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[bookmark: _Toc236167953]INTRODUCTION

The rapid globalisation of the restaurant industry has intensified competitive pressures and compelled firms to adopt sophisticated international strategies that balance global efficiency with local market responsiveness. Understanding how organisations navigate these competing demands is central to evaluating their long‑term competitiveness and strategic coherence. This report examines the international expansion and strategic positioning of Nando’s, a South African‑Portuguese casual dining brand that has evolved into a globally recognised chain. Using Bartlett and Ghoshal’s International Strategy Framework, the analysis explores how Nando’s manages the dual pressures of global integration and local responsiveness across its diverse international markets. By critically assessing the extent to which Nando’s exhibits characteristics of global, multi‑domestic, international, or transnational strategies, the report provides insight into the strategic choices underpinning the brand’s international success, as well as the challenges and limitations associated with its approach. This evaluation contributes to a deeper understanding of how mid‑sized multinational restaurant chains can leverage hybrid strategies to sustain growth, maintain brand identity, and adapt to culturally varied consumer environments.
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[bookmark: _Toc236167955]Understanding the Bartlett & Ghoshal Framework
Bartlett and Ghoshal's international strategy framework classifies multinational companies into four strategic approaches based on the balance between global integration and local responsiveness. The four resulting strategies are International with global high integration and low responsiveness, Multidomestic with low integration and high responsiveness, transnational with high integration and high responsiveness and Global with high integration and low responsiveness (Tallman, 1990).
Nando's is best classified as pursuing a transnational strategy, although elements of a multidomestic strategy are also evident. The company seeks to maintain a globally consistent brand while adapting products, operations, and marketing to local market conditions.

[bookmark: _Toc236167956]Why Nando's Fits the Transnational Strategy
[bookmark: _Toc236167957]High Global Integration
Defining features of Nando's is maintaining a consistent brand identity across all international markets are PERi-PERi chicken remains the signature product worldwide, restaurant ambience follows a recognisable South African design theme, core branding, logo, slogans, and service philosophy remain consistent, quality standards are centrally controlled and global supplier relationships ensure consistency in sauces and marinades (Nando’s, 2026).
These characteristics demonstrate strong global integration by creating economies of scale and protecting brand equity. Maintaining standardisation enables strong global brand recognition, consistent customer experience, operational efficiency and lower product development costs. However, excessive standardisation could reduce appeal in culturally different markets.

[bookmark: _Toc236167958]High Local Responsiveness
Unlike companies using a purely global strategy, Nando's adapts significantly to local markets by expanded vegetarian and vegan ranges, children's menus, halal restaurants in selected areas of the UK.
Implementing lower spice options alongside extra-hot PERi-PERi, vegetarian wraps and paneer products, no beef products and menu adapted to local dietary preferences in India (Nando’s, 2026).
Employing entirely halal-certified operations, family dining layouts and culturally appropriate marketing in the Middle East.
Affecting simplified menus, stronger emphasis on grilled chicken rather than spicy food, digital ordering and loyalty programmes in the USA. This flexibility reflects high local responsiveness.

[bookmark: _Toc236167959]Knowledge Sharing Across Markets
One hallmark of transnational firms is learning across subsidiaries. Nando's demonstrates this by introducing successful menu innovations internationally, sharing digital ordering technologies, transferring restaurant design ideas, global management training programmes and cross-country supply chain coordination. Knowledge flows in multiple directions rather than simply from headquarters.

[bookmark: _Toc236167960]Strategy Strengths
Strong Global Brand as customers recognise Nando's worldwide with the legendary Barcelos Cockerel (Nando’s, 2026. This creates customer trust, repeat business and marketing efficiencies.
Adaptation improves local acceptance as local menu modifications reduce cultural barriers with vegetarian products in India, halal certification in Muslim-majority countries and vegan products in the UK. These adaptations increase market acceptance while preserving the Nando’s brand identity.

[bookmark: _Toc236167961]Balancing Efficiency and Flexibility
The transnational model allows Nando's to centralise procurement, maintain quality control and reduce operational costs while simultaneously allowing local managers flexibility. This balance represents one of the key advantages identified by Bartlett and Ghoshal (1989).

