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[bookmark: _Toc217231356]Introduction 
The current business environment in the global marketplace has been highly dynamic, and organisations need to show strategic dynamism to remain competitive and increase growth. The trend of globalisation, digitalisation, and changing consumer habits keeps on transforming industries, forcing companies to seek new foreign markets (Hill, Jones and Schilling, 2020). Being a multinational corporation in the field of health, hygiene, and nutrition, Reckitt Benckiser (RB) functions in markets that are highly dynamic, and a high level of innovation and adaptability is needed (Rybska, 2024). This report includes the detailed organisational expansion plan of RB with references to its possible entry into the new international market. Based on the use of strategic management frameworks, the report will critically examine market conditions, develop an evidence-based strategy and create an adequate performance evaluation framework.

[bookmark: _Toc217119438][bookmark: _Toc217231357]Section 1: Selection of Organisation and Target Market
[bookmark: _Toc217119439][bookmark: _Toc217231358]1.1 Reckitt Benckiser Group plc (RB) Organisation Overview
RB is a British-based multinational consumer-goods conglomerate, formerly known as Reckitt & Colman plc and Benckiser N.V. and was founded in the year 1999 through a merger between Reckitt and Colman plc and Benckiser N.V., with its headquarters based in Slough, UK (Reckitt, 2025). The company deals with health, hygiene and nutrition products, with an excellent brand like Dettol, Lysol, Durex and Veet. RB is active in some 50-60 countries, and the products of RB are distributed in its 180-200 countries (Reckitt, 2024).
[image: ]
Figure 01: Reckitt Benckiser Group plc
Source: (Kuptsova et al., 2021)
RB defines its mission as protecting, healing and nurturing in the unceasing endeavour of creating a cleaner and healthier world (Reckitt, 2024). According to its 2025 investor communications, RB projects high growth of its emerging-markets business segment, where like-for-like net revenues of the emerging-markets markets have increased by 12.8% in H1 2025, volume growth of more than 7.1% and price/mix about 5.7% (Ralph, 2025). The features of the global character, high brand portfolio, and the possibility to invest in innovation and sustainability make RB most appropriate when it comes to the international expansion strategy (Newman, 2024). 
[bookmark: _Toc217119440][bookmark: _Toc217231359]1.2 Target Market Selection: Vietnam 
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Figure 02: Vietnam FMCG Market Growth
Source: (Ken Researhc, 2025)
Vietnam is singled out as the target area in the setting of a new global market penetration. This choice is supported by several strategic factors:  
High growth in the middle class: The cohort of Vietnamese middle-income earners is expected to grow to about 26% of the entire population in 2026, which is up to about 13% of the entire population as of 2023, hence, creating a large and more lucrative consumer base (Manaeva et al., 2023).  
Strong FMCG potential and hygiene actuality: Fast-moving consumer goods in Vietnam are on a growth trajectory, due to increasing incomes, urbanisation, as well as the development of the modern retail distribution (Stone, 2025). It is worth noting that the personal hygiene sub-market will command a growth rate greater than 6.8% in the coming 2025-2030 (Hoang, 2025).  
Unrealised potential of health-hygiene segments: As per current studies, growth in income and increased living standards will result in substantial sales and product expansion of tissue and hygiene products in the year 2024 (Financial Times, 2024). The market size and growth trends imply that the hygiene and health-oriented brands of RB have a lot of space to grow (Ken Research, 2024).  
E-commerce and evolution of its channel: Vietnam's retailing infrastructure is becoming increasingly digital and modern (Thumrongchote, 2025). E-commerce income in the personal-care sector is estimated at around US $ 934.0 million in 2024, which is projected to increase by 20% to 25% per year (Goss, 2024). The innovation provides a competitive edge to the premium and branded products of RB.  
Strategic support to the growth goal of the RB: RB has made public pronouncements that it is taking on emerging markets as a key engine towards growth, and already, emerging markets contribute approximately 39% of its Core Reckitt net revenues (VietnamPlus, 2025). Vietnam is an opportunity for emerging markets that allows RB to expand its presence, taking advantage of the international brands portfolio and hygiene/health comfort (StrategyHelix group, 2025).
[bookmark: _Toc217119441][bookmark: _Toc217231360]1.3 Rationalisation of the Decision  
Why RB: The rationale behind the choice of RB lies in its globally established suite of hygiene and health brands, its strong innovation capability and because it has recorded growth in attained by attaining double-digit growth rates in its emerging market economies, as is the case with China and India (Rybska, 2024). These qualities provide a competitive head start to RB in market entry activities. The business model of the company, which is focused on its scale, high-quality brands and its growth in the developing markets, fits the desired extension well (DCF Modeling, 2024).  
Why Vietnam: Vietnam is a strategically attractive market because of favourable macro-economic conditions, which comprise the increasing household incomes and rapid urbanisation levels, as well as extreme growth in hygiene and health industries (Tarba et al., 2023). There is also the factor of under-penetration in certain hygiene/health sub-markets, which provides RB with a chance to institutionalise its power brands strategy even in the presence of international competition.  
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Figure 03: Vietnam FMCG/ Hygiene market growth
Source: (Ken Research, 2024) 
Strategic fit: 
The availability of and focus on core brands and entry into emerging economies by RB align with the course taken by Vietnam as a mid-income country. The hygiene and health product divisions will be a rational continuation of the global expertise of RB (Financial Times, 2024). In addition, the ability of the firm to tap into e-commerce and new retail channels in the Vietnam market would hasten market penetration (Ken Research, 2024).  
The empirical data supporting the determination include information about the growth in the middle-class, annual growth rate of the hygiene market, the growth trajectories of personal-care e-commerce and the performance of the company in similar upcoming markets (Shams et al., 2021). The combination of these metrics makes a strong basis of evidence.  

