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[bookmark: _Toc235990026]Executive Summary
The report is a critically evaluated analysis of strategic viability in the expansion of Patagonia Inc. in India, a high growth emerging economy where the firm does not have a formal retail presence yet, as consumers continue to gain knowledge of sustainable high-end apparel. Patagonia has built a unique competitive edge based on its environmental stewardship, circular business model and purpose-oriented corporate governance, and consolidated by its 2022 ownership restructuring that returns excess profits to climate action. The report first describes the international strategy employed by Patagonia through the guidelines of Bartlett and Ghoshal framework and then critically analyses how the international organization of Patagonia has led to sustainable competitive advantage. It then considers this political, economic, legal and cultural environment of India and then uses the Eclectic (OLI) Paradigm of Dunning to determine the market attractiveness. The report subsequently analyses how Patagonia has internationalised in the past and suggests the best market entry strategy that should be applied to India. The conclusions are that India is among the regions that can play a major role in the long-term strategic level; nevertheless, effective growth will be achieved through the reconciliation of the sustainability-focused differentiation of Patagonia and the need to focus on climate adjustments at the local level, alignment with local regulations and strict resource allocation management.
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[bookmark: _Toc235833810][bookmark: _Toc235990027]Introduction 
Internationalisation provides multinational enterprises (MNEs) with sustainable development, risk diversification and enhanced competitive edge, but the success is increasingly determined by the ability to balance global standardisation and local responsiveness in institutionally diversified markets (Mellahi et al., 2021). A case in point of combating this difficulty can be seen in the form of sustainability-oriented business model that Patagonia uses to distinguish itself among the similar fashion firms through adoption of circular economy and environment stewardship, instead of pursuing a competitive attitude through prices (Arte et al., 2023). According to its 2024 Benefit Corporation Report, 73% of its apparel fabrics are made using recycled materials, 88% of its products are made by Fair Trade Certified™ factories and, to date, it has paid over US $23 million in Fair Trade premiums to workers, furthering its purpose-driven competitive edge (Patagonia, 2024c). Although Patagonia has over 70 company-owned stores in use in North America, Europe, Asia-Pacific and South America, it does not have a formal retailing presence in India (Patagonia, 2024a). Because India has a 6.5% GDP growth and an apparel market that is worth more than US $105 billion, this report critically appraises if India offers strategic fit to Patagonia by considering the Bartlett and Ghoshal framework, macro-environmental analysis, the Dunning OLI Paradigm and international market entry theory (Reuters, 2025; Statista, 2025).


[bookmark: _Toc235990028]Section 1: Organisational Classification and Global Strategy 
[bookmark: _Toc235990029]1.1 Patagonia's Global Business Model
An international strategy with a focus on environmental responsibility instead of aggressive market penetration has helped Patagonia to develop into one of the most sustainable multinational-based enterprises in the world instead of being a niche manufacturer of outdoor clothes (George and Schillebeeckx, 2022). With a vast number of shareholder yields being sought by spreading out their operations over a wide geographical region and through economies of scale, Patagonia has strategically focused its core values on responsible growth, products life cycle and environmental activism as the main initiating factors to competitive advantage (Burbano, Delmas and Cobo, 2023). This has been an effective strategic orientation that has helped in the growth of brand authenticity as well as also positioning Patagonia in the ever-evolving competitive environment in the premium outdoor apparel market. Environmental commitment of the company is proved by operational results. Patagonia measured 88% of its goods as produced in Fair Trade Certified factories (in FY2024), which is an improvement of 87% in Fair Trade Certified factories in FY2023, and has paid factory workers over US $32.3 million in cumulative Fair Trade premiums. Moreover, 73% of the inputs in the production of apparel fabrics at Patagonia were recycled, and 97% of fabric products were made without the deliberate introduction of PFAS chemicals, showing a consistent improvement towards manufacturing products that were in line with environmental responsibility. In FY2024, Patagonia also hosted more than 145,000 garments across the world via its repair programme, which further supported its circular economy approach than promoting repeat purchases (Patagonia, 2024c). Instead of competing by going global as Nike or Adidas does, Patagonia can choose to enter the market in a selective manner, and thereby maintain long term sustainability goals without undermining the corporate principles (Carrera, 2022). This results into comparatively limited international presence despite its well known brand globally.

