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The concept of international business refers to activities that involve cross-border transactions and interactions between organizations in different countries. As the world has become increasingly globalized, international business has become increasingly important for companies to expand their market reach and tap into new opportunities. In spite of this, international businesses are dependent upon a number of factors, including both internal and external factors.
There are a number of external business factors, including political, economic, social, and technological conditions, which can affect a company's operations and success (Whittington, 2001). A company's demand for its products or services, its supply chain, and its ability to compete in the global market can be affected by changes in government policies, economic instability, cultural differences, and technological advancements.
In order to develop an effective strategy, international businesses must conduct a thorough analysis of their external business environment. The company must assess the opportunities and threats that exist in the environment and assess how they may affect its operations and goals (Johnson et al., 2017). As one of the most common methods for conducting an environmental analysis, PESTEL analysis focuses on the political, economic, social, technological, environmental, and legal factors that may impact a business (Johnson et al., 2017).
A company's strategy and success are shaped not only by its external environment, but also by its internal business environment. An organization's culture, resources, and capabilities play an important role in this process (Whittington, 2001). In order to compete in a global market, a company's internal environment can have a significant impact on its ability to adapt to external changes.
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There is a great deal of potential for development in Romania, a country in transition with a rapidly growing economy. There has been significant progress made by the country in terms of technology and digitalization in recent years, however Romania still lags behind more developed countries in the region such as Germany, France, or the United Kingdom" (Vladoiu and Cucu-Ciuhan, 2018).
 Mobile devices are widely used in Romania, with over 80% of the population owning one. Most of these devices are smartphones, and the country has a relatively high rate of smartphone penetration when compared with other developing countries." (Vladoiu and Cucu-Ciuhan, 2018)
[bookmark: _Toc130744315]Theory implementation
An internationalization process theory may be relevant to Mitsubishi Electronics' plans to open an electronic business in Romania. Through a process of experiential learning and market knowledge accumulation, companies gradually increase their international involvement over time (Johanson & Vahlne, 1977). 
Taking advantage of Romania's growing economy could be seen as a strategic move by Mitsubishi Electronics to gain access to new markets. As a result of its low labour costs, skilled workforce, and favourable business environment, Romania has become a popular destination for foreign investment in recent years (European Commission, 2021). 
The Network Theory suggests that firms may gain access to valuable resources and knowledge by leveraging relationships and partnerships with local actors (Johanson & Mattsson, 1988). Developing strong relationships with local suppliers and distributors and forming alliances with Romanian businesses will enable Mitsubishi Electronics to strengthen its market position and improve its chances of success.
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The following is a SWOT analysis of Mitsubishi Electric for its operations in Romania:
 
Strengths:
With a strong global presence, Mitsubishi Electric is a reputable and established brand.
In addition to HVAC systems, factory automation systems, and transportation systems, the company offers a wide range of products and services.
In the Romanian market, Mitsubishi Electric has a strong focus on innovation and technology.
 
Weaknesses:
It may be difficult for Mitsubishi Electric to adapt its products and services in order to meet the specific needs of the Romanian market.
It is possible that the company will face competition from established local players who have a better understanding of the local market and culture.
In order to build brand awareness and gain market share in Romania, Mitsubishi Electric may need to spend more on marketing and advertising.
 
Opportunities:
The Romanian market is growing and is experiencing a high demand for modern technology and infrastructure.
Due to its strategic location in Europe, the country can serve as a gateway to other markets.
To meet the demand for new and advanced solutions in Romania, Mitsubishi Electric can leverage its expertise in technology and innovation.
 
