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[bookmark: _Toc236910600]Section 1
[bookmark: _Toc236910601]1. Organisational Classification and Global Strategy
[bookmark: _Toc236910602]1.1 Strategic Categorisation: Bartlett and Ghoshal's International Strategy Framework
According to the Bartlett and Ghoshal (1989) international strategy framework, Nando's can be defined as a transnational corporation (TNC). There are four principal strategies of multinational corporations (MNCs): international, multinational, global, and transnational strategies, differing in the degree of global integration and local responsiveness needed for international markets. A transnational strategy seeks to leverage global efficiency and local responsiveness simultaneously, whereby capabilities are transferred between countries while subsidiary units simultaneously respond to the local consumers' demands. Nando's displays transnational tendencies as the company pursues a consistent global brand identity, built on a PERi-PERi chicken concept, a Portuguese-African heritage and customer experience. Simultaneously, the company adapts to local consumer tastes and preferences in product offerings, promotional messaging, and operations. This can be exemplified as, in markets such as the United Kingdom and Australia, Nando's markets itself as a social casual dining restaurant, while in Asian markets, they are known to adapt menu choices and offer local meal options and mild spice levels. This process of standardisation with some local responsiveness is typical of a transnational strategy. In accordance with İşiner and Aydn (2023), the choice of entry strategies must take into account how to balance global competencies with the local environment. This is highly applicable to Nando's as their entry into Japan must consider factors such as culture, market demands and standards, etc. Hazzan, Amlani and Davis (2025) also state that the ability of multinational firms to balance organisational competencies and local market knowledge is critical for their sustainable international growth, which makes a transnational strategy appropriate for entering a culturally unique market like Japan.
[image: ]
Figure 1: Bartlett and Ghoshal’s International Strategy Framework
(Source: İşiner and Aydn, 2023)
[bookmark: _Toc236910603]1.2 Global Configuration: Geographic Footprint and Competitive Advantage
Nando's footprint is geographically diversified, and the business is present throughout the countries in the Europe, Africa, Asia, Australia and the Middle East. The business operates on a combined company-owned, franchised and joint-venture business model to allow it to grow internationally while at the same time reducing risk exposure.
	 Table 1: Nando’s Global Operational Configuration

	Region
	Example Markets
	Strategic Contribution

	Europe
	UK, Ireland
	Largest brand awareness and revenue generation

	Africa
	South Africa
	Brand origin and product authenticity

	Asia-Pacific
	Singapore, Malaysia, Australia
	Access to emerging consumer markets