[bookmark: _Toc235990336]Figure 1 Patagonia Sustainability Performance (2024)
Source: Self Made Adapted from Patagonia (2024a); Patagonia (2024c).
[bookmark: _Toc235990030]1.2 Strategic Classification Using Bartlett and Ghoshal's Framework
Bartlett and Ghoshal (1989) state that there are four international strategic orientations that include international, multidomestic, global and transnational. Patagonia is nearest to the transnational strategy, but the aspects of an international strategy can still be observed within the organisational framework.
In terms of an international integration, Patagonia harmonises the core corporate purpose, sustainability principles, product quality norms and supply chain management in international markets. The environmental mission of the company, We're in business to save our home planet, is spread across the globe and is also integrated in product design, sourcing, governance and marketing operation. This mission was further institutionalised in the 2022 ownership restructuring when ownership was passed to entities that would guarantee future profit generation to protect the environment instead of the private shareholders (Patagonia, 2024b). Such an extent of worldwide integration guarantees a robust reputational uniformity among worldwide markets. 
Nevertheless, Patagonia is also very responsive to the local. Assortment of products, marketing messages, experience in retail facilities and community involvement programs are adjusted based on the climatic factors, the culture of outdoor recreation and consumer behavior in various countries. Instead of enforcing heavy standardisation, Patagonia is promoting regional adaptability as well as adhering to global principles of sustainability. This kind of approach is indicative of the major features of the Bartlett and Ghoshal transnational model in which companies are pursuing global competence at the same time as a local sensitivity and learning at the organisational level (Lasserre and Monteiro, 2022).
Importantly, the approach of Patagonia is not common to the transnational corporations since the concept of sustainability is not simply a corporate social responsibility program, but the key competitive factor of the company. The competitors like The North Face or Columbia often compete by product novelty and frozen mass of distillation, however, Patagonia competes with an institutional validate, trust and ethical deviation of their stakeholders. This imposed position forms high obstacles to copy since environmental credibility cannot be achieved by investing in marketing in a few months (Hidiroğlu, 2022).
However, selective internationalisation does pose constraints to Patagonia as well. The restrained growth has limited the company to booming new economies like India and Indonesia as well as parts of Africa where outdoor recreation activity and green consumer purchasing is gaining (Buckley, 2025). As a result, the need to maintain the mission and expand internationally is the major strategic dilemma that Patagonia faces.
[bookmark: _Toc235990331]Table 1 Bartlett and Ghoshal's International Strategy Analysis
	Dimension
	Patagonia Evidence
	Evaluation

	Global Integration
	Centralised sustainability standards and global brand consistency
	High

	Local Responsiveness
	Product adaptation for regional climate and consumer preferences
	Moderate

	Knowledge Sharing
	Global transfer of sustainability and innovation practices
	High