[bookmark: _Toc236167962]Weaknesses
Increased Operational Complexity with managing both global consistency and local adaptation is expensive. Challenges include more complex supply chains, different food regulations, diverse consumer preferences and greater managerial coordination which increase operational costs.
Supply Chain Risks as maintaining consistent PERi-PERi ingredients globally can become difficult. Global disruptions such as COVID-19 and shipping delays demonstrated vulnerabilities in internationally integrated supply chains.
Slower Decision-Making compared with a purely multidomestic company, strategic decisions often require approval from headquarters while considering local market needs. This can reduce responsiveness.

[bookmark: _Toc236167963]DETERMINING NANDO’S SUCCESSFUL ENTRY INTO GERMANY
Germany represents an attractive but demanding expansion market for Nando’s. Its large urban population, strong infrastructure and familiarity with international cuisines create opportunities for a differentiated fast-casual chicken brand (Möhring, 2014). However, success will depend on how effectively Nando’s responds to the political, economic, legal and cultural conditions most relevant to the restaurant industry. These factors should not be considered separately, because their interaction will determine whether Nando’s can maintain its distinctive global identity while adapting sufficiently to German market conditions.

[bookmark: _Toc236167964]Political Factors
Germany’s stable political institutions, transparent commercial environment and strong protection of contracts and intellectual property reduce the political risk of market entry. For Nando’s, this provides confidence when investing in restaurant locations, supply relationships, branding and employee training. Germany’s membership of the European Union may also make the country a useful platform for wider continental expansion, as compliant systems developed for Germany could support entry into other EU markets.
Nevertheless, political stability does not mean administrative simplicity. Restaurant operators must comply with federal, regional and municipal requirements covering planning permission, food premises, fire safety, waste management and outdoor seating (Wohlgemuth, 1999). These procedures may differ between cities and federal states. Consequently,
Nando’s would require local legal, property and regulatory expertise. Delays in licensing or changes of building use could increase pre-opening costs and weaken the economics of unsuitable sites.
A favourable political development is the reduction of VAT on restaurant food to 7% from January 2026, while drinks remain taxed at 19%. This may improve restaurant margins or allow Nando’s to offer more competitive food prices. However, the benefit should not encourage excessive premium pricing. German hospitality businesses continue to face weak demand and cost pressures, meaning consumers remain price conscious. Nando’s should use the tax advantage to support an accessible-premium position rather than simply increasing margins.
Government emphasis on healthier and more sustainable food also affects Nando’s. Flame-grilled chicken can be positioned as an alternative to heavily fried fast food, but the company must avoid unsupported health claims. Concerns about poultry welfare, packaging, carbon emissions and food production mean that responsible sourcing and transparent nutrition will be important to brand legitimacy.

[bookmark: _Toc236167965]Economic Factors
Germany offers a large potential customer base, particularly in cities such as Berlin, Hamburg, Cologne, Frankfurt, Düsseldorf and Munich. These locations contain students, professionals, tourists and internationally oriented consumers who may be receptive to Nando’s PERi-PERi concept.
However, the German restaurant market is highly mature and competitive. Nando’s would compete not only with international chicken and burger chains but also with kebab outlets, independent grill restaurants, bakeries, supermarkets and delivery-only brands. The company must therefore provide a convincing reason for consumers to pay more than they would for established low-cost alternatives.
Price sensitivity is especially important because Nando’s normally occupies a position above traditional fast food. Its restaurant design, fresh preparation and service model create costs that make direct price competition difficult. Simply transferring UK prices into Germany would be risky. Nando’s should instead use tiered pricing, including affordable lunch meals, student bundles, sharing platters and loyalty incentives. This would encourage trial and repeat visits without reducing the whole brand to a discount offer.
Labour costs are likely to be one of the most significant barriers. Germany’s statutory minimum wage reached €13.90 per hour in 2026, alongside employer social contributions, paid leave, working-time rules and sick-pay obligations (Trading Economics, 2026). Nando’s service model is relatively labour-intensive because it combines cooking, customer interaction, table delivery and cleaning. Reducing staffing too far could damage service quality and undermine the premium proposition.
The company should therefore improve productivity through digital ordering, efficient kitchen layouts, staff cross-training, demand forecasting and a limited launch menu. Smaller restaurant formats may also reduce labour and property costs. However, technology should support rather than eliminate hospitality, because friendly service remains part of Nando’s differentiation.
Property costs create another challenge. Prime locations offer visibility but may involve high rents and intense competition (Siedentop, et al. 2026). Nando’s should select sites with strong public transport, mixed student, office and residential demand, evening footfall and delivery potential. A prominent but excessively expensive flagship could produce awareness without sustainable profitability.
Supply-chain economics are equally important. Nando’s should source chicken, produce and standard ingredients from Germany or the wider EU where possible, while centralising only distinctive PERi-PERi ingredients. This would reduce transport costs, supply disruption and environmental criticism. Multiple approved poultry suppliers would also reduce dependency risk.