	Middle East
	UAE, Saudi Arabia
	Premium dining growth opportunities


Nando's worldwide configuration creates a competitive advantage through several avenues. First, operating on a global scale enables Nando's to exploit its unique brand differentiation strategy. Rather than using price and convenience to compete globally in the fast-food industry (a strategy often used by many global fast-food operators), Nando's creates value through its unique product offering, in-dining customer experience and storytelling culture.
Second, Nando's franchised global expansion strategy makes it well-placed for scalable growth. By entrusting their international business to local operating partners, Nando's benefits from their knowledge of local conditions and tastes while still maintaining consistency with brand standards, overcoming the many entry barriers that face businesses entering foreign markets.
However, the management of these spatially separated operations can prove challenging. International differences in customer behaviour, workforce expectations, and the regulatory environment all necessitate coordination, and Nando's will have to face up to this challenge with its international expansion to Japan. As Ando, Suzuki and Nishikawa (2026) note, the ability of multinational enterprises to manage effectively 'depends on having strong local managers with intercultural capabilities. Therefore, when entering the Japanese market, Nando's will require capable local managers who can successfully translate global brand values to the Japanese customer experience.
Furthermore, as Dagsberg and Persson (2025) observe, multinational corporations can’t expect to implement a ‘one size fits all’ model when entering Asian markets; instead, success depends on the business model adapted to local institutional characteristics and consumer preferences. Hence, although Nando’s global consistency will provide them with a competitive advantage, their ability to adapt their offering to the Japanese market will prove crucial to their future success there.
[bookmark: _Toc236910604]2. Macro-Environmental Appraisal and Market Attractiveness
[bookmark: _Toc236910605]2.1 Introduction: Japan as a Potential Market for Nando’s Expansion
For the expansion into an international market, MNCs need to explore whether there is an adequate environment in the potential country to support long-term, sustainable expansion and success. A key target market that presents an opportunity for Nando's to expand into would be Japan because of its significant consumer base, mature food-service industry, substantial purchasing power, and a growing appetite for diverse dining choices from around the world. However, entering the Japanese market demands a thorough evaluation of its external environment, as political institutions, economic circumstances, regulations, and cultural norms may have major impacts on the business performance (Hong, 2025).
The firm would gain insight into the available market opportunities and potential threats to evaluate and assess the investment, where it would be advisable to conduct a macro-environmental analysis before entering the new markets in the foreign lands. A food and beverages multinational company would be exposed to various externalities such as consumers' demands, market standards, economic conditions and competitive threats that will affect every aspect of operations and business decisions, thus impacting profitability and sustainable competitive advantages (Titilope et al., 2023). Consequently, macro-environmental analysis should be conducted on the external factors of Japan to assess the viability of its PERi-PERi chicken and casual dining concept within the country.
The section evaluates the attractiveness of Japan as a possible host country, considering the main factors politically, economically, legally and culturally that might have impacts on the expansion of Nando's. Factors are given considerable weight because Nando's operations follow a transnational strategy that balances global branding with localisation of market segments. The ownership advantages that Nando's has with its original PERi-PERi identity can also be translated to the Japanese market, but its offerings, customer experience, and operational routines would require adaptation to suit Japanese expectations.
This section continues the analysis of Japan as an international destination by the application of Dunning's Eclectic Paradigm (OLI framework) to a detailed and critical assessment of whether entry into the market is feasible. The framework explores the ownership advantages of Nando's, such as its international experience and brands; the locational advantages, such as the market environment and the institutional framework; and internalisation advantages determining how Nando's can control its international activities (Rahman et al., 2026). This section combines macro-environmental analysis with the OLI framework.
[bookmark: _Toc236910606]2.2 Host Country Analysis: Japan’s Macro-Environmental Factors
Japan presents an interesting yet complicated market for potential Nando's market penetration; its strong economy, solid institutions, strict regulations, and unique consumer preferences make it a challenging prospect for foreign food and beverage companies (FBC). A macro-environmental analysis is critical for any FBC intending to enter a foreign market as it directly impacts the market viability and operation, taking into consideration the political, economic, legal, and cultural preferences of the target market (Cavusgil et al., 2023). The most pertinent external factors relevant to Nando's venturing into Japan are analysed below:
Table 2: Macro-Environmental Analysis of Japan for Nando’s Market Entry
	Factor
	Key Analysis
	Impact on Nando’s Entry Strategy

	Political Environment
	Japan has one of the most stable political frameworks, good institutions and favourable conditions in terms of foreign direct investment (FDI). Japanese organisations like JETRO promote the international businesses to start operating in Japan by the government. But foreign firms might be confronted by complicated administrative policies and domestic regulatory matters.
	Political stability lowers risks on investments and promotes sustainable growth. Nevertheless, Nando should look at collaborating through a joint venture or franchisee with one of the Japanese players to break the bureaucracy and access local market information.

	Economic Environment
	Japan has been rated to be amongst the largest consumer economies in the world, aiding in the great use of high-income consumers, great infrastructure and excellent urban markets like Tokyo, Osaka and Yokohama. Premium casual dining demand and international cuisines have risen among the younger customers. Operational difficulties are however posed by inflation, expensive prices of property, and labour unavailability.
	Japan offers prospects to the Nando premium PERi-PERi dining concept since consumers have the ability to pay the premium differentiated food experiences. However, it is also important that the company pays a keen attention to pricing, choice of location, and labour cost to be able to stay profitable.