	Overall Strategy
	Transnational Strategy
	Appropriate for India



[bookmark: _Toc235990031]1.3 Global Configuration and Competitive Advantage
The global structure of Patagonia is marked by a globally located production network and a highly controlled corporate governance and brand. The company has offices in North America, Europe, Asia-Pacific and South America with the over 70 company-owned retail stores around the world. Simultaneously, Patagonia reports that just 2-3% of the overall carbon footprint is attributed to its owned forces, which shows that the majority of the environmental harm is caused by global supply chain, which proves the rationale behind further investments in responsible sourcing and supplier governance. The company has also attained 98% renewable electricity uptake in its global operations that are owned by the company, which enhances its sustainability-based competitive advantage (Patagonia, 2024a). 
In terms of resources, the competitive advantage of Patagonia goes beyond material resources into capabilities, which are valuable, rare, and difficult to replicate, such as brand authenticity, trust in stakeholders, environmental innovation, and transparency in the supply chain (Li and Shaheer, 2025). These strategic resources give a solid foundation of international expansion. Nevertheless, venturing in India will entail a meticulous adjustment of local institutional environment, consumer buying capability and competitive forces without compromising the sustainability ethos of Patagonia globally. The following sections subsequently measure whether the external environment in India contains location-specific benefits, which are worth formal market entry (Zhou, Gomes and Vendrell-Herrero, 2025).
[bookmark: _Toc235990032]2. Macro-Environmental Appraisal and Market Attractiveness
[bookmark: _Toc235990033]2.1 Political Environment
Institutional quality and political stability are key factors that greatly affect the internationalisation decisions of multinational enterprises as it affects certainty of regulations, long-term strategic planning and security of investments (Saikia, Bhattacharya and Dwivedi, 2024). India has reinforced its role as a top investment destination in the world, with an inflow of foreign direct investment (FDI) of about $28 billion in 2024, although geopolitical uncertainty has risen and the global investment flows are declining (Reuters, 2024). This strength indicates the continued belief in policy reforms in India, the growth of its domestic market and the long-run economic opportunities.
In the case of Patagonia, India has opportunities and threats associated with the political environment. The government programs like Make in India, PM Gati Shakti and the National logistics policy are designed to enhance the competitiveness of manufacturing, cut logistics expenses, and modernize supply-chain infrastructure (PM Gati Shakti, 2024). India has liberalised foreign investment by allowing 100% FDI under automatic route in single brand retail, proving advantageous to wholly owned subsidiaries and institutional facilitating highly desired international retailers (DPIIT, 2024). Such reforms are consistent with the long-term internationalisation plan of Patagonia that puts an emphasis on consistent investment conditions that could sustain the effective business (Nazzal et al., 2024).
Regulatory simplicity can, however, not be compared to political attractiveness. The system of federal governance of India introduces a significant difference in labour laws, environmental clearances and tax in one state to another, making the administration intricately complex and expensive to multinationals to meet compliance and administration costs. Moreover, the regular changes in the importation tariffs on cloth and garments create unpredictability to the industries, which rely on imported high-end products. Given that Patagonia is not in the business of producing low-cost products but of offering sustainable quality clothes, increasing tariffs will decrease the price competitiveness in the Indian market of value-conscious consumers. Hence, even though India is heading in the right direction with regards to foreign investment, the success of Patagonia will be predicated on sound regulatory governance and close interaction with national and state level government instead of the central government reforms.
[bookmark: _Toc235990034]2.2 Economic Environment
One of the most solid strategic reasons that prove the expansion of Patagonia is macroeconomic performance of India. It forecasts 6.5% growth in the gross domestic product, continuing to make India the fastest-growing large economy in the world, as the World Bank anticipates further growth on the base of the growing domestic consumption, the development of infrastructure, and digitalisation (World Bank, 2026; Reuters, 2025). The economic trend in India offers high potential growth in the long term unlike many mature apparel markets that are recording low demand.
The basics of the consumer market also supports Patagonia, adding to the investment case. India has a population of over 1.4 billion and over 430 million middle-income consumers and with rapid urbanisation and rising disposable incomes, there is now an even growing demand among India population towards high-end lifestyle products (People Research on India's Consumer Economy (PRICE), 2025). Organised retail, e-commerce, and outdoor recreation have aided the growth of the Indian apparel market to surpass US $105 billion (Statista, 2025). Growing engagement in trekking, hiking and fitness needs offers a positive customer base to Patagonia premium outdoor apparel (Euromonitor International, 2025).
However, positive economic signs are not an enough guarantee of business success. The Indian textile industry is still very susceptible to price and multinational companies like Nike, Adidas and Decathlon have the upper hand because of their superior distribution channels and economies of scale. The high price tag may consequently limit the customer base to high-income urban clients unless Patagonia can communicate to customers the long-term benefits of the durability and repair service and environmental sustainability. Furthermore, the volatility of exchange rate and variations in Indian Rupee can impact on the cost of importation and strain profit margins in the early few years of the business. As a result, the Indian economic environment has been giving a good capacity to develop but Patagonia will need to challenge its competition via differentiation and brand value as opposed to competing mighty by price as it would need to win urban consumers with a conscious mind to what the company produces due to its environmental concern.
