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[bookmark: _Toc212308646]1. Introduction
Internationalisation is an expansion strategy, which gets adopted by various companies to increase their business volume and revenue generation scopes. The aim of this report is to deliver a concise overview of global operations of the company, Garrick Watchmaker, a UK-based watch manufacturer, which operates across the international market. This report will also evaluate the possible entry modes of the company and identify influence of the ownership strategies, location and internationalisation processes, on the market entry processes. These three factors have also been considered in various organisational aspects for selecting specific countries for the business expansion process. Cultural influences play a major role when it comes to identifying the decision drivers concerning market selection and expansion. The purpose of this study is to assess the scope of Brazil as a potential market for expansion. Therefore, Hofstede's cultural insights for country comparison will also be discussed in this study for managing a potential business plan. Finally, this study aims to recommend three major adjustment strategies, considering the standard operational procedure, which can critically influence the business development operations of the company. 


[bookmark: _Toc212308647]2. Benefits and limitations of international operations
Reason for termed as MNC
This company, Garrick Watchmaker is a UK-based handcrafted luxury watch company which operates in other international countries such as the USA and Hong-Kong. Operation in other countries, apart from home economics, is a must-follow criteria for a company to get the MNC tag (Corporate Finance, 2025). Therefore, this company has been termed as an MNC by this condition. One of the major reasons for selecting the company is, its reputation to sell handcrafted luxury watches in the UK market, and its success rate in the USA and Hong-Kong with significant market entry strategy. This company has the opportunity to expand its business further for achieving further success in the revenue generation operations. 
Nature of company’s global operations (Value Chain) 
[image: ]
Figure 1: Porter’s Value Chain Analysis
	Primary Activities
	Support Activities

	Infrastructure: Warehouse management in the market for direct sales
	Logistics: High end in-house production and personalised logistics operations

	HRM: Select employees and craftsman for production, warehouse and customer service
	Operations: Sales and distribution to company shops

	Technology development: Manual-winding mechanism, unique free sprung balance
	Services: Support team to provide service to customers

	Procurement: Limited production with high quality craftsmanship
	Marketing & Sales: Direct sales to customers, niche marketing for premium customers. 





In response to managing domestic and international business operations, it has been identified that the collaboration of primary and support activities is relevant for the companies such as Garrick Watchmaker to attain success in the business development plan. This company aims to develop high-quality handcrafted watches and premium watch collectors are the major target group of this company (Garrick, 2025). Therefore, selection of employees, craftsman, and following of niche marketing to attract premium customers. Firm infrastructure is a major support activity of a company which also includes technology development, procurement and operations. Firm infrastructure includes financial strength, employee skills, operational decision-making process and managing domestic as well as international supply chain. As outlined by Hamidu et al., (2023, p.362), strong supply chain integration requires financial back up and inventory management planning. In this company, strong firm infrastructure with an effective source of finance is important for delivering high-quality handcrafted watches to the consumers. Supply chain management is a major factor for the product-based business operations for the companies such as Garrick Watchmaker. On the other hand, human resource management, HRM process is vital for the company’s success to gather skilled employees, who can participate in the process of successful business expansion in a global process. Ahmed et al., (2024, p.05) have also added the context of sustainability management, while discussing the value of HRM into business operations. This support activity from the HRM department plays a pivotal role for accelerating performance in primary activities such as inbound and outbound logistics management, operations, marketing and sales, and customer service. 
In case of international market expansion, it has been found that the customer service and logistics supply are the two major factors for the product-based companies. Therefore, skilled employees in production, supply and customer service are essential. Here, HR management supports the mentioned departments of the companies such as, Garrick Watchmaker. This company has successfully managed its reputation in the UK market by the distribution of handcrafted luxury watches. Collaboration among primary and support activities have played a critical role here. Along with that, research and development, sourcing, production, sales and financing are the major factors, which can be included into the value chain of this company, which can influence the internationalisation process of this company. 