	Legal and Regulatory Environment
	Japanese have got stringent food safety laws, employment laws and importations. Restaurants have to adhere to the requirements of hygiene, traceability of ingredients, licensing and protection of labour. Well established intellectual property protection favours entry of foreign brands.
	Nando will have to assure complete Japanese food regulations adherence and might have to build local supplier relationships. The collaboration with Japanese partners may deliver the regulatory complexity and ensure the efficiency of operation.

	Cultural Environment
	Japanese customers highly appreciate the quality of food, hygiene, presentation and outstanding customer service. Though it has become commonplace to consume international cuischeines, the spicy flavours and the concept of PERi-PERi as preached by Nando might be strange to consumers. Adaptation to different cultures is hence necessary (Dagsberg and Persson, 2025).
	The localisation of the Nando menu should be achieved through the introduction of various spice levels and Japanese influenced menu whilst retaining the global brand. The training of employees will also be necessary in order to satisfy Japanese service expectations.


[bookmark: _Toc236910607]2.3 Market Attractiveness Analysis for Nando’s Entry into Japan
[bookmark: _Toc236910608]2.3.1 Demand Potential and Consumer Market Opportunity 
Japan is an incredibly attractive market for Nando's to enter because the country boasts a huge and discerning food service industry, significant consumer purchasing power, and growing demand for foreign-cuisine dining experiences. The Japanese restaurant industry is one of the largest in the world and relies on the prevalence of an established dining out culture in the country. According to the Japan Foodservice Association (2024), recent positive trends in post-COVID-19-related restaurant performance have been attributed to increased domestic consumption, a boost in inbound tourism, and evolving consumer lifestyles, all contributing to favourable conditions for long-term casual dining entry. 
An important opportunity for Nando's is the increase in popularity among Japanese consumers, particularly among younger demographics, for exotic cuisines and distinct eating experiences. Japanese customers in contemporary times increasingly desire restaurants that not only serve delicious food but also offer additional elements such as entertainment, ambiance, brand narrative, and social connection. This trend offers Nando's an opportunity to differentiate itself by establishing itself as a casual dining chain offering not only the unique PERi-PERi flavour profiles but also a dining experience with energy and an appealing brand identity. As suggested by Kim and Lee (2023), young customers in a modern, developed Asian nation are now inclined to prioritise experiential purchasing over product-driven consumption. The best entry points into Japan for Nando's are the metropolitan areas, where, with large young-adult demographics, cosmopolitan residents and those with exposure to international culinary traditions are clustered. These will serve as initial test markets, with the view to future nationwide expansion. Tokyo will likely be the ideal starting point due to its sheer volume of consumers, heavy restaurant spending, and global culinary status. The Japanese customer base can be broken into three groups: young adults who have a tendency to experiment with international food; the Japanese family segment, who tend to have a preference for reliable, high-quality, conveniently available restaurant outlets; and global foodie enthusiasts, including expats, who will likely provide early adoption and trial opportunities. It must be stressed, however, that a compelling market opportunity does not in itself guarantee successful market entry. 
Nando's is an unestablished brand in Japan and will, by and large, start at a disadvantage in brand awareness compared to other international casual diners already operating in the country. Nando's would need to invest significant resources in marketing, particularly in social and influencer-based promotions, to build brand awareness for its PERi-PERi concept. 
[bookmark: _Toc236910609]2.3.2 Competitive Landscape and Industry Conditions 
Japanese restaurant industry is perhaps one of the most competitive industries in the international sphere; a combination of local Japanese brands and international restaurant corporations are fighting to take their portion of the market. Nando would be joining an already established restaurant industry that provides a variety of restaurant outlets with a chicken theme. Established brand recognition, large distribution networks and customer base are items that international brands like KFC Japan and McDonalds Japan have. These already established brands are a source of challenges in entry into the market because new foreign chains would have to incur a lot of cash to have a footing and be accepted by the consumers. The domestic restaurants in Japan are also very strong. Since local operators have a good idea of what consumers need and expect in terms of service and tastes in every region, an international company should distinguish itself in other ways than the availability of international food. The food-service market in Japan is characterized by a high customer reliability, quality, and customer service, and new market entrants need to create a clear value. As Dagsberg and Persson (2025) observes, entering Asian markets, MNCs will not be able to use the standard solutions existing on developed markets, but rather have to adapt and customise their offerings in order to enter the market and achieve its development. The most valuable potential competitive advantages of Nando lie in its unique brand positioning based on a unique concept of flame-grilled chicken PERi-PERi. This makes it unique among the less special chicken substitutes such as KFC. Whereas many brands may rely on familiarity and convenience, Nando's could successfully differentiate itself by offering a superior casual dining experience with an ethnic twist derived from its Portuguese-African