[bookmark: _Toc236167966]Legal Factors
Food safety is particularly important because Nando’s specialises in poultry. Raw chicken creates serious risks of contamination, meaning the company must maintain rigorous controls over refrigeration, preparation areas, cooking temperatures, traceability and staff hygiene. A food-safety incident could damage a new and unfamiliar brand severely. Nando’s should therefore retain strong central quality standards while adapting procedures and training to German requirements.
EU allergen rules require clear information for food served in restaurants. Nando’s sauces, marinades and sides may contain multiple allergens, and menu adaptation increases complexity (Vicentini, et al. 2026). Digital and printed menus should provide accurate information in German, supported by a centrally maintained database. A smaller opening menu would reduce compliance and training risks.
German employment law also affects flexibility. Rules on working hours, holiday entitlement, pay documentation, equality and dismissal mean that Nando’s cannot rely on informal scheduling practices. A professional human-resource system with accurate time recording and trained managers will be essential. Although this increases cost, it may improve retention and service consistency.
Packaging, environmental regulation and data protection are also relevant. Takeaway and delivery operations must comply with German packaging and recycling requirements, while loyalty programmes and digital ordering must comply with the General Data Protection Regulation (Saldaña‐Pierard, et al. 2025). Claims concerning health, halal certification, animal welfare and sustainability must also be accurate and verifiable.
These legal demands influence entry mode. Franchising could provide local knowledge and reduce investment, but it might weaken control over food safety, service and employment practices. A company-owned pilot or tightly controlled joint venture would therefore be safer during the initial stage.

[bookmark: _Toc236167967]Cultural Factors
German urban consumers are familiar with international cuisines, which reduces the difficulty of introducing PERi-PERi chicken. However, tolerance for spicy food varies. Nando’s should retain its spice-level system, allowing customers to choose from mild to very hot options. Clear German-language descriptions and sampling could reduce uncertainty.
Chicken is widely acceptable and may be viewed as lighter than red meat, while grilling differentiates Nando’s from fried-chicken competitors. Nevertheless, concerns about animal welfare and intensive farming mean that the company must communicate sourcing standards clearly.
Vegetarian, vegan and flexitarian preferences are also commercially important. Nando’s does not need to abandon its chicken-led identity, but it should offer at least one credible plant-based main dish as it does in many other locations (Nando’s 2026). This is important because mixed groups may reject a restaurant that does not accommodate different dietary needs. Menu expansion should remain controlled, however, because excessive variety increases cost, waste and allergen complexity.
German consumers are also likely to expect transparent pricing, reliable service and clear restaurant procedures. Nando’s informal humour and energetic branding may be attractive, but it must be supported by operational consistency. Customers should immediately understand how to order, whether food is brought to the table and what level of service is included.
[bookmark: _Toc236167968]THE FINDINGS USING DUNNING’S ECLECTIC (OLI) PARADIGM


Dunning’s Eclectic Paradigm argues that successful foreign direct investment depends on three conditions: Ownership (O), Location (L) and Internalisation (I) advantages. Applying the OLI framework to Nando’s suggests that Germany represents a promising but challenging market (Sharmiladevi, 2017). While the company possesses distinctive ownership advantages and Germany offers attractive location characteristics, success depends on whether Nando’s can maintain control of its brand while adapting to Germany’s competitive, economic and regulatory environment.

