment environment in Uzbekistan has been enhanced through reforms by the government, and because of this, more attention has been gained by foreign businesses. So, the important market conditions for IKEA have been created by these factors. 
2.3.2 Market Challenges 
Although good business opportunities have been provided by Uzbekistan, but some challenges can be faced by IKEA in the time of entering this market. The problem can be created because of low pricing power of some consumers as compared to buyers in developed countries. The purchase intention of customers will be reduced, and operations costs will be increased by the inflation and changes in exchange rates (Davlatov et al., 2025). Therefore, the product pricing and profitability will be impacted in a negative way through these factors. On the other hand, the problems will be created because of the poor level of development of the furniture retail market is maintained in this market. The attention of local customers can be attracted by self-service and flat pack business model of IKEA, so the company should have to invest in marketing and customer education to create trust and increase the awareness of products in an effective way. Besides that, the development of transport and logistics are still maintained so because of this the delivery time and supply chain costs can be increased. The market share of IKEA can be impacted because of the competition form local furniture manufacturers and regional retailers. So, the competitive pricing, good customer service and product quality should be maintained by IKEA to maintain the growth and competitive advantage in the market. 
[bookmark: _Toc237365856]2.4 Use of OLI framework 
	OLI Component 
	Key Factor 
	Analysis

	Ownership Advantages (O)
	Strong global brand
	IKEA is one of the greatest furniture and home furnishing companies in the world, by which a strong good global brand and a reputation for affordable, high-quality and functional products is maintained (IKEA, 2022). The trust of customers can be gained, and attention of customers can be increased through this strong brand image of IKEA as compared to a number of local furniture companies 

	 
	Efficient supply chain and flat-pack products
	The transport and storage costs can be reduced by flat-pack furniture and global supply chain of IKEA (Sampath and Harshitha, 2023). As a result of this company is allowed to provide quality products at affordable prices, which is appropriate for price-sensitive customers in Uzbekistan. 

	 
	Retail and digital expertise
	A numerous number of international markets has been operated by IKEA, and the digital technologies, online shopping and efficient store management are also used by it (IKEA, 2021). So, the company can be able to successfully enter and manage the market of Uzbekistan with the help of these capabilities. 

	Location Advantages (L)
	Growing economy
	A strong development of the economy with an improvement in incomes and growth of foreign investments in the field has been maintained by Uzbekistan (OECD, 2026). The opportunities for IKEA will be created by these conditions to increase the business and reach new customers. 

	 
	Urbanisation and market demand
	The demand for modern and affordable furniture has been increased by the growing urban population and expanding of middle-income groups in this country (Market Data Forecast, 2025). So, a suitable market for the products of IKEA was created by this. 

	 
	Government support for investment
	Reforms have been implemented by the government so that the business climate is improved, and foreign investment is encouraged (Ji et al., 2023). As a result of these policies, Uzbekistan has been made as more attractive for international companies like IKEA. 

	Internalisation Advantages (I)
	Quality control
	The product quality, customer service and store experience in all stores can be maintained in an effective way by maintaining own operations of IKEA (Singh et al., 2021). The brand image of IKEA in the world will be protected by this. 

	 
	Protection of business knowledge
	IKEA is allowed to maintain the security of their supply chain, store, product design, and business processes through direct control which is beneficial to maintain the long-term competitive advantage (Aro, 2024).

	 
	Customer experience
	The same type of shopping experience, after-sales service and sustainability standards in Uzbekistan can be provided by IKEA through internal management because of this the satisfaction of customer and loyalty of customers will be improved (Moorthy and Parvatiyar, 2023).