roots. Using Porter's five forces to assess the Japanese casual dining sector shows that competitive rivalry amongst both existing domestic and international competitors is intense. Customer buyer power is high as customers are spoiled for choice when dining out, and they possess clear expectations on quality and customer service. Supplier power exists given strict food quality and regulations that may impose some costs and complexities upon its supply chain. Although the threat of new entrants may be less of a concern due to the high investment needed for store fit-outs and brand establishment, substitutes such as food retail stores, traditional Japanese restaurants and take-away food businesses are abundant and pose additional challenges. All in all, Japan may be an appealing market for Nando's, but it comes with substantial challenges. The restaurant has an excellent and unique product offer, which should assist Nando's in gaining some share of the market, but effective marketing and product localisation will be essential. As stressed by Cavusgil, Knight and Riesenberger (2023), global businesses can attain a sustainable advantage in foreign markets by having specific internal resources and capabilities combined with a deep comprehension of external environmental forces in the host country.
[bookmark: _Toc236910610]2.4 Application of Dunning’s Eclectic Paradigm (OLI Framework)
[bookmark: _Toc236910611]2.4.1 Ownership Advantages 
Nando has a number of ownership strengths that can aid in its effective penetration into Japan. These strengths are that its reputation as a global brand, its original concept of PERi-PERi chicken, and the long experience of running international chains of restaurants. In contrast to its competitors, who do not primarily rely on convenience and low prices as their key weapons of competitive nature, Nando differentiates its services through the specific flavor of the product, the experience in its restaurants, and brand narrative. These constitute intangible assets that Nando has as a source of competitive advantage. Moreover, the fact it has experience in a franchise business model can provide it with insights into international operation through local partnerships, which is critical because Japan can only be entered by negotiating between local consumer preferences and regulations. Further, the fact that Nando focuses on sustainable sourcing and other ethical activities may be a positive constituent of the Japanese market focused on the environment. There are restrictions to the benefits of Nando being an owner, however. However, its global appeal does not translate into great brand recognition in Japan, yet, compared to its relatively stronger competitors, such as KFC and McDonald’s. Therefore, it will be necessary to allocate significant funds to marketing and PR activities to make Japanese consumers aware of the flavours of PERi-PERi and create a trustworthy brand image in the new market (Cavusgil, Knight and Riesenberger, 2023). 
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Figure 2: Eclectic Paradigm (OLI Framework)
(Source: Cavusgil, Knight and Riesenberger, 2023)
[bookmark: _Toc236910612]2.4.2 Location Advantages
There are major location benefits of Japan to the expansion of Nando. First, Japan has huge and prosperous customers, an aged dining-out tradition, strong online infrastructure, and embraces foreign food brands. Specifically, the large cities such as Tokyo and Osaka are more concentrated with consumers who are more accustomed to taste a variety of foreign flavours and possess higher disposable income. Secondly, Japan has strategic location in the Asian market which offers Nando the opportunity to enhance its presence in the region and may eventually extend to the neighbouring markets. However, Nando must ensure that it does not have disadvantages on its location. Expensive rates of renting, labour shortage, strict rules of food safety, and cultural barriers might pose some obstacles to the implementation of operations. An effective international expansion, as Hennart (2022) claims, is achieved when a firm aligns market opportunities with the host country institutions. Thus, Nando has a good potential in the market in Japan but should adjust its operating model to the particular environment. 
[bookmark: _Toc236910613]2.4.3 Internalisation Advantages 
The benefits of internalisation relate to the way Nando should manage its Japanese business. This would be guaranteed by full internal control, which would lead to the uniformity across its brand standards, recipes, service quality and customer experience. Nonetheless, the cost of this strategy is quite high, and it puts the company on more market risks. The internalisation advantages of using franchising or a joint venture format is that it will incorporate international expertise of Nando and the local market expertise of its partners. Such partners may offer the knowledge of how to go through Japanese regulations, develop supply chains, and consumer behaviour. Paul and Feliciano-Cestero (2022) observe that a combination of internal and local resources results in greater success of a firm in an international market. Hence, joint venture ownership and controlled franchising appear to be a hybrid entry mode that would best suit Nando in order to compromise between wish to control its brand and the value of adaptation to the local markets.
[bookmark: _Toc236910614]2.5 Strategic Implications of Macro-Environmental Findings