Threats:
It is risky for foreign companies to operate in Romania due to the political and economic instability.
As a result of the country's complex regulatory environment, new players may be unable to enter the market.
Mitsubishi Electric may face competition from other global players that are also interested in entering the Romanian market.
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The Romanian government's bureaucratic and legal system could prove to be one of Mitsubishi Electronics' biggest challenges when it opens a business there. It is estimated that Romania ranks 55th out of 190 economies for ease of doing business, indicating that the country's regulatory environment can be complex and time-consuming for foreign investors (World Bank Group, 2021). According to the book Doing Business 2021: Comparing Business Regulation for Domestic Firms in 190 Economies, Romania ranks 55th out of 190 economies.
Mitsubishi Electronics may face a number of challenges due to Romania's business environment, including starting a business, obtaining construction permits, and complying with tax regulations. As an example, the book indicates that starting a business in Romania takes an average of 15 days, compared with an average of 7.5 days in the high-income countries of the OECD (World Bank Group, 2021). In OECD high-income countries, the process of obtaining construction permits can take an average of 191 days as compared to 157 days for low-income countries (World Bank Group, 2021).
Furthermore, the book also highlights the issue of corruption in Romania, which can increase business costs and damage Mitsubishi Electronics' reputation. The Corruption Perceptions Index 2020 places Romania 44th out of 180 countries, indicating that corruption remains a significant problem in the country (Transparency International, 2021).
While Mitsubishi Electronics has the opportunity to invest in Romania, the country's bureaucracy and legal system, as well as issues related to corruption, could pose significant challenges that need to be carefully assessed before investing.
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In order to ensure legal compliance, risk management, and ethical conduct, Mitsubishi Electronics operating in Romania would need to consider various aspects of corporate governance. 
As part of corporate governance, the board of directors may be responsible for overseeing Mitsubishi Electronics' operations and decision-making in Romania. Based on the findings of a study by (Gugler et al. 2011), effective board oversight can improve the performance of companies as well as reduce the likelihood of corporate scandals. According to the study, board independence, diversity, and expertise all play a significant role in enhancing the effectiveness of boards.
The management of risk may also be relevant to Mitsubishi Electronics in Romania as part of corporate governance. An effective risk management system can assist companies to identify, assess, and mitigate risks that could negatively impact their operations and reputation, as stated in a book chapter by Bucur and (Bejinaru 2019). Companies are advised to establish risk management policies and procedures, as well as to monitor and evaluate their exposure to risk on a regular basis.
In addition, Mitsubishi Electronics would need to consider ethical conduct as part of its corporate governance practices in Romania. As reported in a journal article by (Mihai and Pop 2015), ethical behaviour can enhance the reputation of companies as well as stakeholder trust, allowing them to achieve long-term success. A code of ethics should be established by companies, employees should receive ethics training, and stakeholders should be informed regularly about the ethical values of companies. 
In order to ensure legal compliance, risk management, and ethical behaviour, Mitsubishi Electronics operating in Romania would need to take into account various aspects of corporate governance.
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In order to succeed in Romania, Mitsubishi Electronics would need to align its business strategy and culture with the local market. 
A localization strategy could be relevant to Mitsubishi Electronics in Romania. Based on a book chapter by Kotabe and Murray (2004), localization involves adapting products, marketing, and operations to meet the unique needs and preferences of local customers. According to the authors, the localization strategy can increase customer satisfaction, build brand loyalty, and increase market share.
There is also the issue of Romanian culture to consider. Romania has a collectivist culture that values relationships, social interaction, and loyalty, according to a journal article by Gavrila and Nastase (2018). According to the authors, companies operating in Romania should place a priority on building relationships with stakeholders, such as customers, employees, and suppliers, in order to increase customer loyalty and trust.
It is also possible for Mitsubishi Electronics to consider adopting a corporate culture that is aligned with the values and norms of the Romanian market. An article by Opreana and Pop (2019) suggests that corporate culture has a significant impact on employee behaviour, motivation, and performance. A company's culture should be one that promotes ethical behaviour, employee engagement, and innovation, according to the authors.
It would be advantageous for Mitsubishi Electronics to consider adopting a localization strategy, establishing relationships with stakeholders, and establishing a corporate culture that is aligned with the values and norms of the Romanian market to enhance its chances of success.
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Located in Romania, Flex is a global provider of electronics manufacturing services. Several Flex facilities are located in Romania, including manufacturing, logistics, and engineering facilities. 
It appears that Flex's Romanian strategy is focused on taking advantage of the country's skilled workforce and favourable business environment. Upon announcing the opening of a new manufacturing facility in Romania in 2019, Flex noted that the country has a "strong pool of talent in engineering and electronics manufacturing," as well as a "friendly investment environment." (Flex, 2019). 
Flex has established partnerships with local suppliers and customers in order to operate in Romania. Among other things, Flex partnered with a Romanian software company, Softelligence, in 2017 to develop and supply software solutions for the automotive industry (Softelligence, 2017). In addition, Flex has established training and development programs for its employees in collaboration with several Romanian universities (Flex, 2019).
According to Flex, its approach to operating in Romania is to build strong relationships with local stakeholders, leverage the skilled workforce, and establish a strong presence in the market. In Romania, Flex has established a successful operation through partnerships with local suppliers and customers, as well as by investing in employee training and development.