[bookmark: _Toc217119442][bookmark: _Toc217231361]Section 2: Comprehensive Strategic Analysis 
[bookmark: _Toc217119443][bookmark: _Toc217231362]2.1 Macro-Environmental Analysis (PESTEL)
A PESTEL analysis has been conducted below regarding the proposed target market (Vietnam), which is the expansion consideration for the Reckitt Benckiser Group Plc:
Political  
Vietnam has maintained its political stability within the single-party system of governance, and the state still focuses on foreign investment in specific areas and trade liberalisation, as shown by the successive free trade agreements (Pérez, 2022). The stable and favourable investment climate may be advantageous to Reckitt Benckiser, but it should actively address risks related to regulations, expect delays in the certification procedures, and take into consideration related compliance costs (Reckitt, 2025b). Development of efficient rapport with local governments and savvy deals with management processes will be critical to continued entry and success in the market (Grant, 2021).
Economic  
The economy of Vietnam has been growing at a healthy rate over the last few years, with gross domestic product growth of above 7% in some recent years, with a record of 7.1% in 2024, and projected growth of around 8% in 2025 (Research and Market, 2025). The macroeconomic environment is defined by the increased per-capita incomes, the growing number of middle-income earners, and the increased consumption of fast-moving consumer goods. On the other hand, inflationary forces have been present, and these prices of the raw materials and logistics have been increasing, whilst consumer volume growth in the urban areas slows down because of increasing prices that drive value growth (Varadarajan, 2020).
Social  
[bookmark: _Hlk212973516]The demographic profile offers a significant boon in the fact that a huge working-age population group, which constitutes an approximation of 68% of the total population, exists alongside a fast-growing urban middle population (Haseeb et al., 2019). There is a growing trend in consumer behaviour towards health and well-being, greater readiness to pay more to get better quality, and more willingness to respond to hygiene, wellness and top-quality fast-moving consumer goods (Thumrongchote, 2025). However, the issue of price sensitivity persists, and a significant portion of the rural population continues to exhibit weak buying capabilities (Research and Market, 2025). Conventional retailing forms are still predominant in the different areas. The competencies of RB in hygiene and health are quite consistent with the existing wellness trend (Kabue and Kilika, 2016).
Technological  
According to Thumrongchote (2025), e-commerce, online trading, and the use of mobile are gaining momentum indicating there exists the future of online shopping, which is a critical determinant in the fast-moving consumer goods market in Vietnam. The trade channels are growing in number, and digital marketing is becoming significant, as well as social-commerce (VietnamPlus, 2025). However, the logistics infrastructure and last-mile delivery, especially in rural or remote areas, remain a major challenge. Royal Beda will be able to leverage digital tools to enter the market faster and build a high-end brand image at scale, where urban and younger consumer segments are represented (Oviatt and McDougall, 2018). 
Environmental  
The concept of sustainability is becoming more popular, and more consumers are beginning to appreciate the environmentally friendly nature of the production process and packaging that is sustainable (Dhir and Dhir, 2015). Vietnam faces environmental issues, such as pollution, an imbalance in waste treatment, and growing regulatory force. Even though such issues are not unique to hygiene and health fast-moving consumer goods, they are both risky and offer opportunities (VietnamPlus, 2025). In the case of Royal Beda, differentiators like eco-packaging and minimal waste manufacturing may be sustainability credentials and would be in line with its global sustainability strategies (Research and Market, 2025). However, the company is to be aligned with the local environmental regulations and might have to invest in a green supply chain to reduce reputational risk.
Legal  
The complexity in product registration of regulations, especially as regards imports, labelling and health and safety requirements in the fast-moving consumer goods (FMCGs) industries in Vietnam, brings about a lot of burdens of compliance (Norton and Kaplan, 2018). The biggest challenges to the industry players remain the enforcement of intellectual property and anti-ensure of counterfeiting. In this regard, RB should comprehensively factor in the legal risk related to the registration of the product, compliance with the regulations, and safeguarding the intellectual property (Newman, 2024). In addition, keeping a compelling position on the changing legal and regulatory processes will form a fundamental strategic requirement (Bruijl, 2018).  