The Macro-environment analysis shows that Japan is not only attractive, but also very strong in the international business opportunities. It has long-term business opportunities due to its political stability and a welcoming attitude towards foreign investment. The economic context will favour a market entry choice in so far as Japan possesses high-income clientele groups, vibrant urban areas and an expanding need to experience high-end leisure eating. On the other hand, legal and environmental restrictions are a daunting operational challenge. Stringent food safety requirements, labour conditions and import barriers mean Nando's will need to have efficient compliance structures and robust supplier networks. The country's unique social and cultural attributes mean considerable attention will be paid to adapting for the discerning Japanese palate, which has high standards concerning quality, presentation, service and menus. The OLI framework suggests that Nando's has considerable ownership advantages: a recognised brand, the distinctiveness of its PERi-PERi flavour and significant international exposure; Japan is appealing in its own right, both in terms of market size and consumers' buying power; its geographic importance in regional terms can also not be overstated, however, a decision on how much international exposure, i.e. How to internalise is needed – a highly centralised decision-making process can be costly while a heavily decentralised structure can result in brand erosion. Hence, an internationalisation approach involving a blend of leveraging Nando's brand worldwide while at the same time responding to the local requirements in Japan could be optimal. As noted by Meyer et al. (2022), the sustained internationalisation of multinational corporations can be achieved through matching firm-specific resources with the institutional context in host countries.
[bookmark: _Toc236910615]2.6 Market Entry Feasibility of Nando’s in Japan
This analysis suggests that Japan provides great opportunities for Nando's to expand internationally on the back of its strong economy, sophisticated consumer base, stable political climate and increased demand for foreign dining. These factors open up scope for Nando's to bring its distinct PERi-PERi concept to Japan and bolster its presence in Asia. That said, numerous barriers remain that Nando's must confront; these include the relatively low brand visibility, severe competitive landscape, expensive operating costs, challenging regulatory requirements and culturally disparate operating environments. Such a scenario would imply that Nando's cannot simply reapply its existing business model in Japan and that menu adaptations, marketing strategies and operational aspects would be needed to ensure a successful entry into this market. The OLI analysis suggests that while Nando's has strong ownership advantages and Japan possesses attractive location advantages, internalisation choices will make or break Nando's long-term viability in Japan. Thus, it should adopt a hybrid mode of entry, incorporating joint venture and strategic franchising, to enter the Japanese market and to gain localised knowledge while safeguarding global brand standards and mitigating market-entry risks.
[bookmark: _Toc236910616]3. Entry Mode Strategy and Strategic Synthesis
[bookmark: _Toc236910617]3.1 Historical pattern recognition 
Nando's international entry modes Nando's has used various modes of entry, including franchising, joint ventures, and wholly owned operations, rather than having a single standardised entry mode in its internationalisation process. This can be explained by Nando's transnational strategy; it has managed to balance global brand consistency while tailoring to the local environment and its markets. Franchise has been predominantly important to Nando's for international entry as it offers a reduced financial risk and exposure to Nando's, while simultaneously making the best use of local knowledge and operational capacity through its franchise partners. Franchising allows Nando's to penetrate the new culturally varied markets by transplanting its global brand concepts, the unique PERi-PERi recipes, standard operating procedures, and marketing capabilities to its local franchise partners. 
The company is also able to expand quickly due to the franchisor taking over the capital commitment of setting up operations in different markets and is well placed to understand the consumer preferences and the operational policies and regulations for that particular market (Cavusgil, Knight and Riesenberger, 2023). It has also operated company-owned restaurants where high levels of control and brand protection are deemed essential. This is especially in markets where Nando's wants to protect its brand image and experience, customer service, operational procedures, and the product. However, direct control by Nando's comes at a higher investment cost and operational risks (Meyer, Li and Schotter, 2022). 
[bookmark: _Toc236910618]3.2 Strategic fit and Justification for the Japan market entry 
Nando's reliance on franchising could serve as a foundation for the entry into the Japanese market, but a combined approach with the use of a joint venture with an element of franchising would be more suitable from a strategic perspective. The Japanese market is developed and is highly culturally diverse, and therefore local knowledge and expertise will be invaluable to Nando's (Meyer, Li & Schotter, 2022). A joint venture with an established Japanese restaurant operator would equip Nando's to navigate a variety of challenges: Firstly, the Japanese customer expects a high standard of hygiene, product quality, and customer service. Local knowledge and the expertise of a Japanese partner would provide access to the most appropriate suppliers and information on consumer preferences. This approach minimises potential operational risks (Cavusgil, Knight & Riesenberger, 2023). Secondly, a joint venture offers a way to reduce the overall investment. Japan is known for its expensive rental rates, especially in major urban centres like Tokyo and Osaka, while labour costs continue to be a growing concern due to staff shortages. A joint venture with an established local partner would enable Nando's to share financial risk and access to a labour pool (Hennart, 2022). However, retaining a degree of control is essential. Over-reliance on franchisees could pose risks related to brand reputation, service quality, and customer experience. Nando's would need to develop clear operational standards, training procedures and quality monitoring systems to maintain brand standards (Meyer, Li & Schotter, 2022).
Table 3: Evaluation of Potential Entry Modes for Nando’s Japan Expansion
	Entry Mode
	Advantages
	Limitations
	Suitability for Japan