[bookmark: _Toc235990035]2.3 Legal Environment 
The Indian legal system has been gradually developed to enhance investor confidence and reinforce corporate governance and regulation of sustainability. With the introduction of the 100% single brand retail FDI and improved eco-reporting standards (Business responsibility and sustainability reporting or BRS) new requirements, firms that predominantly aim at achieving sustainability face an even more favourable regulatory environment (Securities and Exchange Board of India (SEBI), 2021). This commitment to transparent supply chains and reporting of ESG activities by Patagonia has thus served strategic alignment with the shifting governance system in India (Patagonia, 2024b).
Nevertheless, legal issues are still there. The level of regulatory enforcement inconsistency is across states, the application of the labour code is still random, and fake clothes are still a threat to high-quality international brands. As a result, Patagonia will not be able to solely enforce statistical protection but must have a strong system of supplier auditing, intellectual property protection and compliance. It indicates that the Indian legal environment is favourable and that it needs to proactively be governed to reduce operational and reputational risks.
[bookmark: _Toc235990036]2.4 Cultural Environment
The issue of culture fit is a determinant factor in international market achievement since consumer values, buying behaviour, and purchase lifestyle preferences serve to shape the acceptance of the brands and customer retention in the long term (Hofstede, Hofstede and Minkov, 2010). In the case of Patagonia, with a competitive edge built on principles of sustainability where their consumers are ethically oriented and products durable and not necessarily at a low price, it is more crucial to learn the changing consumer culture in India than just to look and see at the market size. Therefore, cultural analysis implies that India has both major opportunities and considerable difficulties with regard to the entry of Patagonia in India.
Applying the dimensions of culture provided by Hofstede, it is possible to note that India has a fairly high level of power distance and collectivism, as acquiring decisions are largely shaped by the family, people networks and perception of the community. These features prefer brands that have good reputations and are sincere corporate values, as opposed to pure product differentiation that is based merely on functionality. The international recognition of Patagonia as an environmentally-friendly company is thus an advantage due to the growing preferences of younger consumers to ethical brands in terms of quality and socially-conscious behavior. More so, the comparatively high long-term orientation of India conforms to the philosophy of Patagonia that manufactures high-quality durable products that can be fixed and reused instead of replaced.
Cultural alignment should not be grossed out though. Although people are becoming increasingly environmentally conscious, the costs of buying are very much affected by its affordability. The premium pricing strategy of Patagonia can thus restrict its popularity amongst the wealthy urban purchasers. The 2024 Sustainable Consumer Survey conducted by Deloitte indicates that more than 60% of the Indian buyers pay attention to sustainability when buying as well, but most are not ready to pay large price premiums (Deloitte, 2024). This implies that sustainability, on its own is not likely to prompt buying behaviour unless there is a demonstration of the economic value of the same. Patagonia thus have to show the product not only enduring usage, but also repair options and reduce lifetime ownership expenses as opposed to just eco-marketing themselves.
Also, India cannot be considered as a culturally homogeneous market. There are several regional variations in terms of language, income, retail behaviour and consumer preferences. Accordingly, Patagonia must first target the metropolitan cities like Bengaluru, Mumbai and Delhi where disposable incomes, sensitivity to the environment and involvement in outdoor recreation is markedly higher than those in the country as a whole. This focused strategy would enable Patagonia to build brand awareness prior to reaching out to the second-order markets.
[bookmark: _Toc235990037]2.5 Industry and Competitive Environment
The sports and outdoor apparel segment in India is an upscale sector that has been on a high growth trajectory owing to the rise in disposable incomes, healthy living and outdoor pursuits. The Indian sportswear market is one of the fastest-growing markets in the world with a compound annual growth rate of over 12% predicted in the coming years between 2025 and 2030 (Grand View Research, 2025). This expansion is associated with the shifting lifestyle and rising demands of high quality international brands by the emerging and growing urban consumers.
But Patagonia would be joining a highly competitive industry. Global brands such as Nike, Adidas, Puma and Decathlon have extensive networks in retail stores, robust supply chains and strong brand names and domestic brands like Wildcraft are able to compete effectively based on lower prices and specifically designed products with an opportune relation to Indian conditions. These companies enjoy economies of scale and extensive distribution and therefore direct price competition will be impractical in the case of Patagonia (Cavusgil, Knight and Riesenberger, 2019).
Rather, the competition superiority of Patagonia refers to differentiation and not cost leadership. Its Fair Trade-certified manufacturing, its recycling materials, repair programmes and its transparent supply chains are also valuable intangible assets that are impossible to duplicate by its competitors (Patagonia, 2024a). However, these advantages will merely be converted into commerce success in case consumers consider that there is adequately valuable to be incorporated to warrant Patagonia to be priced at a premium. Hence, the strategy Patagonia must develop is a focused differentiation strategy that aims at attracting environmentally conscious professionals, outdoor enthusiasts and individuals with high income, but does not aim at achieving a widespread market coverage.
[bookmark: _Toc235990332]Table 2 Competitive Positioning of Major Outdoor Apparel Brands in India
	Brand
	Price Premium (1–10)
	Sustainability Differentiation (1–10)