In the case of RB hygiene/health and the overall FMCG expansion to Vietnam, by utilising the Five Forces framework proposed by Porter, a chance to organise the evaluation of the competitive environment is offered.  
[bookmark: _Toc217119444][bookmark: _Toc217231363]2.2 Industry/ Competitive Analysis (Porter’s Five Forces)
To assess the competitive landscape, Porter’s Five Forces is useful for RB’s hygiene/health and broader FMCG expansion into Vietnam.
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Figure 04: Porter’s Five Forces 
Source: (Lynch, 2021)
Threat of new entrants  
Vietnamese FMCG is a market with stable growth, thus encouraging new entrants. However, RB has significant points of strong brand around the world, size, and established distribution and research and development capabilities, as well as strong marketing capabilities (Feldman, 2020). Barriers to entry involve the ability to conform to local laws, having to set up facilities in the local country to manufacture or package its products, to build a distribution system and extensive brand-building efforts (Newman, 2024). In spite of such obstacles, numerous local and regional competitors have already set up, and the emergence of e-commerce platforms has reduced the cost of entry for digital-native brands (Pérez, 2022). As a result, the new entrant threat is estimated as moderate.  
Supplier bargaining power
In the case of FMCG, the bargaining power of suppliers of raw materials in terms of chemicals, packaging materials, and logistical services is usually moderate. The elements of cost pressures in the Vietnam market concern raw material costs, energy costs and labour costs (Dess et al., 2014). Being a big international player, RB boasts sourcing advantages and leverage capability due to the large-scale global sourcing chain. Thus, the bargaining power of suppliers is deemed as low to moderate to RB (Pérez, 2022).  
Buyers (customers and retailers) bargaining power
The FMCG industry has buyers who are very sensitive to prices and other promotional efforts based on the price sensitivity of Vietnamese customers. Big box retailers and distributors can bring pressure on the profit margin, and the modern trade channels, albeit very fragmented, confer some buyer power (Kuptsova et al., 2021). However, the brand equity held by RB enables it to enjoy premium positioning; thus, it has some level of insulation against the demands of the buyers. In line with this, the buyer's bargaining power is moderate (Ralph, 2025).
Threat of substitutes  
Hygiene/ health products face threats of substitutes in the form of local brands, generics, and unbranded value substitutes. In case RB opts to take a premium positioning, substitutes, especially those that are cheap and local, pose a serious threat, especially in low-income segments (Ralph, 2025). The threat is medium to extreme, depending on the product type and pricing policy.  
Industry rivalry  
The FMCG market in Vietnam is very competitive and is filled by both the formidable local firms and well-established multinationals. The home-care, personal-care and hygiene segments have many players.  Competition is based on the pricing, promotional activity, channel of distribution, and brand recognition (Newman, 2024). Although RB enjoys the advantages of global assets, local production of the products, swiftness in innovation, and prompt market penetration are all very essential. This leaves industry competition at an elevated level (Reckitt, 2025b).  
Altogether, the RB entry to the hygiene/health FMCG market in Vietnam has good potential, as the market is growing, and consumer demand is growing, but it is also marked by high competition rates, such as competition, substitutes, and buyer power (Manaeva et al., 2023). The new entry threat is moderate because RB has fewer barriers to entering than smaller players do; however, the pressures and the presence of substitutes necessitate a cautious approach on the part of RB (Ralph, 2025).
[bookmark: _Toc217119445][bookmark: _Toc217231364]2.3 SWOT analysis
Strengths
The company has a vast international brand portfolio of hygiene and health products, with examples of Dettol and Durex (Reckitt, 2024). It currently acts on the international level with a high level of research and development and a broad marketing potential. This organisation has a history of successful experience in emerging markets and a great experience in the context of high growth (Financial Times, 2024).  