	Wholly Owned Subsidiary
	Maximum control over operations and brand standards
	High financial investment and operational risk
	Moderate

	Franchising
	Low investment, faster expansion, local knowledge
	Lower control over quality and customer experience
	Very High

	Joint Venture
	Shared risk, local expertise, and improved market understanding
	Possible conflict between partners
	High

	Exporting
	Low commitment
	Not suitable for restaurant operations
	Low



[bookmark: _Toc236910619]3.3 Strategic Synthesis: Risk, Control and Long-Term Strategic Fit
The proposed entry strategy for Nando’s in the Japanese market is in harmony with its overall international strategy but also seeks to address the specific circumstances within the Japanese market. The hybrid approach to franchising will mitigate the political, financial and operational risk for Nando’s by offsetting a degree of full ownership control in favour of partnership. In terms of political risk, despite Japan's relative political stability, regulatory requirements and potential cultural issues present uncertainty to any foreign-based restaurant group. In terms of resources, the franchising and joint venture approach would enable Nando's to expand in Japan without significant capital expenditure in the initial stages. This is critical since it will cost a substantial amount of capital to develop Nando's brand awareness in the market. In terms of the conflict between control and flexibility, a hybrid strategy would allow Nando's to maintain control over key attributes of its brand and its products, such as recipes, brand standards, quality control, service, and sustainability, while allowing local partners flexibility on other issues such as customer taste, advertising messages and supplier choices. With respect to long-term strategic fit, Japan is ideal as a hub for expansion in the wider Asian market, and a successful entry into Japan could enhance Nando's position in other mature markets such as Korea and Taiwan. However, this success is dependent on Nando's ability to successfully tailor its offer whilst retaining its global brand identity.
[bookmark: _Toc236910620]3.4 Conclusion and Recommendations
In summation, although Nando's has experience in franchising its brand, it would benefit from a more integrated approach to its Japanese expansion. The strategy recommended for Nando's in Japan is a combination of joint venture and franchising, as this would allow for the appropriate risk mitigation, a degree of control, and local market adaptations required for success. The Japanese market would provide Nando with an excellent opportunity due to its advanced and prosperous clientele with high purchasing power and willingness to experience the international cuisine. Nonetheless, there are also potential threats like strong local competition, cultural barriers, high operation costs, among others, that must be handled with care in the market. As such, Nando's should develop its brand presence initially through flagship restaurants, located in the key metropolitan cities of Tokyo and Osaka, and supported by a strong Japanese partner, before exploring the possibility of further growth through franchising.