	Patagonia
	10
	10

	Nike
	7
	6

	Adidas
	7
	7

	Puma
	6
	5

	Decathlon
	3
	5

	Wildcraft
	4
	6
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[bookmark: _Toc235990337]Figure 2 Competitive Positioning of Major Outdoor Apparel Brands in India
Source: Self Made Adapted from Euromonitor International (2025); Patagonia (2024c).
[bookmark: _Toc235990038]2.6 Dunning's Eclectic Paradigm Analysis 
Dunning's Eclectic (OLI) Paradigm argues that foreign direct investment is appropriate when firms possess strong Ownership, Location and Internalisation advantages (Dunning, 1988). India would be a strategic growth area and Patagonia fits all three dimensions.
The benefits of its ownership are that it enjoys globally recognised brand equity, environmental leadership, Fair Trade-certified production and a purposeful governance framework (Patagonia, 2024c). These capabilities, which are intangible, make Patagonia stand out of the competition and generate sustainable competitive advantages that would be hard to replicate. The advantageous location of India is also very strong. India has a high potential long-term demand of high-quality sustainable products due to projected GDP growth of 6.5, an apparel market of over US $105 billion, increasing urbanisation and a rapidly growing middle class (World Bank, 2026; Statista, 2025). But these opportunities are tempered by regulatory complexity and strong market competition and should be viewed as a long term investment view and not short term.
Lastly, Patagonia has powerful internalisation benefits since having direct control over the sustainability standards, the transparency of its supply chain and customer experience is part of its business concept. Fragmenting brand authenticity and weakening environmental governance may be through licensing or franchising. As a result, operational control with the help of foreign direct investment helps Patagonia to retain their competitive background even as they communicate an ongoing global brand experience.
[bookmark: _Toc235990333]Table 3 OLI Framework Evaluation
	OLI Dimension
	Patagonia Evidence
	Strategic Implication

	Ownership Advantages
	Strong global brand, sustainability reputation, innovation
	Supports international expansion

	Location Advantages
	Large consumer market, economic growth, skilled workforce
	India attractive investment location

	Internalisation Advantages
	Better quality control, sustainability governance, brand protection
	Supports wholly owned subsidiary