Identification of entry mode 
There are different popular market entry modes, which can generate a potential plan for the companies to expand in global business units. There are six major modes of market entry, which have been carried out by various companies such as Garrick. Direct sales, Exporting, Licensing and Franchising, Partnering and Strategic Alliance, Acquisition, Greenfield Venture are the five major market entry strategies (LibreTexts, 2025). In the case of this company, it has been found that franchising and partnering with major brands are the two commonly used market entry strategies of the product-based companies such as Garrick. In the US market, this company has followed direct sales entry mode, especially for its S2 model. In response to the entry mode selection, marketing officials of Garrick are responsible for focusing on the market situations for adopting proper decision to carry out the business accordingly. In both the US and the UK market, marketing managers of this country target high end watch collectors. Fearswatches is a major Swiss watch retailer which has partnered with Garrick, and it has played a successful role for the international market expansion for both the companies (Fearswatches, 2025). Therefore, there is a possibility for the company to select partnership and strategic alliance as a major market entry strategy. 
As per the above information and discussion, it can be suggested that Garrick needs to follow both direct sales and partnership strategies for entering new market segments. As per the previous reports, both strategies have helped this company to generate profitable revenue for this company to conduct business in the international market. Unique features of Garrick Watchmaker have helped the company to increase its target market and therefore, it can further help this company to attract other watchmakers to establish partnership and increase brand value of the company. In response to the business management planning, it is vital for the companies such as Garrick to focus on the brand value and as it has focused on the premium customers, both the cost-quality balance and brand value can be two vital factors for the business planning. Both the partnership and direct marketing have been identified as the dominant entry mode for various companies to expand their business in other segments of the global market. Kasem et al., (2024, p.4995) have commented that direct marketing is vital for the business expansion in a new market. In terms of managing its business operational plan, it has been identified that the operational performances of marketing such as market research, feasibility checking, marketing channel selection and risk management are the vital aspects. In direct distribution mode, the company has to depend on customised marketing and supply chain management. On the other hand, in the case of partnership, the company can rely on the partner’s high-value presence in the chosen market and supply chain. 


Benefits of company from international operations
Expansion of brand value has been identified as a major benefit, witnessed by this company by its international expansion in the markets such as the US and Hong-Kong. Brand value management is essential for the companies for attracting a major group of targeted customers and other market drivers to form partnerships for market entry. In the US market, Garrick has opted for a direct marketing process through both the shop-based operations and online business. It has contributed an enhancement on the global revenue generation process of this company. On the other hand, this company has also partnered with Fears, a popular Swiss watch manufacturer. This partnership has opened the gate for the company to expand business in the European market. 
These benefits have also delivered a scope for expanding business of this company in various parts of the global market. Swiss watchmakers have a brand value in the international market for maintaining selling and distribution of their products. Therefore, a successful partnership with the companies such as Fears and Andreas Strehler, can generate a high scope for this company to formulate further partnership to other popular local and regional watchmakers. This company has focused on premium customers and hence, the marketing managers of this company are responsible for selecting partners, based on their targeted customers (Garrick, 2025). As per the observation on previous case histories, both Fears and Andreas Strehler are the premium watchmakers. Therefore, it has become advantageous for this company to expand its business in the markets, where its partners operate and increase presence and brand value. All these mentioned advantages have driven the management of Garrick Watchmaker to expand further in other parts of the international market. 
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	OLI Factors
	Impact

	Ownership
	The owner's decision is vital for selecting target markets, strategies, additional budget requirements and risk analysis. Owners of the organisations such as Garrick Watchmaker, are responsible for evaluating the market drivers and current international conditions of the company before planning expansion and selecting market entry mode. 

	Location
	Location of the selected market is vital for continuing market entry strategy as it influences the decision to conduct specific market entry strategies such as, joint venture, partnership, direct marketing and franchising. 

	Internationalisation
	Market, cost, government policies and competitive drivers have been outlined as the four major internalisation factors, which can influence effective decision-making of the company owners, before proceeding towards the business expansion process. 



