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EXECUTIVE SUMMARY OF INTERNATIONAL BUSINESS PLAN
[bookmark: _Hlk512794232]I wrote this business plan to show the advantages of opening a Disneyland Park in Mauritius. In a first step the company’s vision has been analysed and whether this business expansion contributes towards the achievement of it. Then I explain what the goals of this business expansion will be. The business plan further analyses which business structure is the most appropriate to realise the company’s activities successfully. A detailed market research of Mauritius provides an insight into the advantages of this destination for the expansion of the parks and resorts business segment of the company. To clearly assess the possible risks, I selected the PESTEL framework which helped me to analyse the external environment of Mauritius and the Michael Porter’s five forces model allowed me to analyse the competition in the tourism market in Mauritius. With knowledge of the company structure, information about the market and risk assessment, the strategy to enter the foreign market of Mauritius provides a clearer picture as to how the company should proceed to open a Disney Park in Mauritius. A SWOT analysis of the company helps in supporting the choice of entry strategy. This plan ends with a marketing plan, providing information as to how the company will reach potential customers and create a relationship with them.


CORPORATE GLOBAL VISION AND GOALS
The vision of a company represents where a company wishes to be in the future. A global vision sees the whole world as a potential market (Stonehouse et al., 2004). What a business wishes to become in the future is a goal and its objectives are a measure of it. The company’s vision can be treated as a goal in practice (Vaughan, 2016). A vision statement is often drafted detailing the company’s reality when it reaches its goal. The vision and mission prepare the strategic direction of the organisation (Kelly, 2009). Multinational enterprises (hereafter MNE) are companies with activities in various countries, competing with local and global businesses, thus causing globalisation. When a business wishes to enter a new market to expand its activities internationally, it needs to determine its mission, and objectives. Global objectives generally come from various fields such as finance, production, profitability, marketing and sustainability (Deresky, 2016). The Walt Disney Company is an entertainment company which is globally expanding and active in four main business segments such as Parks and Resorts, Media Networks, Consumer Products & Interactive Media as well as Studio Entertainment. Currently there exist Disney Parks and Resorts in Florida, Paris, California, Hawaii, Tokyo, Hong Kong and Shanghai. In the Park and Resort segment, the company mainly creates its income through entry fees for the parks, food, beverage and merchandise selling and hotel room rentals amongst others. Important costs for these parks and resorts are labour, infrastructure, merchandise and marketing costs and depreciation (Walt Disney Company, 2017). The Walt Disney Company has set as its mission to form part of the world leaders in providing entertainment and information (Walt Disney Company, 2018). From my own experience, having visited Mauritius several times, there exists no theme park yet. Theme parks can be distinguished by several specific characteristics such as offering amusement, containing themed areas, controlled entry to the park, they hold the power to attract families, create an entertainment atmosphere and offer high standard products and services in a clean environment (Clavé, 2007). In line with the company’s overall mission, my vision for the expansion to Mauritius with a park and related hotels, is to serve a new continent, Africa, with the unique form of entertainment the Disneyland parks already offer in other continents. It should mainly target potential customers in Mauritius, South Africa as well as tourists from other countries who want a special entertainment experience in a unique and comfortable climate and landscape. Financial profitability, improved brand value (Kotler et al., 2017), and a strengthened leading position in the entertainment industry shall be its benefits.