[bookmark: _Toc236167969]Ownership Advantages
Ownership advantages are the firm-specific assets that enable a company to compete successfully overseas. Nando’s strongest ownership advantage is its distinctive brand identity. Unlike traditional fast-food chains, it combines flame-grilled PERi-PERi chicken with a unique South African Portuguese heritage, creating differentiation based on flavour, restaurant atmosphere and customer experience rather than price alone. Its presence in more than 20 international markets demonstrates that the concept is transferable across different countries.
Beyond its products, Nando’s possesses valuable intangible assets including proprietary recipes, operational know-how, supplier relationships and employee training systems (Lundan, 2010). These capabilities help maintain food quality and consistency, particularly important in Germany where food safety regulations are stringent and poultry products require rigorous handling. Strong operational processes therefore reduce compliance risks while supporting a consistent customer experience.
However, these ownership advantages should not be overstated. Brand recognition remains relatively low in Germany compared with the UK, South Africa or Australia. Consequently, Nando’s faces the liability of foreignness, whereby new entrants incur higher costs because they lack local market knowledge, customer loyalty and established supplier networks (Narula, Santangelo, 2012). Furthermore, grilled chicken and spicy sauces are not impossible for competitors to imitate. Sustainable competitive advantage therefore depends on combining product quality with customer experience, service culture and brand authenticity rather than relying solely on its food offering.
Nando’s people-focused organisational culture also supports service quality and employee engagement. Nevertheless, transferring this labour-intensive service model to Germany may increase operating costs because of relatively high wages and employment obligations. Consequently, Nando’s ownership advantages provide differentiation, but profitability will depend on adapting operations without weakening the customer experience.
[bookmark: _Toc236167970]Location Advantages
Germany offers several attractive location advantages. It is Europe's largest economy, with a large urban population, high purchasing power and well-developed infrastructure. Cities such as Berlin, Hamburg, Munich, Frankfurt and Cologne provide culturally diverse populations that are generally receptive to international cuisine (Narula, Santangelo, 2012). Germany's central European location could also enable Nando’s to use the country as a platform for future expansion into neighbouring EU markets.
Political stability and transparent legal institutions further strengthen Germany's attractiveness. Strong protection of contracts and intellectual property reduces investment risk, while membership of the European Union simplifies future regional expansion (Dunning, 2001). Recent reductions in VAT on restaurant food also provide an opportunity to improve profit margins or offer more competitive pricing.
Nevertheless, Germany's location advantages are accompanied by significant challenges. The restaurant industry is highly mature and competitive. Nando’s would compete not only against multinational fast-food chains such as McDonald's and KFC but also against independent grill restaurants, Turkish kebab outlets, supermarkets and food delivery platforms. Unlike emerging markets where brand novelty alone may attract customers, Germany requires clear differentiation to justify Nando’s premium pricing strategy.
Economic conditions also create uncertainty. Although consumer spending remains relatively resilient, inflation and increasing living costs have made German consumers more price sensitive (Hempel, Roosen, 2024). Nando’s occupies an accessible-premium position rather than competing on low prices, making careful pricing essential. Excessively high prices could reduce repeat purchases, while excessive discounting would weaken profitability and brand positioning.
Labour costs represent perhaps the greatest location disadvantage. Germany's high minimum wage, social insurance contributions and employment protections increase operating costs, particularly for labour-intensive restaurant concepts such as Nando’s. To maintain profitability, the company should improve productivity through digital ordering systems, simplified kitchen operations and staff cross-training rather than reducing customer service quality.
Supply-chain considerations also influence location attractiveness. Local sourcing of poultry and fresh produce would reduce transport costs, improve sustainability credentials and meet German consumer expectations regarding traceability. Only proprietary PERi-PERi ingredients should remain centrally sourced to preserve product consistency.
Overall, Germany offers attractive market potential, but only in metropolitan areas where consumers value differentiated dining experiences and possess sufficient disposable income.

[bookmark: _Toc236167971]Internalisation Advantages
Internalisation advantages determine whether a company should operate directly or rely on franchising, licensing or other partnerships. For Nando’s, internalisation is particularly important because its competitive advantage depends heavily on food quality, restaurant atmosphere and customer service.
Licensing would expose proprietary recipes, operational systems and brand reputation to considerable risk. Independent operators may reduce ingredient quality, alter cooking procedures or fail to maintain service standards, damaging the Nando’s brand. Franchising offers greater control than licensing, but inconsistencies between franchisees may still weaken customer perceptions, particularly in a market where Nando’s has limited brand recognition.
Consequently, company-owned restaurants offer significant advantages during market entry. Direct ownership allows Nando’s to protect its recipes, quality standards, employee training and restaurant culture while gaining valuable market knowledge. Learning about German consumer preferences, pricing, labour productivity and menu adaptations during an initial pilot phase would reduce uncertainty before wider expansion.
However, complete internalisation also requires substantial financial investment and exposes Nando’s to greater operational risk. Local restaurant operators often possess superior knowledge of property markets, regulation and consumer behaviour. Therefore, the most appropriate strategy would be a phased approach. Nando’s should initially establish company-owned flagship restaurants or a tightly controlled joint venture before considering selective franchising once operational systems have been successfully adapted to Germany.