Ownership
Ownership in business plays a critical role for achieving success through the international expansion process. Brouthers et al., (2022, p.2090) have commented that ownership over a company's physical assets influences the decision of selecting a proper market entry strategy. It has also been outlined that the market entry strategies have been determined by the company operators after making a prominent evaluation of the market factors such as government policy, demand, purchasing power and supply chain networks. It has also been found that the operational strategies for market entry are vital for the companies to decide about the international market expansion process. The selection of market entry strategies is based on the above-mentioned factors. Moreover, company owners are also responsible for evaluating the success of the companies, who deal in the chosen market with the same product and service (Sulaiman et al., 2024, p.03). Garrick officials have previously decided to operate business in various international destinations such as the US and Hong-Kong after evaluating demand from the respective markets. It has been understood by the owners of this company that it needs to enhance its value and presence in the international market. Hence, the operators have decided to follow a partnership strategy with the popular Swiss watchmakers.  


This strategy has been proven to be helpful for the officials of Garrick to witness growth in market visibility. Moreover, deciding about the market penetration through direct selling, has also increased the company’s presence in the US market. It has been arguably noted that this company has not yet witnessed a large market share in the US market. Therefore, the officials have shifted its focus on the partnership strategy to attract a vast number of customers towards their increased brand value. In the case of expanding business in Brazil, officials of this company have evaluated the market condition of this company to make a proper plan to achieve a successful business expansion. Therefore, it has been pointed out as a vital part for making a strategic plan, which can also be included into the operational strategy formulation for selecting the specific market entry mode. 
Location
Business location is essential for companies to manage a potential international expansion plan. Organisational leaders focus on evaluating customer accessibility, demand of product, labour costs, and operational taxes. In the case of companies such as Garrick, marketing managers focus on evaluating the demand and costs. Demand analysis is a major factor for the companies to analyse market drivers, which can determine success into the business operations planning. Along with that, geographic location of the market and distance from the home country are also important for the leaders of business houses to decide about expansion strategies. Garrick officials have evaluated the trade route and relations with targeted markets, which have generated success to this company during the expansion process in the US and Hong-Kong. Political stability and regulatory frameworks also make a major influence on the organisational decision for selecting a proper market entry strategy. Pattamatta and Dabadghao (2022, p.323) have commented that geographic locations and government regulations have played a crucial role in deciding expansion into business processes.  
Logistics factors such as infrastructure and warehouse management, as well as talent pool are the two major factors for conducting business expansion policy in a targeted market. Garrick officials are responsible for adding strategic value into the business operational planning by establishing proper manufacturing units. In the US, this company is maintaining a personalized warehouse to supply products to the stores and online consumers. Location also includes the competitive landscape of the market with products. In this regard, officials of the companies such as Garrick are responsible for evaluating the competitive landscape of the market to decide about business expansion and selection of proper market entry strategy. In terms of making a strategic plan, it is also vital for the company to select a price range as per currency conversion rates. Currency conversion rate is a major subject, which may decide the future failure or success of the company in the chosen market. In this regard, low conversion rate can lead a profitability to Garrick for establishing personalised supply chain, warehouse, inventory and employee management policies in this country.
Internationalisation
Market, cost, government and competitive forces are the major factors for a company to continue its international expansion process. In the case of companies such as Garrick, it has been found that the owners are responsible for evaluating the specific market drivers such as cost, government policies and competitive forces. As commented by Baker et al., (2021, p.02), political stability is a key driver which motivates companies to focus on expanding business in a new market. This report has earlier discussed the low currency conversion rate, as compared to the home currency of this company, GBP. Along with that, it has been found that the business operations and analytics are based on various market drivers for deciding a proper market entry strategy. In terms of managing a potential business plan, it is valuable for the companies to develop its operational policies to determine success by selecting a proper market entry strategy. In the case of Brazil, direct exporting may be decided by the managers of this company after evaluating the market situation and external trade policies of the country. 
Competitive forces of this country generate high competition, however, medium competition in the premium products can generate a possibility to achieve success for the company. It has been found that the enhancement of the economic condition of a particular group of people, can increase the affordability rate in the market. As Brazil is focused to increase its presence in global trade relationships, this country can be chosen by the officials of Garrick, for conducting its business expansion process. 
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Figure 2: Cultural comparison between UK and Brazil
(Source: The Cultural Factor, 2025)
Power Distance
From the above graph, power distance in the UK scores 35 and in Brazil, it scores 69, which indicates a huge gap between the lower-level employees and top management of the companies have been found in the context of Brazil. This rate of social discrimination in the workplace shows the chance of witnessing organisational conflict in business operations (Smith and Griffiths, 2022, p.290). Therefore, Garrick officials can focus on establishing direct communication to the employees for avoiding organisational conflict. Power distance also reflects the distribution of the social wealth system and hence, Brazil has a high opportunity to get a vast group of customers, who prefer to purchase premium products. Therefore, it can also generate an opportunity to the company for distributing their products to the business operations and functions into the company perspective for dealing with the operational success management. 