Weaknesses
According to Hill, Jones and Schilling (2020), high-end pricing schemes can limit entry into the lower-income brackets and market responsiveness could be limited by an earlier small local manufacturing and distribution base. It will be required to adapt to the local market needs, cultural peculiarities, and consumer behaviour (Stone, 2025).  
Opportunities  
The growing demand for hygiene and health products is coupled with the rising middle class in Vietnam, which exhibits a good market trend (Research and Markets, 2025). The fast-cultivated digital and e-commerce avenues present new market penetration opportunities. New trends in consumer behaviour towards focusing on health, wellness and sustainability are closely related to the value proposition of the firm (Ken Research, 2024).  
Threats 
Aggressive competition brought on by the local brands as well as the international competitors is a major threat (Ken Research, 2024). Competitive positioning is sabotaged by high price sensitivity and the threat of replacement by cheaper products (Thumrongchote, 2025). There are also regulatory and compliance issues, the spread of fake products, and challenges with distribution in the rural region, increasing risk.
[bookmark: _Toc217119446][bookmark: _Toc217231365]2.4 Insights and Strategic Implications 
Based on the macro and industry analysis, it can be concluded that there exist a few strategic implications of the RB expansion plan:
The macro environment has shown a favourable picture due to the related high economic growth, increasing disposable income, increasing urbanisation, and the increasing focus on wellness (Ken Research, 2024). These are macro-social forces that favour growth in the hygiene and health product industry (Research and Market, 2025). However, RB has to contend with cost pressure and price sensitivity that could limit profitability.
An opportunity to exploit in the development of digital and modern retail in Vietnam is a huge national opportunity. RB has the opportunity to utilise the e-commerce site, online marketing campaigns, and the latest trade forms to accelerate brand building (Reckitt, 2025a). However, the old trade channels and the country distribution channels still hold a significant market share, thus prompting a hybrid distribution strategy (Kabue and Kilika, 2016).
There is an intense rivalry level. RB should use its brand equity, scale of its operations worldwide and its constant innovation to gain differentiation (Reckitt, 2025a). The homogeneous global product strategy is not enough; the localisation of the product, such as specifications and packaging, price lines, and communication efforts, is all crucial.
Challenging success factors will include supply chain and logistics. The penetration of the market in rural and peripheral areas, fragmentation of the conventional trade routes and counterfeit products require well-built distribution systems, networks of strategic partnerships and quality assurance systems (Reckitt, 2025b).
The sustainability and health credentials could be differentiators and are aligned with the current consumer preferences and the overall strategic commitments by RB at the global scale.
[bookmark: _Toc217119447][bookmark: _Toc217231366]Section 3: Strategy Development and Formulation 
[bookmark: _Toc217119448][bookmark: _Toc217231367]3.1 Strategic Direction and Rationale 
Based on the above environmental and competitive analysis, the expansion strategy of Reckitt Benckiser in Vietnam should be coupled with its overall global mission that is to protect, heal and nurture, in its unrelenting quest to offer a cleaner and healthier world (StrategyHelix Group, 2025). This strategic intent will be achieved by capturing a portion of the growing health and hygiene market in Vietnam by introducing core brands of RB, namely Dettol, Lysol, Durex and Veet, when the impetus on cleanliness, personal care and safety has been accelerated in the wake of the COVID-19 pandemic (Reckitt, 2025a).
The emerging middle-income level, the fast urbanisation, and the growth of digital connectivity provide Vietnam with a significant opportunity to create a sustainable and profitable business (DCF Modeling, 2024). On this basis, strategic development at RB ought to focus on market development; offering current products in a new geographic location through differentiation and localisation, based on the ability to sustain sustainable practices and localised distribution models (Shams et al., 2021).
[bookmark: _Toc217119449][bookmark: _Toc217231368]3.2 Strategic Model: The Ansoff Matrix
The Ansoff Matrix represents a framework analysis model that can be used to map out the strategic expansion opportunities that RB has (Feldman, 2020).
	