INTERNATIONAL BUSINESS/ORGANISATION STRUCTURE
[bookmark: _Hlk512719763]International business is a term used for global transactions which aim to fulfil the needs of organisations and individuals (Rugman and Collinson, 2012). The company’s structure needs to be compatible with its strategy. It should consider variables like the company’s size, strategy, technology, environment, differences in time, language, culture and business practices. It is also in the interest of big multinational companies to undergo structural changes to ease change of strategy and adapt to the changing market conditions (Deresky, 2016). Companies, adopt appropriate organisational structures for their type of business allowing them to achieve their objectives. MNE’s for example need to select a structure allowing them to coordinate activities of their various parts spread over different locations, which is the case of the Walt Disney Company (Stonehouse et al., 2004). The Walt Disney Company is a global organisation active in different business segments and has number of subsidiaries (Walt Disney Company, 2017) giving it a headquarters-subsidiary structure where subsidiaries in different countries work with the headquarter of the company. With this type of structure, the control can either be centralised, where the headquarter exercises tight control over the subsidiary and directs how the strategy must be applied, or decentralised where the subsidiary has more freedom to apply the strategy as it feels best. Given the nature of the products offered by the Walt Disney Company, especially the park segment, the same standards should be kept as universal cultural values are associated with the Disney Parks. Therefore, I judge the decentralised control less appropriate because it brings less coordination. The centralised approach is better for the company as it offers a global product to the global market and leads to a more regulated coordination between subsidiaries with the same interpretation of strategy. The disadvantage is that the management can respond only when necessary and less quickly to events from the local environment. However, the company’s structure must keep a certain degree of flexibility to better adapt and respond to its environment (Mead and Andrews, 2009), to overcome mistakes such as the one where the Euro Disney in Paris once failed to satisfy the local preferences. The Walt Disney Company is a leader in the entertainment industry and needs to adapt to local preferences to maintain this position in the world market (Matusitz, 2009).
FOREIGN MARKET RESEARCH 
Without sufficient foreign market knowledge, a company faces obstacles (Mullen, 2008). Markets are composed of demand and supply. A business plan should start with a detailed and honest examination of the market demand. As markets are also served by other companies, an unsaturated market should be chosen. A balance of demand and supply is good for consumers and producers, while a higher demand than supply is only good for producers. Similarly, a higher supply than demand represents an advantage for consumers (Vaughan, 2016). Businesses entering a foreign market without the same inside knowledge, customer and supplier relationship than local competitors start with a disadvantage. To succeed, this disadvantage must be compensated with a strategic advantage such as superior knowledge and skills or economies of scale. To create a global position, the MNE should have a strategic advantage, it should have the ability to create better returns by internally leveraging strategic strengths and its country of expansion must possess some specific advantage over other regions (Bertlett and Beamish, 2011). Mauritius’s gross national income in 2016 was USD 9740, with a population of 1,264 million and an unemployment rate of 7,3%. The service sector was responsible for 75% of the country’s gross added value, and the tourism sector, a main contributor to the economy, provided 7,8% of its gross domestic product. More than half of the tourists in 2016 came from Europe, primarily Germany, United Kingdom and France. Mauritius recently faced issues such as an ageing population, inappropriate education for the current labour requirements, lack of skilled workers as a high number of talented workers left the country due to insufficient job opportunities, poor innovation and a lack of effectiveness of the government. As a response, the government developed a vision 2030 Development Model, which focusses on economic growth through a more globally integrated economy, a better trained labour force, an increase in innovation and entrepreneurship, world class infrastructure and a more productive government. Growth of the tourism sector is one of its priorities. Important goals for the first three years are to increase the airport capacity to 4,5 million passengers, increase the tourism arrivals to 1,6 million and reduce the unemployment rate below 6%. The government works towards better air connectivity, more flight routes to attract the middle class from Asia, support the trade of local products and encourage a more diverse product for tourists (Public of Mauritius, 2017). Disney offers a college program for training its employees (Disney Careers, 2018), which allows to properly train the staff. A study found that Mauritius attracted English, German, French, South African and Italian tourists due to characteristics such as hospitality, landscape and scenery, weather, beaches and accommodation services of high standard (Hermant and Rhaalib, 2013), giving Mauritius an absolute advantage over other countries in the tourism sector as it can offer a demanded service which many other countries cannot (Kelly, 2009). It was also found that tourists were able to establish emotional attachment to Mauritius due to place identity (Prayag and Ryan, 2012). There exists a high competition between hotels in Mauritius who struggle to gain a stable and bigger market share by keeping their customers for longer stays at their hotel and re-attract them (Juwaheer and Ross, 2003). It is important to mention that the theme park market has globally expanded over the last decades with a very mature market in the USA and Canada. The market in Europe is not yet mature and on the Asian continent the market is expanding. However no significant development in the theme park industry has been detected in the rest of the world (Clavé, 2007), which is a positive point to choose Mauritius, being on a continent with an unsaturated market, for opening a Disney Park.