[bookmark: _Toc236167972]Overall Assessment
The OLI framework suggests that Germany satisfies the conditions necessary for foreign direct investment, although each advantage is qualified by significant challenges.
Nando’s possesses strong ownership advantages through its internationally recognised brand, differentiated PERi-PERi concept and operational expertise. These assets provide a competitive foundation but require adaptation to overcome limited brand awareness and intense local competition.
Germany offers substantial location advantages through market size, political stability, urban diversity and access to the wider European market. However, these benefits are offset by high labour costs, mature competition, strict regulation and increasingly price-sensitive consumers. The opportunity therefore lies not in nationwide expansion but in carefully selected metropolitan markets where Nando’s unique positioning is most likely to succeed.
Finally, internalisation provides the greatest opportunity to protect Nando’s competitive advantages. Direct control allows the company to maintain food quality, customer experience and brand consistency while learning about local consumer behaviour. Although this increases financial commitment, it reduces reputational risk during the critical market-entry stage.
Overall, the OLI framework indicates that Germany represents an attractive long-term expansion opportunity, provided Nando’s adopts a gradual market-entry strategy (Dunning, 2001). Initial investment should focus on a small number of company-controlled restaurants in major cities, supported by local sourcing, accessible-premium pricing, digital technologies and selective menu adaptation. Once the concept has been validated and profitable operating procedures established, the company can expand through carefully selected franchise or joint-venture partnerships.
In conclusion, Dunning’s Eclectic Paradigm demonstrates that Nando’s possesses the ownership, location and internalisation advantages necessary to enter Germany successfully. However, these advantages alone do not guarantee success. Sustainable performance will depend on balancing global brand consistency with local responsiveness, enabling Nando’s to establish a profitable and scalable presence within Germany's highly competitive restaurant industry.

[bookmark: _Toc236167973]NANDO’S GLOBAL EXPANSION MODES
[bookmark: _Toc236167974]Introduction
A firm's choice of entry mode significantly influences the success of its international expansion by determining the level of investment, control, risk and operational flexibility (Hill, 2008). Common market entry modes include exporting, licensing, franchising, joint ventures and wholly owned subsidiaries. Historically, Nando's has not relied on a single-entry strategy. Instead, it has adopted a hybrid approach, combining company-owned subsidiaries with selective franchising and joint ventures, depending on the characteristics of the target market. This flexible approach reflects Nando's transnational strategy, enabling the company to maintain global brand consistency while adapting to local market conditions.

[bookmark: _Toc236167975]Company-Owned Subsidiaries: The Primary Entry Mode
The dominant entry mode in Nando's major international markets has been company-owned subsidiaries, particularly in strategically important countries such as the United Kingdom, Australia, Canada and the United States. Under this approach, Nando's owns and manages restaurant operations directly, retaining full control over strategic decisions, product quality, restaurant design, employee training and customer experience.
The UK illustrates the effectiveness of this strategy. Since entering the market in 1992 (Pollitt, 2006), Nando's has expanded to over 450 restaurants, making the UK its largest international market outside South Africa. Direct ownership has enabled the company to develop a highly consistent brand image while adapting menus to local preferences through vegetarian options, halal restaurants and locally relevant marketing campaigns.
The principal advantage of company ownership is maximum operational control. Nando's distinctive competitive advantage depends heavily on maintaining consistent food quality, restaurant atmosphere and customer service. Direct ownership enables the company to standardise recipes, employee training, procurement systems and marketing while protecting its proprietary PERi-PERi products and brand identity.
However, wholly owned subsidiaries require substantial financial investment and expose the company to higher commercial risk. Nando's bears responsibility for property acquisition, labour costs, supply-chain development and regulatory compliance. Expansion through wholly owned restaurants is therefore relatively slow and capital intensive compared with franchising.