	Existing products 
	New products 

	Existing markets 
	Market Penetration 
Increasing share of Dettol and Durex in existing markets 
	Product Development 
Innovating hygiene and health products for current customers 

	New markets 
	Market Development 
Introducing Dettol, Lysol, Durex, Veet in Vietnam
	Diversification 
New product lines for new regions 



Market Penetration  
This aims at strengthening market share by increasing the distribution of the existing products in the old markets (WARC, 2024).  However, it has no relevance in Vietnam because now RB is entering a new country.  
Market Development  
The plan involves the entry of the already available products into new geographic or demographic markets (Lynch, 2021). For example, the chosen strategy will be RB’s rolling out its hygiene and health range, such as Dettol, Lysol, Durex, to the vast fast-moving consumer goods market in Vietnam (VietnamPlus, 2025).  
Product Development  
This route deals with the development of new products to existing markets, and this may be by innovation or by improvement (Lynch, 2021). For example, as a secondary consideration, RB could alter formulations or containers to match local consumer inclinations (DCF Modeling, 2024).  
Diversification  
This strategy encompasses creating new products in completely different markets and hence both product and geographic enlargement (Lynch, 2021). This does not directly apply at this time. RB shall use its core competencies first before embarking on diversification. 
The existing range of products that are currently offered by RB has strong global equity (Reckitt, 2024). Development of markets will give the firm the chance to capitalise on its strong brand identity and re-align marketing, distribution and pricing practices in order to fit the local contextual factors (Goss, 2024). To maintain the competitive edge, RB can then follow through with a limited degree of product differentiation- like tropical fragrance versions, use of smaller packaging to make the products more affordable and use of herbal ingredients to appeal to the local customer tastes (Reckitt, 2025b). As a result, the market development coupled with the adaptive localisation can be seen as a strategic approach, which forms the background of RB entering the Vietnamese market.
[bookmark: _Toc217119450][bookmark: _Toc217231369]3.3 Market Entry Mode: Dunning’s Eclectic Paradigm (OLI Model)
The OLI paradigm is a theoretical model of Dunning that offers a logical model of evaluation to decide on the entry mode (Haseeb et al., 2019).