RISK ASSESSMENT 
Companies must adapt to their environment; hence the importance of scanning it with associated risks. On a global level, risks for companies could be of political, economic and financial nature. On a regional level, regional instability such as currency and financial instability and fiscal policies should be assessed. Natural disasters, corruption and trade restrictions are examples of national risks (Deresky, 2016). To analyse the external environment of Mauritius, I selected the PESTEL framework which symbolises influences leading to either the accomplishment or defeat of strategies, namely Political, Economic, Social, Technological, Environmental and Legal. Governmental roles fall under the political influences. Factors on the macro-economic level, for instance exchange rates fall under the economic influences, while changing cultures such as ageing population represent social influences. The internet falls under technological influence. Environmental influences can be pollution and those of legal nature could be safety legislation. Focus should remain on key drivers of change (Johnson et al., 2009). A seen in the foreign market research section, the politically developed 2030 vision model plays in favour of theme parks, as a Disneyland Park will attract tourists, positively impact on the destination image, create new jobs and bring economic benefits to Mauritius. Local governments often support and encourage the creation of theme parks to benefit from the political advantage (Milman, 2010). The Mauritian Rupee has an economic influence as it is weaker than the Euro or Dollar. On the 21st of April 2018, 1 USD was worth 33,95 Rupees (XE, 2018) and 1 Euro was worth 41,71 Rupees (XE, 2018). In international trade, companies buy in other currencies, forcing them to rely on the foreign exchange market, where currencies can be exchanged at a rate. If the exchange rate falls during a delay between sale and payment, the company will receive less payment. Exchange rates influence business activities either in a positive or negative way. The Walt Disney Company can use the exchange rate to its advantage as the employees are paid in a weaker currency while the service will be sold to many customers with stronger currencies (Kelly, 2009). While analysing the social influence of Mauritius, I found that it is a multicultural island where twelve languages are spoken, including English, French and Creole (Aaliya, 2008). On the island live different communities, Hindu, Muslim, Sino-Mauritian, French and Creole which despite hierarchical status-seeking know how to respect each other given that they all live together on a small island. The Indian community is in majority; thus, Hinduism is the most spread religion on the island (Younger, 2010). In 2016, the countries labour force was made of 581000 Mauritians and 28600 foreign workers (Statistics Mauritius, 2017). Given the cultural diversity of the country and the number of foreign workers, the labour force is culturally very mixed. Culture can influence human resource management (Henderson, 2011), as every culture has different values and can impact decisions regarding the belief of the criteria for effective managers, face to face feedback and approaches to structuring of the company. In such a situation, the company culture plays an important role and should have more influence on HRM practices (Armstrong, 2012). The Internet is an important technological influence, which Disney can use to its advantage, as the e-commerce has already been discovered by different companies which use this tool to reach out to their customers. Sadly only 4,5% purchased online in 2015 (Sawmy and Damar-Ladkoo, 2015). The environmental influence is quite positive in Mauritius as it enjoys sun and nice beaches (Ramlall, 2014). Local reforms of 2005 improved the life of businesses, through labour reforms, non-tariff barriers and relaxation of tariff (Fauzel et al., 2017), which are an example encouraging legal influences.