[bookmark: _Toc236167976]Selective Franchising
Alongside direct ownership, Nando's has selectively used franchising, particularly in markets where local knowledge, capital and operational expertise are advantageous (Gillis, Castrogiovanni, 2012). Unlike many global fast-food chains, Nando's does not operate an open franchise system. Instead, it carefully selects experienced partners capable of maintaining its operational standards.
Franchising reduces financial risk because franchisees provide much of the investment required for restaurant development while possessing valuable local market knowledge. Local partners are often better positioned to identify suitable sites, recruit employees and navigate regulatory requirements.
This approach has been particularly evident in parts of the Middle East, Asia and Africa, where local franchise partners possess a better understanding of consumer preferences, cultural expectations and business regulations than Nando's headquarters.
However, franchising also presents significant disadvantages (Salar, Salar, 2014). Reduced managerial control increases the risk of inconsistent service quality, operational standards and customer experience. For a brand such as Nando's, whose competitive advantage depends on consistent food quality and restaurant atmosphere, poorly managed franchises could damage global brand reputation.
To minimise these risks, Nando's maintains strict franchise agreements covering restaurant design, supplier standards, employee training, operational procedures and quality assurance. Consequently, franchising has been used selectively rather than as the company's primary expansion model.

[bookmark: _Toc236167977]Joint Ventures
Nando's has also entered selected international markets through joint ventures, particularly where local market knowledge and business relationships are critical. Under a joint venture, Nando's shares ownership, investment and decision-making responsibilities with a local partner.
The principal advantage of this approach is risk sharing. Local partners contribute market knowledge, established supplier networks and experience with local regulations, reducing the liability of foreignness commonly experienced by multinational firms.
Joint ventures have been particularly valuable in markets where cultural differences, regulatory complexity or ownership restrictions make wholly owned subsidiaries more difficult to establish (Lane, 1990). They also facilitate faster access to local distribution networks and experienced management teams.
Nevertheless, joint ventures introduce potential conflicts over strategic objectives, investment decisions and operational priorities. Shared ownership may also reduce Nando's ability to maintain complete control over brand positioning and customer experience. For this reason, joint ventures have generally been employed only where collaboration provides clear strategic benefits.

[bookmark: _Toc236167978]Limited Use of Licensing and Exporting
Unlike many international consumer brands, Nando's has made very limited use of licensing or exporting as market-entry strategies.
Licensing would require Nando's to transfer valuable intellectual property, including recipes, trademarks and operational systems, to independent companies (Yang, Maskus, 2001). This would significantly reduce control over product quality and customer experience while increasing the risk of imitation. Since Nando's competitive advantage depends largely on its brand identity and operational expertise, licensing is inconsistent with its strategic objectives.
Similarly, exporting is unsuitable for the restaurant industry because food products require local preparation and immediate consumption. Although proprietary sauces and seasonings may be manufactured centrally and supplied internationally, the restaurant business itself cannot be exported in the same way as manufactured goods. Consequently, exporting plays only a supporting role within Nando's supply chain rather than serving as an international market-entry strategy.

[bookmark: _Toc236167979]Critical Evaluation
Nando's international expansion demonstrates that entry mode selection has been contingent upon balancing control, investment and local responsiveness.
Company-owned subsidiaries provide the greatest strategic control and have been preferred in major growth markets where Nando's seeks to build long-term brand equity. This approach aligns with the company's transnational strategy by allowing global standardisation while supporting carefully managed local adaptation.
Franchising and joint ventures, however, provide greater flexibility in markets characterised by higher uncertainty, cultural differences or regulatory complexity. By partnering with experienced local firms, Nando's reduces financial exposure while benefiting from local market knowledge.
This hybrid strategy is consistent with Dunning's Eclectic (OLI) Paradigm. Nando's ownership advantages—its internationally recognised brand, proprietary PERi-PERi products and operational expertise—justify maintaining substantial control over foreign operations. At the same time, location-specific advantages in different countries encourage collaboration with local partners where market knowledge or regulatory requirements create barriers to wholly owned investment. Internalisation advantages explain why Nando's has largely avoided licensing, preferring entry modes that allow greater protection of its intellectual property and customer experience.
Nevertheless, the strategy is not without limitations. Heavy reliance on company-owned restaurants slows international expansion because significant financial resources are required for each new market. In contrast, competitors such as McDonald's and KFC have expanded more rapidly through extensive franchising. Nando's has therefore prioritised sustainable growth and brand consistency over rapid global market coverage.
Furthermore, selective franchising requires continuous monitoring and support to ensure compliance with global standards. As the number of international restaurants increases, maintaining operational consistency becomes increasingly resource intensive.