On the whole, OLI framework shows that despite institutional and competitive disadvantages of India, the unique ownership strength of Patagonia, the favourable location-specific benefits of India and strategic need of prioritizing internal control systematically justify expansion by foreign direct investment as the most long-term sustainable approach.
[bookmark: _Toc235990039]3. Entry Mode Strategy and Strategic Synthesis
[bookmark: _Toc235990040]3.1 Critical Evaluation of Patagonia's Internationalisation Strategy
Patagonia has developed a selective, high control internationalisation strategy in which a focus on long-term brand integrity tends to take precedence over speedy globalisation (Ladeira and Ferreira, 2025). In contrast to its competitors like Nike, Adidas and Decathlon that have overgrown their markets by the means of numerous retail outlets and franchising, Patagonia ventures into markets cautiously and in areas where it can still sustain its sustainable agenda, ethical sourcing and high-end customer experience. This strategy has helped the company to maintain the same level of environmental practices and enhance its image as a purpose or driven global brand instead of struggling with price or market penetration.
The success of such a strategy is seen in sustainability performance within Patagonia. In its 2024 Benefit Corporation Report, Bottomless Clothes reports that 73% of apparel fabrics, 88% of products are produced by Fair Trade Certified Factories and above US $32 million has been paid to workers in Fair Trade premiums. These success stories illustrate how Patagonia has continued to grow internationally and keep its environmental and social mission kind of business model which introduces returns that are not tangible and that competitors have been unable to match theirs (Patagonia, 2024c).
Nevertheless, the conservative approach has also restricted the reach of Patagonia to emerging markets that are booming. Competitors have built market presence in Asia with a good distribution and a loyal customer base, but Patagonia lacks an equivalent presence. As a result, there would be a risk of losing first-mover benefits in the fledgling premium outdoor apparel market due to late entry into India.
[bookmark: _Toc235990041]3.2 Evaluation of Alternative Entry Modes
The choice of a suitable entry mode is a key decision as it will affect operational control, risk of investment and competitive strength in the long run (Buckley, 2025).
Licensing is the quickest market entry with minimum investment, nevertheless it lacks control on the quality of manufacture, labour standards and environmental quality. As the competitive position of Patagonia is built on the principle of ethical production and sustainability, licensing might provoke a decrease in brand confidence in case local partners do not adhere to these principles.
In a similar manner, franchising enables quicker retail growth at a lesser financial cost. But when operating as independent stores, it might be difficult to adopt Patagonia repair service services, circular economy, and sustainability customer experience consistently. Subsequently, this makes franchising to have significant reputational risks even though it is a good business idea.
Joint venture would offer entry into local market knowledge, distribution network and regulatory know-how, and minimize the risk of investment. However, joint ownership can taint conflict of priorities in terms of strategy, sustainability goals and decision making. Poor values compatibility in the corporate sector may undermine the purpose-driven company of Patagonia.
Strategic alliance gives the flexibility of collaboration as it allows working with local retailers, environmental organisations or responsible manufacturers without investing in equity. Although these joint ventures have the potential to increase market awareness and sustainability practices, lack of control over retail activities and brand management would not help Patagonia in competitive positioning over the long-term.
[bookmark: _Toc235990334]Table 4 Entry Mode Comparison
	Criteria
	Licensing
	Franchising
	Joint Venture
	Wholly Owned Subsidiary