[bookmark: _Hlk512720198]For the analysis of the competition in the tourism market in Mauritius, I chose Michael Porter’s five forces model as it is one of the best tools to analyse the competitiveness of an industry. According to it, five different forces influence this competition. Among them exists internal rivalry, formed by external pressures, market demand growth in relation to supply and the number of players. Competition increases with the number of players or slow market growth. The second force is the threat of new entrants, which is normally higher with lower entry barriers such as costs, technology of human resources, causing higher competition. The third force is defined as the ease of substitution. Competition increases with the availability of alternative products. Customer’s power of negotiation, increasing competition, is the fourth force. As the fifth force counts the negotiating power of suppliers towards companies (Vaughan, 2016). Given the non-existence of theme parks in Mauritius, there is lack of internal rivalry in this industry. Mauritius is one of the wealthiest countries on the African continent, mainly due to its trade openness. Reforms of 2005 improved the life of businesses, through labour reforms, non-tariff barriers and relaxation of tariff (Fauzel et al., 2017). There seems to exist a potential risk of new entrants given the openness of the country. However, the small size of the island would make it difficult to build a high number of theme parks, thus an advantage for the Disney Company to be the first one. Regarding the third force, the Disney Company won’t face a big competition for the park as the customers do not have access to an alternative product in Mauritius, nor will they have a big power of negotiation given the lack of a theme park in Mauritius. The corresponding hotels however will face competition and therefore should be more attractive to park users than the other hotels on the island. Mauritius is exporting and importing several goods such as food, beverages, crude materials, manufactured goods from and to different countries around the world, which can be perceived as a sign that there are several suppliers available, thus not giving them too much power of negotiation (Statistics Mauritius, 2017).


INTERNATIONAL BUSINESS STRATEGY 
Strategy creates an advantage in a changing environment. To put strategy into practice requires detailed planning, control, communication and collaboration (Kelly, 2009). While planning a strategy, it is important to assess the advantages and disadvantages of the different available strategies while keeping in the mind the company’s goal as well as the competitive position of other businesses serving the same market. For MNC’s, there exist two levels of strategies, the global strategy focussing on the general approach to the worldwide global marketplace and the entry strategy focussing on how to best enter the foreign market of the country of expansion. Here exist different strategies of choice to enter a foreign market. Examples are exporting, joint venture, licensing, franchising or foreign direct investment (hereafter FDI) (Deresky, 2016). Companies must choose the most appropriate strategy for their business in their current situation. They range from strategies of low cost, risk and control, to strategies with high cost and risk but high control, such as the FDI. The choice of strategy normally depends on the nature of the product, managerial resources, marketing objectives and the presence or absence of incentives for foreign investors. The creation of owned subsidiaries, acquisitions and equity joint ventures are FDIs (Stonehouse et al., 2004). The business strategy requires from a company to plan how to engage the different elements of the organisation to enter the selected market segment (Barrow et al., 2012). Companies should evaluate their strengths and weaknesses and oversee their environment, with the aim to take advantage of opportunities and best avoid threats. A helpful tool is the SWOT analysis which stands for strengths, weaknesses, opportunities and threats (Brooks et al., 2011). The Walt Disney Company has many strengths such as financial stability, its resources, low-cost strategy and experience in the entertainment industry. Among its weaknesses are a high number of employees, important operating costs and regular change in top management. The company is exposed to various opportunities which need to be exploited. They are amongst others, incentives offered by governments, loyalty of visitors as well as the entertainment industry. Existing threats are competition and saturated markets (De Groote, 2011).  The Walt Disney Company is a leader in its industry with financial capacity, very large resources, strength to recruit skilled employees, premium quality and customer service. For the park and its hotels, the strategy focusses on regularity, length of stay of visitors and an increase of their payments. To reach this goal, Disney has focussed on expanding to markets outside the USA (Clavé, 2007). Given the nature of the theme park, I believe any other entry strategy than FDI to be inappropriate as there does not yet exist a theme park in Mauritius, and this entry strategy will leave the Walt Disney Company in full control of the subsidiary. FDI would represent a capital flow from the home country to Mauritius to become owner of a tangible business entity, the park with its hotels (Cohen, 2007). FDI generally incurs higher management costs for companies and is therefore chosen if the location of expansion represents an advantage and if the company possesses a significant advantage over local companies (Froot, 1993) which would be the case with a Disney Park in Mauritius. FDI on the other hand may lead to growth of investment and resource flows (Brewer, 2011). It has been found that on the African Continent, Mauritius is one of the successful countries that attract many FDI’s with an increasing tendency. Its attractiveness to FDI’s is due to the island’s openness, education and wage as well as its size and taxes (Seetanah and Rojid, 2011).