Figure 05: Dunning’s OLI framework- RB’s entry model decision for Vietnam
Source: (Author)
Ownership Advantages  
RB has some strengths internally, which can be used to justify the international expansion, such as 
· Brand equity: Dettol, Durex, and Lysol are well-known globally.  
· Innovation and R&D: Technological expertise in the hygiene and pharmaceutical products (Reckitt, 2025a).  
· Financial strength: A strong capital base, which enables it to invest in new markets.  
· Sustainability credentials: ESG alignment that appeals to the environmentally friendly consumers in Vietnam (Reckitt, 2024).  
These advantageous privileges form the basis of the ability of RB to compete favourably with local companies (Research and Market, 2025).
Location Advantages  
The appeal of Vietnam can be summarised as dynamic growth of GDP and disposable income around 7% per year, performing modern retail and digital expansion (Thumrongchote, 2025). In addition, trade in ASEAN markets through trade accords, such as CPTPP, RCEP, cheap cost of labour and production, and strategic geographic location in Southeast Asia (VietnamPlus, 2025).  
However, issues such as complicated legislation, domestic rivalry, and pirated products are a major threat (Tarba et al., 2023). Such hazards may be averted by collaboration and a local joint venture.
Internalisation Advantages  
To protect the intellectual property, retain control over quality, and preserve the brand, RB needs to outsource distribution to the local firms and in-source the significant processes such as marketing and product formulation (DCF Modeling, 2024).
Recommended Entry Mode  
A best fit can be the joint venture (JV) with a recognised local FMCG or distribution company, such as Masan Consumer, VinCommerce, or DKSH. This structure affords a national network in allocation, segmentation and retailing, decreased entry and fast market penetration, common investment and risk elimination, and learning opportunities concerning localisation (Financial Times, 2024).  
[bookmark: _Toc217119451][bookmark: _Toc217231370]3.4 Competitive positioning: Porter’s Generic Strategies 
Based on Porter's framework of Generic Strategies, the ambiguity that faces the organisation is a strategic decision between cost leadership, differentiation, and focus. The method of differentiation is the most suitable within the context of Vietnam, depending upon the selective optimisation of costs (Bruijl, 2018).
[image: Porter's Generic Strategies PowerPoint and Google Slides]
Figure 06: Porter’s generic strategies
Source: (Nandakumar et al., 2011)
Differentiation Strategy  
The various factors on which the global success of RB takes place include high brand equity, better product performance, safety and trust (Lynch, 2021). The differentiation strategy in Vietnam entails presupposing brand heritage and scientific credibility. For example, the argument of the clinically proven protection of Dettol hygiene products, as well as the strict quality assurance are cornerstones issue in the markets where fake hygiene products are being sold (Stone, 2025). The initiatives of sustainability as well as social campaigns based on the promotion of hygienic practices and health education ones will strengthen the position of the brand RB as a high-quality, but at the same time socially responsible, worldwide brand (Dhir and Dhir, 2015).
Cost leadership
As differentiation increases the perceived value, RB has to maintain a cost-comparative position (Lynch, 2021). For example, local sourcing and manufacturing alliances will reduce the importation tariffs and logistic expenses. Besides, creation of smaller size sachets or mini-packs will make their products more affordable in poorer markets (Hill, Jones and Schilling, 2020). The employment of digital and direct-to-consumer strategies will minimise the distribution mark-up.
Strategic Outcome  
The differentiation/ affordability hybrid strategy will be used to make sure that the brand name has prestige in the urban cities, but is affordable in the developing rural markets (Bruijl, 2018).
[bookmark: _Toc217119452][bookmark: _Toc217231371]3.5 Strategic Fit and Capability Assessment: VRIO Framework
The VRIO framework assists in considering the potential of the internal resources of RB to maintain a competitive edge (Dess et al., 2014). 
	Resource/Capability 
	Valuable 
	Rare 
	Inimitable 
	Organised 
	Competitive Implication 

	Global brand equity (Dettol, Durex)
	√
	√
	√
	√
	Sustainable competitive advantage 

	R&D and innovation expertise 
	√
	√
	√
	√
	Sustainable competitive advantage 

	Supply chain and partnerships 
	√
	ᵡ
	ᵡ
	√
	Temporary competitive advantage 

	Financial capacity and capital access
	√
	ᵡ
	ᵡ
	√
	Competitive parity 

	Corporate sustainability and CSR reputation 
	√
	√
	√
	√
	Sustainable competitive advantage 