Table 1: OLI framework
(Source: Self-created)
The application of OLI Framework of Dunning for the entry of IKEA into Uzbekistan is shown by the table 1. The strong ownership advantages of IKEA, the attractive market conditions in Uzbekistan and the benefits of maintaining direct control instead of operations are analysed by it. So, the successful and sustainable expansion of IKEA into the market of Uzbekistan is supported through these advantages. 
[bookmark: _Toc237365857]2.5 Critical Analysis of OLI 
According to the OLI framework Uzbekistan is a viable market for IKEA because the strong level of ownership, location and internalisation advantages are maintained by the company. A strong competitive advantage can be provided by the well-known global brand, efficient supply chain and experience in international markets of IKEA in the time of entering a new market like Uzbekistan. On the other hand, the country is being made as the more attractive location for business expansion because of the growing economy, increasing urban population of Uzbekistan and support of government for foreign investment (Ji et al., 2023). However, some limitations are also analysed by the OLI framework. The reasons for a company to enter a foreign market is mainly analysed by the framework but the analysis of changing market conditions or customer behaviour after entry are not explained by it. For example, although the good level of growth opportunities is provided by Uzbekistan, but the business performance of IKEA can be impacted by differences in culture, consumer preferences and purchasing power. So, the market of Uzbekistan should be analysed in clear way, and structural plan should be created by IKEA to maintain the growth in this market. 
[bookmark: _Toc237365858]3. Entry Mode Strategy and Strategic Synthesis
[bookmark: _Toc237365859]3.1 IKEA’s Historical Entry Mode
Since its first venture abroad, in Norway in 1963, IKEA’s growth outside of Sweden has mainly taken place by establishing wholly owned subsidiaries and through franchise agreements (Braunerhjelm and Henrekson, 2023). The company now has more than 60 countries, over 490 stores and customer meeting points around the world. According to Yuan (2024), 87% of IKEA’s overall retail sales are accurately handled by the Ingka Group, while the remaining stores are run by authorised franchisees. 
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Figure 9: IKEA Sales by Counties
(Source: Business Bar, 2021)
IKEA primarily has wholly owned many kinds or subsidiaries in the main markets which are Germany, UK, US, China and France. All these ways of entry accurately ensure the company complete control over the various quality of the product, its price, client service and the activity of the supply chain. This helps to implement the company’s low-cost and standardised business model. Moreover, some markets of the IKEA branches, makes use of the local market insights and lower investments risks. In 2025, IKEA generated 44.6 billion in retail sales. It added 66 new sales stores and had around 222,000 employees (IKEA Report, 2025). This proved to be more successful application of its entry strategy in the international market. 
[bookmark: _Toc237365860]3.2 Evaluation of Historical Entry Strategy
IKEA’s historical entry strategy has been more than a success and is accurately characterised by operational control whilst offering international flexibility. IKEA’s wholly owned subsidiaries give IKEA a means of safeguarding its brand reputation, properly ensuring the quality of its various products (Izyumenko, 2026). This helps to being able to apply its international business model across the world. This also helps the company to make proper supply chain management and many kinds of benefits in rapidly achieving economies of scale, one of IKEA’s competitive advantages. 
Moreover, here are huge capital costs accurately associated with the land, retail stores, warehouse and logistical for wholly owned subsidiaries (Kostecka and Kopczewska, 2023). These investments can raise financial and business risk, especially in emerging markets where demand for the various product and growth may be variable.  Moreover, the agile approach has allowed IKEA to rapidly expand its business successfully, as also international business risks have been properly managed. 
[bookmark: _Toc237365861]3.3 Strategic Fit, Justification for IKEA
IKEA has been and continued to be primarily relying on fully owned subsidiaries operations in rapidly developed markets. But it can also be said that such mode may be not optimal to Uzbekistan. Uzbekistan’s government was engaged in a proper process of big changes in the economy sine 2017 (Kuldosheva, 2022). This is with the aim of rapidly increasing foreign investments, facilitating many types of business regulations and promote the role of the private sector. More than 37 million people in the country, the presence of middle-income population and rapidly increasing urbanisation represents a very strong potential demand of the various products with an affordable price for furniture and home furnishing (Mukhammadjon and Nagala, 2025).
But there is still have multiple growing potential in Uzbekistan. Modern retail infrastructure and logistic networks are rapidly improving, and customer in the country are not as rich as many where IKEA exists. It would accurately involve heavy expenditure on hiring staff, training them, purchasing goods and store space and transport networks in order to properly establish a 100% subsidiary (Rieple, DeFillippi and Schreiber, 2023). This would leave IKEA vulnerable to high financial and operational risk, while they wait for all the customer demand too materialise. 
It would be better to parter with a local business partner, in a much better format since both they have properly established a very good reputation locally. A local partners will be adequately able to bring in expertise about customer preferences, regulations and distribution networks. This is to enable IKEA to more effectively penetrate the market. As per Li and Ming (2025), meanwhile IKEA can keep up control over its product design, branding, store design, and satisfy requirements for its chain of custody to uphold its worldwide standing.
A joint venture gains easily lower initial cost and also has more flexibility than a wholly owned subsidiary. Moreover, properly building up the business size and marketing demand stabilisation, IKEA can start purchasing various shares from the partners or even open their own shops in the future. So, the joint venture is the optimal way to go into a foreign market, as it would give IKEA the maximum level of risk allocation, investment and further development in Uzbekistan. 
[bookmark: _Toc237365862] Recommendations
IKEA has well gained experience, and the falling market is still expanding, various great opportunities for further investments and creation of 100% stores. All these step-by-step processes will properly help sustain growth for IKEA while further consolidating its competitiveness on the market in Central Asia for the future. 