	Investment Required
	Low
	Low
	Medium
	High

	Strategic Control
	Low
	Medium
	Medium
	High

	Risk
	Low
	Medium
	Medium
	High

	Brand Protection
	Low
	Medium
	Medium
	High

	Sustainability Control
	Low
	Medium
	Medium
	High

	Recommended
	✗
	✗
	✓
	✓✓




[bookmark: _Toc235990338]Figure 3 Comparison of Alternative Entry Modes
Scale
1 = Lowest Strategic Control
10 = Highest Strategic Control
Source: Self Made
3.3 Recommended Entry Mode: Wholly Owned Subsidiary
In view of the strategic priorities of Patagonia, the most appropriate entry mode to India is a wholly owned subsidiary (WOS). This strategy is the most expensive, but it gives the possibility to have full oversight over the product quality, supply chain management, sustainability levels and customer satisfaction. These capabilities are necessary since Patagonia competes more on the basis of brand authenticity and environmental leadership and not cost leadership.
The investment climate in India also favours this plan. The existing rules allow a single-brand retail involving 100% foreign ownership, so that Patagonia could set up fully owned operations adhering to the regulations regarding local sourcing (Department for Promotion of Industry and Internal Trade (DPIIT), 2024). This regulatory framework enables the company to put its global standards of sustainability into practice without a compromised strategic independence.
High-control strategy should also be used due to competitive conditions. The company has already declared in its Decathlon that it is going to invest with a view of becoming the first brand with 170 stores in India by 2027, which shows not only the potential of the market, but also the scale of competition in the future. Patagonia would be better to compete not with the price or a number of stores, instead offer a premium sustainability, long life products and clear supply chains (Grand View Research, 2025).
However, full ownership of a subsidiary costs a lot of capital, the regulatory hurdle requires much time and hodgepodge to market development than franchising or licensing. Thus, Patagonia can proceed with a gradual entry approach and start with flagship stores and combined e-commerce systems in the urban centers like Bengaluru, Mumbai and Delhi and then proceed to other urban markets. This incremental strategy would cut down on the financial risk but help the company to create brand recognition as well as learn about local consumer behaviour.
[bookmark: _Toc235990335]Table 5 Risk Assessment Matrix
	Risk
	Probability
	Impact
	Mitigation

	Regulatory change
	Medium
	High
	Local legal compliance

	Currency fluctuations
	Medium
	Medium
	Financial hedging

	Supply chain disruption
	Medium
	High
	Supplier diversification

	Low consumer awareness
	High
	Medium
	Marketing investment



3.4 Strategic Synthesis
[bookmark: _Toc235833831]On the whole, the internationalisation experience of Patagonia shows that successful long-term competitive advantage is attained in selective expansion as opposed to speedy geographical expansion. Licensing, franchising, joint venture and strategic alliance though less committed to high financial resources do not offer the operational control that is required to safeguard Patagonia sustainability-based competitive advantage. In contrast, a staged fully owned subsidiary would correspond to the ownership capacities of Patagonia, favourable Indian investment climate and internalisation advantages derived based on the OLI framework of Dunning. This strategy, therefore, offers the best base in creating a profitable, social responsible and sustainable long term presence in one of the fastest developing premium apparel markets in the world.