[bookmark: _Toc236910621]Section 2
[bookmark: _Toc236910622]4.1 Description
This assignment requires researching and analysing some strategic factors around the Nando's potential venture into Japan. Primarily, the assignment aims to explore how to analyse a foreign market and evaluate which entry strategy would be the best for the company, and how to balance standardisation and adaptation between an MNC's headquarters and the target country. To complete the assignment, I performed the following research steps: reviewing academic literature, examining industry information, and using international business theories and market conditions. 
I decided to use Gibbs Reflective Cycle (1988) as a reflection on the entire process, because the cycle presents a structure in six steps - Description, Feelings, Evaluation, Analysis, Conclusion, Action plan - in which I can reflect on what happened, how I felt, what my role was and the learning outcomes in the module. 
[bookmark: _Toc236910623]4.2 Feelings
At the start of the module, I felt a bit insecure and enthusiastic because, although international expansion and multinational strategy are fascinating fields, I thought analysing the case study required various areas that were still unfamiliar to me. Initially, I struggled to link theoretical frameworks such as the international strategy of Bartlett and Ghoshal (1989) and the OLI framework of Dunning (2023) with a real business situation. I felt that theoretical models are often presented in abstract terms that can be difficult to translate to real organisations, but lectures, class discussions and my past experience on different projects helped me to be more confident. Through them, I better understood the need to assess multinational corporations' capabilities against different institutional, political and economic characteristics. The module learning contents, such as Cavusgil, Knight and Riesenberger (2023) stating the importance of integrating academic theory into market knowledge to make the best international business decision, assisted me in taking the research step seriously and developing my analysis in depth. 
[bookmark: _Toc236910624]4.3 Evaluation
To analyse the Japanese market entry for Nando’s, I have collected both academic literature (journals, textbooks, case studies) and industry data and secondary information (industry reports, economic and market statistics) from reliable and varied sources. I used databases such as Google Scholar to conduct searches, especially focusing on publications related to international business, market entry, foreign direct investment, and Japanese business culture. Some specific sources used in my work include: 
Academic journal articles focusing on:
· Internationalisation of service firms.
· Market entry modes in Japan. 
· Cultural issues in International Business. 
· Textbooks and established references in the field of International Business. 
· Recent market reports and economic data about Japan’s restaurant industry. 
· Country information websites. 
An important part of my research approach is the use of famous models of international businesses. As an illustration, the model of international strategy offered by Bartlett and Ghoshal (1989) was a handy tool to classify Nando as a probable transnational company that has to be global but local at the same time. In the same manner, the OLI (Ownership, Location, Internalisation) framework developed by Dunning was useful in finding out the potential benefits and drawbacks that Nando would have had when thinking about going global.  Nevertheless, in my preparation, I had a couple of difficulties. To begin with, it was hard to locate pertinent and recent academic literature. There are certain standard theoretical schemes in the International Business sector, but, regrettably, in some cases, the literature can be too old to be useful in up-to-date strategic evaluation. In order to eliminate this barrier, I devoted the greater part of my research to finding and reading more recent publications and attempted to reconcile the old concepts of the theories with the recent discoveries and new data. Secondly, I discovered that it was difficult to strike the balance between description and critical evaluation in my research. It's quite easy to research and present factual information on Japan's economic and restaurant industry. The only thing that demanded more efforts was to connect this information with the needs of Nando, examine the opportunities and risks involved, and assess the resources and capabilities of Nando. After weighing different options and focusing on the possible benefits and drawbacks, I strengthened this part of my work. 