	Digital marketing and analytics 
	√
	ᵡ
	ᵡ
	√
	Temporary competitive advantage 


As a VRIO analysis reveals, brand equity, R&D, and sustainability reputation provide LTC and inimitable benefits to RB, whereas supply-chain and digital capabilities present short-term benefits which need to be sustained at a high level (Manaeva et al., 2023).
[bookmark: _Toc217119453][bookmark: _Toc217231372]3.6 Strategy Implementation Components 
Product Strategy: The organisation will launch Dettol and Lysol as iconic hygiene category products with regional products including lemon or herbal smell, hence appealing to local consumers (Reckitt, 2025b). Durex and Veet, as targeted awareness campaigns, should focus on safe intimacy practices, and self-care practices will be undertaken to facilitate the expansion of Durex and Veet in the health and personal care segment (Ken Research, 2024).
Pricing Strategy: It will use a tiered pricing strategy whereby in metropolitan areas like Ho -Chi and Hanoi premium pricing will be used, but value-based and smaller packs will be provided in rural areas (Goss, 2024). Promotions and loyalty programmes will be included in both the modern shopping establishments and online stores, such as Tiki, Shopee, and Lazada. Prices will be justified according to the perceived quality, and deep discounts will be shunned to protect brand prestige (Kabue and Kilika, 2016).
Distribution Strategy: The Omnichannel distribution will be exploited and consists of modern retail, such as VinMart and Co-opmart, e-commerce, and classic market channels (Reckitt, 2024). Local logistics providers will be strategic partners to make sure that there is penetration in rural settings (Kuptsova et al., 2021). An information-based distribution planning is going to be adopted to reduce out-of-stock infractions and reduce the possibility of counterfeit (Rybska, 2024).
Promotion Strategy: Together with the Ministry of Health, it will launch a nationwide campaign, Healthy Vietnam, which will be used to promote hygiene education and disease prevention (Ken Research, 2024). The partnerships with influencers and online creators will be directed at content about health and wellness. Cause marketing will also be done, as is the case with the Clean Hands, Safe Homes school programmes by Dettol (Tarba et al., 2023). To encourage emotional appeal, digital storytelling and social media channels, including TikTok and Facebook, will be used.
[bookmark: _Toc217119454][bookmark: _Toc217231373]3.7 Risk analysis and mitigation 
Regulatory Risk  
Any delay in product registration and complex compliance may really halt development. Hence, mitigation measures will include conducting early due diligence, which includes legal investigations; recruiting local advisory firms; and collaborating with a JV with regulatory experience (Waithaka et al., 2022).  
Cultural Misalignment  
The local consumer may not respond to marketing or branding.  As mitigation strategies, RB should localise the communication; run focus groups, and engage Vietnamese brand ambassadors on board (Pérez, 2022).  
Price Sensitivity  
Mass adopters may be driven away by premium pricing.  Hence, RB should provide differentiated prices and reduced-size packs and conduct specific promotions (Kuptsova et al., 2021).  
Logistical Challenges  
The problem of distribution gaps in rural locations exists. Therefore, RB should collaborate with national distributors and invest in the last-mile delivery infrastructure (Varadarajan, 2020).