Conclusion 
The analysis reveals that IKEA has been quite successful in rapidly establishing itself internationally. It means of 100% owned subsidiaries and franchise agreement. It has helped the company have a powerful brand consistency, a good efficiency and various effective supply chain management. But the optimal entry mode has to be consistent with the various conditions in the host country.
The most appropriate way is a joint venture, as it is the best solution for Uzbekistan as it is a proper balanced between control and flexibility of business. This is along with the minimising the financial, potential and various operational risk. Up-to-the minute information about the customer preferences, regulations and distribution networks can be accurately provided by local partners that will facilitate market entry. 
[bookmark: _Toc237365863]Section 2: Gibbs Reflective cycle 
Description
In this assessment I needed to accurately evaluate the progress IKEA could make in the country Uzbekistan. This is using as support the theories and frameworks of international business. The reason the name IKEA was selected is because it is one of the world’s largest furniture companies. At the moment they do not have much of an operational in Uzbekistan (Toktogulov, 2022). While trying to properly prepare a report I used a Bartlett and Ghoshal model to evaluate IKEA’s global strategy, I analysed a political, economic, legal and cultural environment in Uzbakistan. I recommended an appropriate market entry strategy using an OLI Framework. I gathered various data from academic journals, books, company annuals reports, government reports and international organisations like Asian development bank, world bank etc. in order to complete the assignment. I derived knowledge from these various sources on the strategy of the company in its international plan, as well as the many opportunities sand risks in the chosen country. 
Feelings
Initially, I believed I understand the theories well but was not sure which would be appropriate for IKEA to accurately use in the market. Firstly, I thought that the principle of use of 100% subsidiaries, which IKEA has used in its history. This would be the optimal solution to Uzbekistan (Bookman and Hall, 2022). As I studies many types of academic paper and real business data, I noticed that each international market has political, economic and operational issues and situations to be more concerned with. It taught me that being able to accurately adjust business approach to the local market conditions is very essential to being successful in the international areas. As my research, I grew more confident in my analysis and understanding of various evidence and how it tied in with business decision. 
Evaluation
It was a good thing to properly use a large variety of dependable sources rather than relying on one reference source. I studied the various academic accounting literature with various real facts derived from IKEA reports and from international organisational. This made sure my text was of a higher quality and backed up my arguments with many kinds of evidence. A further advantage was to adequately provide the report in the proper manner. This is including focusing on the assessment requirements and applying each international business framework to the chosen company. 
[bookmark: _Int_X8NGcGrH][bookmark: _Int_1QYWdLTP]I had some challenges as well. The furniture retail sector was difficult to accurately find reliable, up-to-date information on as there was limited data available (Tsang et al., 2022). Several sources discussed contrasting many types of perspective on the investment climate in the country. So, multiple sources have to be used to make well-rounded decisions. Choosing the right way to enter into this game was also tough for me, as I needed to balance the risk, investment and long-term growth. 
Analysis
It was through this assignment that I realised that there is so much that goes into taking business decisions accurately involving the global business, as opposed as there is a single business objective. The lectures about Bartlett and Ghoshal model taught me the various concept of balancing standardisation with responsiveness at the international market level of multinational companies. Moreover, OLI Framework assisted in comprehending the multiple impact of ownership, location and internalisation advantages on the decisions international expansion. 
The module rapidly enhanced my knowledge of market entry further through various studies that were discussed. They have proved that business tend to adjust their expansion strategy based on economic, political and cultural climates of each country. This analysis, put inti practice in IKEA, led me to properly believe that various theories would be more flexible and less risky in Uzbekistan. It has been wholly owned subsidiaries that have proven to have been able to properly help the company grow is western markets (Bouhia, 2022). This solidified my contextualisation skills of studying and accurately applying academic theory in the business context, rather than merely talking about it. 
Conclusion
[bookmark: _Int_ORwN20e7]This assessment has given a great insight into international business strategy and decisions around market entry into overseas markets. I knew that it is necessary to make a proper judgement regarding both the company's various capabilities and the conditions in the designation country in order to meet the success of international expansion. I also learned how important it is to back up business recommendations with more ad up to date evidence than different opinions. This rapidly improved analytical thinking and academic writing as I carried out independent research, make comparisons and critically evaluated various information from multiple sources. This entire experience has helped me to properly build my confidence around using various relevant theories on international business in real organisations.
Action plan
Moving forward on my assignment, I will start researching earlier to give me more time to work on the academic literature as well as industry reports from recent publications, Also, I want to rapidly develop my ability to critically evaluate the work of other authors and make inferences based on what they say before reaching my own conclusion. Moreover, I will strengthening the theoretical framework and application of the topics in business practice. Lastly, I will provide well-informed and current evidence from more company reports, government materials and international data bases to back up my arguments. The improvement will enable me to rapidly improve my future ability to accurately produce more critically, evidence-based, and professionally laid out reports relating to the internation a business. 
[bookmark: _Toc237365864]Conclusion
The report states that Uzbekistan is a country with various excellent long-term prospects as IKEA. This is due to their advanced development of their economy, urbanisation and various positive investment law. A joint venture is the best model to enter, since it facilitated a proper balance between various risks, investments and control. Overall, this approach can rapidly contribute to IKEA’s sustainable development and resilience in Central Asia’s market. 
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