[bookmark: _Toc235990042]Section 2: Reflective Account
[bookmark: _Toc235990043]Description
The process of completing this international business consultancy report has helped me to a substantial degree in understanding how multinational enterprises make decisions on international expansion. My initial understanding of internationalisation was to find high growth markets with good economic projections. But the discussion of the proposed Patagonia expansion to India showed that in order to conduct successful internationalisation the fit of the internal organisational capabilities into external political, legal, cultural and competitive environments is a factor that should be taken into consideration instead of concentrating on market size or GDP growth as the pillar of successful internationalisation.
I used the Bartlett and Ghosal international strategy framework, Eclectic (OLI) Paradigm and macro-environmental analysis, all through the report. Instead of perceiving these models separately, I realised that they are complimentary to each other when it comes to assisting strategic decision-making. To use an example, despite the fact that the high economic growth rate in India was an encouraging sign that it can be an appealing investment destination, evaluation of institutional complexity, cultural diversity and competition realised that favourable economic conditions are not sufficient to justify foreign direct investment. This experience further warmed me on the necessity of valuing various theoretical approaches in the assessment of opportunities in the international arena.
[bookmark: _Toc235990044]Feelings
When starting the assessment, I believed that Patagonia has great reach across the world, and sustainability leadership, which should naturally result in an easy entry into India. This assumption was however upset by the analysis of academic literature, company reports and evidence in the market. I realised that it is not possible to conquer the institutional complexity through brand strength only, regulatory uncertainty or consumer behaviour differences. This resulted in a change of my understanding of global expansion as an opportunity-driven process to the understanding that it is a strategic balance between opportunity, risk and organisational capability.
Measuring possible alternative entry modes objectively was also a challenge to me. My first preference was to carry out a joint venture since there was less risk of investing in to venture, and the company would have familiarity with the local market. Nevertheless, in the course of additional explanation, it was pointed out that shared ownership might undermine the effectiveness of sustainability and strategy independence of Patagonia. This prompted me to challenge my preconceived notions and depend more on theoretical data and critical analysis as opposed to intuition in drawing the strategic recommendation.
[bookmark: _Toc235990045]Evaluation
The best thing about this assessment was that I learned to make critical appraisal of strategic decisions rather than explain market conditions. Incorporating company performance and international business theories helped me to realise that the reason why the selective internationalisation strategy strengthens Patagonia competitive advantage in spite of restraining its global image is because the strategy confines Patagonia to a smaller global image. I have realised that the intangible resources, such as environmental credibility, trust and brand authenticity among stakeholders, can be a more sustainable way of gaining competitive advantages as opposed to geographical expansion that may be fast.
However, I saw some drawbacks of my personal way of analysis. In the initial phases, I paid much attention on the macroeconomic factors like the GDP growth and the size of the market and underestimated the role played by institutional quality, culture and legal systems. Towards the end of the report I made a more fair assessment as I was able to combine these aspects into the strategic assessment. This enhanced my quality in recommendations as well as in my realization that the attractiveness of an international market is multidimensional as opposed to just economic.
[bookmark: _Toc235990046]Analysis
Summarizing the learning as a whole experience, I have realised that to achieve good international business strategy, it is necessary to balance the capabilities of the firm with the actions of the host country. The application of OLI Paradigm by Dunning revealed that success foreign direct investment is not tied on a single factor in that the interplay between ownership advantages and the location-specific benefits and internalisation possibilities. In the example of Patagonia, resources which are based on sustainability must generate competitive advantage only should they be backed by an entry mode that does not destroy organisational control and brand integrity.
Likewise, an overview of the framework of Bartlett and Ghoshal changed my concept of global strategy. I have observed that standardisation before was the most efficient form of international practice. Nonetheless, this evaluation showed that too much standardisation could lead to a lack of responsiveness towards local consumer preferences, whereas too much adaption could undermine global brand integrity. I have therefore come to the decision that successful multinational businesses always strike a balance between globalization and local sensitivity in response to the prevailing conditions in the market as opposed to using a universal strategy.
Moreover, the evaluation of the institutional and competitive environment in India revealed that good macroeconomic factors did not reduce strategic uncertainty. Opportunities created by strong economic growth must be matched by stringent risk assessment due to regulatory complexity, regional diversity and harsh competition. This strengthened the necessity of basing decisions on solid evidence, and discouraged the use of personal market signals in assessing international growth.
[bookmark: _Toc235990047]Conclusion
Altogether, this evaluation has enhanced my knowledge on the international business strategy by showing that achieving successful internationalisation involves the ability to combine organisational capabilities with political, economic, legal and cultural factors. It also taught me how to be more critical in assessing the alternative modes of entry by aware that metrics of control, risk and long term value creation are trade-offs and not universal/applicable practices.
[bookmark: _Toc235990048]Action Plan
In future I will further improve my strategic management knowledge through researching more on multinational case studies, industry reports and current research into sustainability and foreign direct investment. Later, at work, I will be more systematic in assessing the international opportunities by synthesizing theoretical perspectives into practical insights and using this to give strategic recommendations. I also will keep working on my knowledge on sustainable business since Patagonia has proven that environmental responsibility can turn into a source of a long term competitive advantage when it becomes a core strategy of an organisation. In general, this evaluation has developed my critical thinking, strategic evaluation and choice, and gave me a more grounded base regarding how I do my future academic research and practice in international business management.
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Patagonia Sustainability Performance (2024) in Percentage %

Percentage (%)	
Recycled Fabrics	Fair Trade Certified Products	PFAS-Free Fabrics	Renewable Electricity Usage	73	88	97	98	
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