[bookmark: _Toc217119455][bookmark: _Toc217231374]Section 4: Performance Evaluation Framework 
A performance analysis framework cannot be ignored when establishing the effectiveness and feasibility of Reckitt Benckiser's expansion strategy in the Vietnamese market. Since it has multidimensional goals, this section suggests implementing a Balanced Scorecard (BSC) and Triple Bottom Line (TBL) approach (Kabue and Kilika, 2016). 
[bookmark: _Toc217119456][bookmark: _Toc217231375]4.1 The Balanced Scorecard Framework
Balanced Scorecard is a multi-dimensional instrument of strategic measurements, which were invented in 1996 by Kaplan and Norton (Norton and Kaplan, 2018). It is a framework that defines evaluation perspectives in four areas, that is, Financial, Customer, Internal Business Processes, and Learning and Growth (Oviatt and McDougall, 2018).
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Figure 07-Balanced Scorecard 
Source: (Singh, 2024)
Financial Perspective
Financial goal in Vietnam is to achieve profitability and increase market share (Singh, 2024). The main KPIs are the rate of annual revenue growth in Vietnam as a percentage of the growth, market share in health and hygiene markets, operating profit margin, and the ratio of cost and efficiency in production and logistics costs divided by revenue (Kopecká, 2017). However, RB’s short-term goals are to attain an average annual revenue growth rate of 10-12% within three years and attain a market share of 5% by Year Five (Goss, 2024).
Customer Perspective
Here, the strategy is to develop strong brand equity and customer loyalty by differentiating and gaining earned trust (Shams et al., 2021). The KPIs are awareness and preference scores based on market surveys, the level of customer satisfaction expressed in Net Promoter Score, e-commerce conversion rates and repeat purchases, and the percentage of sales, which remain counterfeit-free quality assurance levels (Norton and Kaplan, 2018). Therefore, RB has to achieve 80% brand awareness in the urban markets and a customer satisfaction rating of above 85 (Ken Research, 2024).
Internal Business Process Perspective
Here, the goal is to achieve effective, compliant, and innovative processes of operation (Singh, 2024). KPIs include time to market regarding the launch of new products, the number of local supplier relationships that have been formed, a score on regulatory compliance (Norton and Kaplan, 2018), such as audits passed, and the rate of recyclable or environmentally friendly packaging that has been used. The goal will be achieved by ensuring 95% regulatory compliance, 80% local sourcing, and a complete eco-packaging rollout by Year four (Kuptsova et al., 2021).
Learning and Growth Perspective
There is a need to develop talent, improve innovation and augment organisational agility. The key performance indicators cover the engagement and retention rate among the employees (Singh, 2024), the hours of the annual training per employee, the number of local-specific product innovations, and a digital transformation index, as it will incorporate the use of analytics and the integration of e-commerce (Feldman, 2020). 
[bookmark: _Toc217119457][bookmark: _Toc217231376]4.2 Triple Bottom Line (TBL) Integration
The Balanced Scorecard takes into consideration the TBL metrics, namely People, Planet, and Profit, to guarantee that RB will expand not solely profitably, but also being a socially and environmentally responsible company (Fauzi et al., 2010).
	Dimension
	Strategic Focus
	Sample indicators

	People (Social)
	Enhancing community health and well-being.
	Introduction of hygiene education programmes; number of beneficiaries reached; workplace diversity ratio (Adams et al., 2013).

	Planet (Environmental)
	Increasing the sustainable operations and packaging.
	The decrease in CO2 emissions, the percentage of recyclable packaging, and the ratio of waste to unit.

	Profit (Economic)
	Developing profitable and responsible growth.
	Revenue and margin plans, reinvestment of the local innovation and corporate social responsibility (Adams et al., 2013).


Such alignment will make the success of RB in Vietnam serve the goal of national development and the United Nations Sustainable Development Goals (SDGs), especially SDG3 (Good Health and Well-Being) and SDG12 (Responsible Consumption and Production) (Kuptsova et al., 2021).
[bookmark: _Toc217119458][bookmark: _Toc217231377]4.3 Monitoring and Mechanisms of Governance
The Vietnam Strategic Business Unit (SBU) will be operationalised to implement the Balanced Scorecard and quarterly report performance to the Asia-Pacific regional office (Shams et al., 2021). Key performance indicators will be observed by real-time data dashboards that will allow identifying the performance gap early (WARC, 2024). Social and environmental metrics will be checked with respect to the annual sustainability audits. Managers will be rewarded via performance-based concepts based on the meeting of the financial and ESG targets (Norton and Kaplan, 2018). Such governance mechanisms enhance accountability, transparency, and agility -some of the pillars of strategic momentum in a proactive emerging market.

[bookmark: _Toc217119459][bookmark: _Toc217231378]Conclusion
To conclude, environment analysis revealed a favourable market condition for expansion of RB in Vietnam. Though the competitive forces were active, GSK has strengths that will provide the company with competitive advantage in Vietnam market. Based on insights from environment analysis, competitive analysis and OLI factors, joint venture is recommended for RB to expand in Vietnam. The merger between the Balanced Scorecard and the Triple Bottom Line concepts will provide Reckitt Benckiser with the overall framework through which it can assess the effectiveness of its growth strategy in Vietnam. The juxtaposition of the financial discipline, operational excellence, customer satisfaction, and sustainability can enable this firm to track the short-term as well as the long-term effects. 
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