[bookmark: _Toc236910625]4.4 Analysis
This assignment taught me to have a more in-depth view of how multinational companies must take into account various factors when outlining their international expansion strategies. The theories made me understand that there can be no simple transfer of business model of a company to that of the other country. MNCs have to change their products and services and marketing strategies based on regional cultural standards, legal and regulatory conditions and competitive forces in the market. Using the OLI framework, I got to learn that although Nando has great ownership benefits in the form of its brand, unique food idea, and established operational practices, its success in Japan would also be greatly influenced by its capacity to exploit location-specific benefits (e.g., ability to understand the taste and preferences of the Japanese consumers) and exploit the right internalisation benefits (e.g., efficient control systems to ensure brand-consistency). 
This further supports the idea of a moderate solution between international standardisation and national sensitivity. Moreover, the entry mode studies were used to indicate the individual risks of the different alternatives. As an example, franchising that at first sight might seem to be the best way to establish itself quickly in the market presents some risks such as the loss of control over the brand standards and quality that may negatively impact the reputation of Nando. As Paul and Feliciano-Cestero (2022) point out, careful selection of entry modes to align with the company's resources and the external environment is crucial for success. 
[bookmark: _Toc236910626]4.5 Conclusion
[bookmark: _Toc236910627]The international business prospect for Nando's venturing into Japan is promising due to Japan's solid and steady economy, the high customer purchase power, and a greater interest for international dining experience. Long-term survival of the brand relies not only on the suitable mode choice, but also on harmonising the brand's global culture and localisation approach. Nando's dominant storytelling culture, built on its Portuguese-African roots, PERi-PERi genesis and dining sensation, can position itself well to touch emotionally the customers' heart in Japan. On the other hand, the company is required to tailor the menus, customer service, ambiance, and communications to meet customers' social, cultural and quality standards. Hybrid entry with Joint Venture combined with Franchising is the ultimate solution enabling balance between world-wide command and localized responsiveness; as a result, Nando's is capable of building a sustained competitive edge in the Japanese market.
[bookmark: _Toc236910628]4.6 Recommendations
Employ a Hybrid Entry Strategy Partner in a joint venture with a seasoned Japanese restaurant specialist in order to access local market expertise, then followed by a limited rollout of franchised outlets and a long-term growth strategy. Drive Localisation efforts Modify menus by localising for: different spice levels, a selection of Japanese side dishes, seasonals and local sourcing, whilst ensuring brand PERi-PERi is maintained (Dunning, 2023). Design in-restaurant experience; develop customer service and digital and promotional activities based on customer experience and Japanese tastes. 
Utilise storytelling the culture Market Portugal's African roots, PERi-PERi as part of your story to restaurants, packaging, marketing campaigns and in restaurant experiences Develop in the story through your chosen language which link Nando's values to local values, Omotenashi, culture etc and foster stronger emotional brand loyalty (Hazzan et al., 2025). 
Invest in training Develop cross-cultural training in business etiquette, customers service standards and inter-cultural communication to ensure you offer consistent high service standards while retaining the brand persona. Create a plan to build brand awareness prior to going wider Raise profile through flagships in tokyo & osaka backed by social/influencer marketing, digital campaigns, pop-up and in store experiences (Hong, 2025).
[bookmark: _Toc236910629]
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