Individualism
As per this graph, in individualism, the UK scores 76 and Brazil scores 36, which shows that the people in the UK have a high rate of preferring pathways of personal development and lifestyle management. In the case of Brazil, the rate is low due to the collective living structure in this society. It may reduce the scope of distributing high end handcrafted watch products. In this regard, this factor of personal preferences of living, which can be reflected through the individualism, can have a wide impact on the business operational planning and deciding about the market entry strategy. Deciding about the market entry strategy is vital for the companies, after evaluating this societal and cultural approach, which may also shape the marketing plan to reach the customers in less time. In the case of making a business plan, companies are responsible for evaluating the current individualism practices of the targeted market and comparing it with the home economy. It sheds light on the practices and approaches for deciding a successful market entry strategy. 
Motivation towards Achievement
As per the graph, Brazil scores 49 and the UK scores 66, which indicates that the people of the UK are more dedicated to achieving career success in their career, as compared to Brazil. This cultural comparison is helpful for companies such as Garrick for understanding the motivation of employees towards achieving organisational goals. Employee motivation plays a major role for gathering operational success for the company (Hitka et al., 2021, p.09). Hence, the officials of companies such as Garrick are responsible for outlining proper motivational strategies which can enhance the engagement rate of the employees from the Brazilian market. It can also shed light on shaping the success criteria of companies such as Garrick for managing an effective business plan. Here, the supportive activity, HRM, which has been mentioned in the value chain analysis, needs to be diversified by the responsible authority for motivating people. As per the currency conversion rate of this country, it can be suggested that financial incentives can be applied by the HR managers to determine employee motivation. 


Uncertainty avoidance
From this figure, it depicts the risk-taking capability of the industrial units which operate in both the countries. The UK scores 35 and Brazil scores 76 in this sector, which depicts that Brazil-based operators are focused to take more risks as compared to the UK-based units. It shows the high presence of market risks in Brazil. Financial challenges and labour conflict can be identified as two major risks into the labour policy of this company. Therefore, it can generate risk to the business operations of companies such as Garrick for managing a potential business operation. In this regard, it has been identified that the market entry operations and management may influence the financial policies and labour management systems which may help the company to avoid uncertain situations in business development. In response to the operational performances, it has been found that a proper budget management plan, resource allocation and proper inventory management can help Garrick officials to avoid uncertainty and risk to the business of this company. 
Long-term Orientation
From this score, it has been understood that the UK scores 60 and Brazil scores 28 in this long-term orientation factor. It sheds light on the business strategies adopted by the companies for managing a significant growth scope into the business operations in the newly targeted market. In response to developing business units and financial profitability calculation, it is applicable for the managers to decide market entry and business expansion strategy. It has been found that digital marketing is the increasing trend in this market and hence, officials of the companies such as Garrick, can use this strategy for having a long-term success in the business operation. It has been previously mentioned in this report that direct selling and distribution of the product can be commented as a major market entry strategy of this company. Therefore, it is vital for the operational leaders to achieve success into the chosen market by adopting a proper marketing strategy. 
Indulgence
Indulgence factor in cultural comparison sheds light on focus and priorities of the common people of the country. Here, both the UK and Brazil share almost the same level of social indulgence. The UK scores 69 and Brazil scores 59, which may assist the company, Garrick, to formulate a strategic path for selecting targeted customers in the market. This company sells handcrafted high end watch products and focuses on premium segments of the market. Thus, it can be understood that the indulgence factor needs to be considered for the companies such as Garrick to select targeted customers in a market where they would plan to expand. 