INTERNATIONAL MARKETING PLAN
Companies try to receive value from customers by creating a relationship with them and creating value through marketing (Kotler et al., 2017). To be effective, marketing needs to be spread through the whole business (Lancaster and Reynolds, 2005). For an effective marketing management, it is of advantage to conduct a SWOT analysis (Kotler et al., 2017) which has been presented in the previous section. Further it is important to analyse the marketing environment, which affects the marketing function. The microenvironment represents actors, such as the customers, the company, competitors or marketing intermediaries, which are near to the organisation and influence its competency to satisfy consumers. Information about them has already been discussed in the market research and risk assessment segments. The macroenvironment is formed by the natural, cultural, demographic, technological, economic and political environment and influences the microenvironment. These environments have also been analysed in the market research and risk assessment segment (Kotler et al., 2017). In a next step, the company should segment the market, allowing to approach the desired customers with a perfect marketing mix (Huang et al., 2005) by forming groups of customers which resemble each other and big differences between those groups (Hooley et al., 2017). I would recommend a combination between the cost plus pricing method, perceived value pricing and psychological pricing for the Disney Park in Mauritius as this would ensure that after covering the costs, the company earns a surplus, at the same time, the customers are attracted by paying a price they perceive as worth for the service or product and the customers will perceive the price to be slightly cheaper with the psychological pricing. The Disney Park will offer a product differentiation, advantageous to marketing, as there exists no other theme park in Mauritius (Hooley et al., 2017). The place, Mauritius, will be attractive to customers from abroad. The company should not underestimate the power of the internet as a powerful tool for marketing purposes (Hooley, Piercy, Nicoulaud & Rudd, 2017), as it allows to create a relationship with the customer (Doyle, 2008). Social media is also a powerful tool to receive feedback from customers and simultaneously awaken awareness about the brand. Consumers also prefer having direct interaction with the company, which becomes possible with social media (Brown, 2012). A study found that only 4,5 % of people in Mauritius used e-commerce, and therefore it is necessary to inform customers of the existence of online websites through advertising through radio, newspaper and television channels (Sawmy and Damar-Ladkoo, 2015).


RECOMMENDATIONS
In line with the Walt Disney Company’s mission, my vision of opening a park in Mauritius is to serve a new continent, Africa, attracting new customers and increasing profitability to the company and improve its brand value. Among the different available company structures, I believe that for this kind of business, the headquarters-subsidiary structure to be most appropriate while keeping some flexibility to better adapt and respond to the external environment. On the African Continent, the market is the least saturated in theme parks, and Mauritius is an attractive tourist destination with its climate, beaches and landscape. The government is also motivated to increase the number of tourists, become a more performant economy and decrease the unemployment rate. A Disney Park will help with these objectives. The Disneyland Park in Paris is a beautiful example of a successful cooperation between the experienced Walt Disney Company and the vision of the French State to revive the eastern part of Paris (D’Hauteserre, 2012), therefore I would also recommend cooperating successfully with the Mauritian government for the opening of a Park on this island. Due to the nature of the business segment of parks and the company’s available resources, I believe FDI to be the most efficient market entry strategy, allowing full control over the subsidiary and Mauritius has already been proved to be an attractive FDI destination. The internet should be used as a powerful marketing tool to reach out to the different market segments, but advertisement about the internet presence should also be made through radio, television and newspaper to reach out to as many potential customers as possible. For setting the prices, I would recommend a combination between the cost-plus pricing method, perceived value pricing and psychological pricing.
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