[bookmark: _Toc236167980]Conclusion
Historically, Nando's has employed a hybrid international entry strategy, dominated by company-owned subsidiaries and supported by selective franchising and joint ventures. Direct ownership has enabled the company to protect its brand, maintain consistent product quality and deliver a distinctive customer experience in strategically important markets. Franchising and joint ventures have complemented this approach by providing local knowledge, reducing financial risk and facilitating entry into more complex markets.
Overall, Nando's entry mode strategy reflects a deliberate emphasis on long-term brand development rather than rapid expansion. While this approach limits the speed of international growth, it has enabled the company to maintain a strong global reputation and supports its broader transnational strategy of combining global consistency with local responsiveness.


[bookmark: _Toc236167981]REFLECTION
[bookmark: _Toc236167982]Reflection Using Kolb’s Reflective Cycle
Kolb’s Reflective Cycle provides a structured framework for learning from experience through four stages: concrete experience, reflective observation, abstract conceptualisation and active experimentation (Svinicki, Dixon, 1987). Applying this model to this international business project has enabled me to evaluate both my learning process and the development of my analytical skills.

[bookmark: _Toc236167983]Concrete Experience
The primary experience involved analysing Nando’s international strategy and evaluating the feasibility of entering the German market. This required applying a range of international business theories, including Bartlett and Ghoshal’s Transnational Strategy, Dunning’s Eclectic (OLI) Paradigm and market entry mode theory. In addition, I evaluated Germany’s political, economic, legal and cultural environment and synthesised these findings into strategic recommendations. Throughout the project, I conducted academic research using textbooks, journal articles and current industry reports to support my analysis.
[bookmark: _Toc236167984]Reflective Observation
Initially, I found it challenging to move beyond simply describing theoretical frameworks. My first instinct was to explain each model independently, but I realised that a stronger analysis required linking theory directly to Nando’s strategic decisions. For example, rather than only explaining Dunning’s OLI framework, I learned to evaluate how Nando’s ownership advantages, Germany’s location-specific characteristics and the need for internal control collectively influenced its preferred entry mode.
I also recognised the importance of using current business evidence alongside academic literature. Government publications, industry reports and company information strengthened my arguments by demonstrating how theoretical concepts apply to real business environments. This highlighted that international business decisions are influenced not only by theory but also by changing economic conditions, consumer behaviour and regulatory developments.

[bookmark: _Toc236167985]Abstract Conceptualisation
Completing this project improved my understanding of the complexity of international expansion. I learned that successful market entry depends on balancing global standardisation with local responsiveness rather than adopting a single universal strategy. Nando’s illustrates how multinational firms must protect their core brand identity while adapting products, pricing and operations to local market conditions.
The project also deepened my appreciation of the interdependence of external environmental factors. Political stability, economic conditions, legal regulation and cultural preferences cannot be analysed in isolation because they influence one another. For example, Germany’s high labour costs affect pricing strategies, while legal food safety requirements influence operational decisions and supply-chain management. Applying Dunning’s OLI framework demonstrated how ownership, location and internalisation advantages are interconnected when selecting an appropriate market entry strategy.
More broadly, I developed stronger critical thinking skills by evaluating both the strengths and limitations of international business theories. I recognised that frameworks such as Bartlett and Ghoshal’s model and Dunning’s Eclectic Paradigm provide useful analytical guidance, but they cannot fully capture the complexity and uncertainty of real-world business environments. This reinforced the importance of using multiple frameworks together rather than relying on a single model.

[bookmark: _Toc236167986]Active Experimentation
If I were to undertake a similar project in the future, I would begin by developing a clearer research plan and collecting academic and industry sources simultaneously. This would allow theoretical concepts and practical evidence to be integrated more effectively throughout the analysis rather than added separately during later stages.
I would also strengthen my evaluation by incorporating more comparative analysis between Germany and other potential expansion markets. This would provide a stronger justification for recommending Germany over alternative countries and demonstrate a broader understanding of international market selection.
Finally, I intend to continue improving my ability to write critically by focusing less on description and more on evaluating strategic trade-offs. This project has shown me that high-quality international business analysis requires evidence-based judgement, the integration of multiple theoretical perspectives and an awareness of how external environmental factors influence strategic decision-making.

[bookmark: _Toc236167987]Conclusion
Overall, applying Kolb’s Reflective Cycle has enabled me to recognise the knowledge and skills developed throughout this project. I have improved my understanding of international strategy, market entry and global business frameworks while enhancing my research, analytical and critical evaluation skills. These experiences will help me approach future academic work and professional business decision-making with greater confidence and a more structured analytical approach.
[bookmark: _Toc236167988]
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