[bookmark: _Toc212308650]5. Three major adjustments considering Standard Operation Procedure (SOP) 
“Standard Operating Procedures” (SOPs) are based on step-by-step instructions for helping workers to perform routine tasks safely, efficiently and consistently. “Garrick Watchmaker” can adjust its SOPs to manage unique market dynamics based on emerging economics were competition, consumer behaviour significantly from the manure markets. Three major adjustments focusing on the secure, resilient supply chain, localise approach to marketing and product and adapting “after-sales” service model. 
Localise marketing and product 
“Garrick Watchmaker” can develop SOPs for making Omni channel campaigns that mainly prioritise mobile first and digital platforms that are highly popular for the emerging economy, Brazil. This company can expand its market in Brazil because its economy is transferring from developed and developing status. Brazil market is expected to reach around US$ 2,419.38 Million by the end of 2022, and US$ 1,587.91 Million in 2024 along with a CAGR of 4.79% from 2023 to 2025 (Renub Research, 2025). The watch market is growing for its increasing wealth in society along with evolving trends in lifestyle and fashion. The diverse watch market of Brazil can increase overall demand for the smart watches, focus on health monitoring and influence fashion trends. Higher demand for specific customisation and features of “Garrick Watchmaker” can help this company to expand its market in Brazil. The reason behind selecting this country for its projected growth in watch production revenue, volume and demand. Emerging market customer’s mainly younger generation and higher demand for the sustainably and ethically sourced product for getting success in the economy. The company needs to make proper communication regarding the brand's ethical aspects for developing trust among local customers for managing value transparency.  “Garrick Watchmaker” can conduct a supplier audit program and ensure fair labour practices, control safe working conditions with the help of its supply chain. A proper identification needs to be based on defining the geographical location along with higher concentration for the comprehensive economic analysis. This company can make a partnership with local workshops for delivering reliable, after-sale service, warranty support, and repairing those that are highly valued for the luxury watch market. The selection of effective “market development strategy” can lead to developing profit rate and sales for developing market share and brand recognition. It can increase a company's customer base, decreasing overall risk for relying in the single market. 


Adapt service and after-sales procedure 
In the emerging market, the overall importance for the “after-sales service” can be defined for the challenges in the infrastructure and need for the development of brand credibility. “Garrick Watchmaker” can invest in the service network for handling reputational damage from unauthorised repairs. A proper training is needed among the local customer service for controlling services through its preferred channel, different messaging apps based on the concept of traditional methods. The implementation of new SOPs regarding the customer relationship management mainly uses digital communication channels such as regional equivalents and WhatsApp for delivering timely updates regarding repairing status. The integration of a “simple tracking system" can help customers to watch the repairing process which increases trust and adds transparency. “Garrick Watchmaker” can expand its market in Brazil for its friendlier business environment and high export potential in healthcare, civil aviation, renewable energy, security and modern technology. There is higher potential for export success based on diversity and sheet size among the Brazilian market (Trade, 2025). 
Protect supply chain and logistics 
The adoption of new technology such as data analytics and blockchain gain to real-time transparency for delivering access for the supply chain management. “Garrick Watchmaker” can maintain SOPs for managing the uses of the unified platform for tracking shipments, managing production and managing risks such as political unrest, customer delays and natural disasters. Challenges can come from the historical bias in “Garrick Watchmaker” in the time of managing stock for finished goods and critical components. This company can manage the overall procedure for controlling regional warehouses along with buffer inventory for controlling logistics bottlenecks and demand volatility that are common for the emerging market. Different sourcing locations for the components and raw materials including proper suppliers among the target country needs for this company to maintain economic standards. Proper update needs regarding suppliers vetting process by checking ethical practices, financial stability and contingency plan. This company can integrate its physical and online retail channels for meeting customers’ demands. It can be done by changing traditional warehouses into modern processing centre’s that can handle both individual and bulk e-commerce orders. Proper security check in is needed for managing products and overall facilities from the inside threats, fraud and physical damage that created challenges in the emerging markets. 