[bookmark: _Toc130744321]Identify and analyze different barriers
When trying to operate in Romania, Mitsubishi may encounter several barriers. Based on information obtained from a variety of books and journals, these barriers can be identified and analyzed. 
1. Political and Legal Barriers:
Foreign companies may find Romania's political and legal environment challenging and complex. According to a study conducted by the World Bank, Romania ranks 52nd out of 190 countries in terms of ease of doing business, indicating that many bureaucratic and legal obstacles must be overcome in order to operate there (Doing Business 2020).
2. Economic Barriers:
In comparison with other European Union (EU) countries, Romania's market is relatively small, and its economy is heavily dependent upon exports. Especially if foreign companies are unfamiliar with the local business culture and practices, this can make it difficult for them to establish a foothold in the market (OECD, 2019).
3. Cultural Barriers:
It is also possible for foreign companies operating in Romania to encounter cultural differences. In Romania, for example, the business culture tends to be hierarchical and formal, which can be intimidating for foreign companies used to an informal approach (Hofstede Insights).


4. Infrastructure Barriers:
In rural areas, Romania's infrastructure is still being developed, which can pose a challenge to foreign companies requiring reliable transportation and communication systems (OECD 2019).
In general, Mitsubishi may encounter a number of barriers when it attempts to operate in Romania. There can be a variety of barriers, including those related to politics, law, economics, culture, and infrastructure. It will be necessary for Mitsubishi to conduct a thorough market research and develop a thorough understanding of the local business environment in order to overcome these obstacles. It may also be necessary for them to partner with local businesses or hire local staff in order to navigate the complex cultural and legal environment. 
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One example of a foreign business in Romania similar to Mitsubishi Electric is Bosch. Bosch is a multinational engineering and technology company based in Germany that operates in Romania. They specialize in manufacturing and distributing automotive parts, power tools, and home appliances. Bosch has been operating in Romania since 1994 and has a significant presence in the country, employing over 6,000 people across multiple locations. 
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Here are some strategies that Mitsubishi Electric can consider for implementation in Romania:
1. Establishing local partnerships: Mitsubishi Electric can establish partnerships with local companies in Romania to facilitate entry into the market. This can help the company to access local resources and knowledge, as well as build a network of contacts.
2. Investing in research and development: Investing in research and development in Romania can help Mitsubishi Electric to develop products and services that are tailored to the needs of the Romanian market. This can also help to build the brand image and reputation in the local market.
3. Offering customized solutions: Mitsubishi Electric can offer customized solutions to meet the specific needs of the Romanian market. This can include localizing products, services, and customer support.
4. Building a strong online presence: Building a strong online presence can help Mitsubishi Electric to reach a wider audience in Romania. This can include optimizing the company website for local search engines, creating local social media profiles, and running targeted online advertising campaigns.
5. Investing in employee training and development: Investing in employee training and development can help to build a strong team in Romania. This can include providing language and cultural training, as well as technical training to ensure that employees are equipped with the knowledge and skills needed to succeed in the local market.

[bookmark: _Toc130744324]Conclusion

In conclusion, Mitsubishi Electric can be successful in Romania by focusing on the needs of the market and offering high-quality products and services. The company should prioritize building strong partnerships with local companies and investing in research and development to tailor its offerings to the specific needs of the Romanian market. Additionally, offering customized solutions and building a strong online presence can help to reach a wider audience and build a strong brand image. Finally, investing in employee training and development can help to build a strong team in Romania and ensure that the company is well-equipped to meet the challenges of operating in the local market. By taking these steps, Mitsubishi Electric can become a leading player in the Romanian market and capitalize on the opportunities presented by this emerging economy.
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