The implementation of a standardized process for the premium- last minute delivery is needed for controlling luxury customers' experiences, mainly for the development of e-commerce. “Garrick Watchmaker” can ensure secure and personalised delivery and with possible and flexible timing options. The uses of the tamper-proof, durable and branded packaging mainly protect the product in the time of transit. The advancement of the inventory management system can help “Garrick Watchmaker” for managing potential issues and managing accuracy. SOPs can manage the overall process for this company by using modern technology such as block chain for tracking product management and controlling inventory properly. It can be done by making a transparent, streamlined and hassle-free return procedure for building customer trust that is effective for online sales. Instead of relying solely on the direct import model, SOPs need to focus on forming relationships along with distribution partners and Brazilian logistics. It can help to detect a country's tax system, infrastructure, and customs clearance process along with other international companies. Brazilian culture mainly focuses on personal relationships, sense of the community and trust that stands for making a transactional business style. The SOPs of “Garrick Watchmaker” can focus on marketing and sales for making a strong relationship with marketers, it defines training sales staff for knowing about clients’ personality and conducting face-to-face meetings. 
SOP provides guidance to the company to make a stronger engagement with local influencers that have increased trust along with target audiences. Higher revenue gained by Brazil from its wider watch market. It is another reason for selecting this country for international expansion. The revenue rate of the watch market of Brazil is going to reach around US$1.49bn by the end of 2025 and it is analysed that this market will experience an annual growth rate around 12.51% from 2025 to 2030 (Statista, 2025). Higher demand of the luxury watches in the Brazilian market increased sales rate around 65% in the Brazilian market for the attribution towards the non-luxury. The smart watch market has generated around $154.9 million in 2020 and is projected to grow around $218.6 million by the end of 2030. The “luxury watch market” is growing rapidly along with a higher revenue of around $524.44 million in 2025 and annual growth rate increased around 5% by the end of 2030. The growing awareness of sustainability and value is increasing expansion for the second-hand market and creating new opportunities for specialised merchants. On the other hand, the overall growth of the e-commerce market makes it easier for the consumers to find out and purchase a huge variety of smart watches at competitive prices. The market forecast of Brazil based on 2023 is around US$ 2,419.38 Million and for the financial year 2025 to 2033, the market growth rate increased by 4.79%. Customer framework and Brazil’s complicated tax drove up final prices for the watches among the consumers. Therefore, those are major reasons for selecting Brazil to expand its market share. 


[bookmark: _Toc212308651]6. Conclusion 
Based on the above discussion, it has been understood that there are various market factors and business constraints which influence the decision of globalisation and market entry strategy of a particular company such as Garrick Watchmaker. Different modes of engagement along with other international markets have been analysed in this research by focusing on “Garrick Watchmaker”. A proper description has been made based on the context of this company and the key advantages have been discussed for developing its international operations. The reason behind denoted this company as MNC has been analysed in this research study. The positive culture and nature of the company's global operation and overall value chain are going to be examined in this research study. A proper identification has been made by focusing on various entry modes such as exporting, direct sales, partnering, licensing and acquisition. The importance of different international operations has been discussed in this research based on the context of “Garrick Watchmaker”. The reason behind selecting Brazil for expanding its market growth has been discussed in this research as this country gains a stronger revenue from the watch market. Discussion has been made for different OLI factors including location, ownership, and internationalism. Cultural differences are going to be made by focusing on different factors of the Hofstede model including individualism, power distance, uncertainty avoidance, motivation towards achievement purposes. Recommendation has been discussed based on the context of developing economic certainty of “Garrick Watchmaker” by focusing on “after-sales procedure”,” localised marketing” and “protecting supply chain”.  Brazil has been selected by “Garrick Watchmaker” for expanding its market for higher revenue, sales rate. 
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