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[bookmark: _Toc150444164]Introduction
International business trade services, goods, technology, and knowledge across borders in order to sustain business growth in a consistent manner. In the present globalised business landscape, organisations are exploring opportunities to extend their operations beyond domestic borders. Companies need to adopt different internationalisation strategies that play a crucial role in guiding them through global market challenges. External market pressure and international business conditions motivate the internationalisation strategies of the company to a certain extent. International business transactions generally include contractual agreements that permit foreign firms to utilise products, services, and processes from different countries. The aim of the present study is to evaluate Philips’s internationalization strategy during business expansion from the Netherlands to the UK. This report covers Philips’ background scenario, internationalisation strategies and approach, and integration of internationalisation initiatives in detail. Contextual business factors of Philips’ host country, the UK, are discussed in terms of justifying global business tactics. Well-reasoned recommendations are also provided for the future internationalization endeavours of Philips.       
[bookmark: _Toc150444165]Background Analysis
Philips is a leading health technology company with the business goal of improving people’s well-being and health through meaningful innovation. “Philips & Co” was founded by Frederik Philips and his son, Gerard in 1891 in Eindhoven, the Netherlands (Philips, 2023). The company initially started to sell cost-effective electric light bulbs after addressing the mass market introduction of electricity. In 1910, the company emerged as a health technology company by bringing breakthroughs in X-ray tubes. Gradually, Philips became one of the famous technology products providing companies by manufacturing customer-centric products. The company introduced the first rotary electric razor in 1930 and innovated UV light for killing bacteria in 1940. Since then, Philips has captured a mass customer market by bringing new products including hearing aids, new magnetic materials, tubular fluorescent lights, gramophones, radios, and so on (Philips, 2023). Recently, the organisation has expanded its growth portfolio of health technology by providing value-based health solutions in the health continuum. 
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Figure 1: Revenue of Philips
(Source: Statista, 2023)
The mission of Philips is “to improve people's health and well-being through meaningful innovation”. While focusing on this mission, the company aims to improve 2.5 billion people’s health by 2030 as well as to serve 400 million people in unreserved communities (Philips, 2023). Philips sells products of huge categories including healthcare technology, household appliances, medical imaging equipment, lighting equipment, and telecommunication equipment. Philips products are of high quality and customer-centric satisfying people’s daily life needs to a great extent. This business initiative of offering quality electronic items has helped Philips generate high-scale revenue. Figure 1 indicates that Philips’ revenue has increased to 17.83 billion euros in 2022 from 17.16 billion euros in 2021 (Statista, 2023). The company’s innovation with purpose and connecting technologies has resulted in exponential growth of business to a certain extent.  
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Figure 2: Philips’s revenue in different countries globally
(Source: Statista, 2023) 
Philips operates its business in over 100 countries in Latin America, Europe, North America, the Middle East & Africa, Asia Pacific, and so on. Initially started as a Netherlands company, Philips started to expand its business in different countries globally by producing health technologies as per demands in different countries. Philips has conducted detailed research on different countries’ needs for healthcare technology. After that company applied design expertise and innovation experts to create new solutions that can meet local customers’ needs (Philips, 2023). Therefore, the company has continued its internationalisation practices by producing healthcare technologies as per different countries’ demands. Figure 2 implies that the company has successfully done internationalisation where Philips has generated 7.2 billion in the US (United States), 2.2 billion in China, and 463 million in the UK (United Kingdom) (Statista, 2023). In the present study, Philips’ strategic initiatives are discussed in the context of business expansion from its home country Netherlands to the host country, the UK. 
Most of the administrative and managerial activities of Philips are carried out in the Netherlands. The company is headquartered in Amsterdam, Netherlands. “Philips Research Eindhoven” is located in the home country, the Netherlands where the company does research regarding new product development over a broad range of disciplines including chemistry, physics, embedded software, signal processing and so on (Philips, 2023). On the other hand, Philips mainly provides numerous services in the UK market such as automotive, oral healthcare, lighting, professional display solutions, and so on (Philips, 2023). Therefore, Philips mainly internationalise its business for better growth by selling products.             
[bookmark: _Toc150444166]Internationalisation Strategies
Detailed analysis of the features of ethnocentric, polycentric and geocentric internationalisation strategies
The “internationalisation strategy” can be considered an efficient business plan which significantly allows an organisation to sell goods and services outside of the domestic market. The internationalisation strategy involves detailed analyses of the international market, understanding the market dynamics and developing attractive offerings (Coudounaris and Arvidsson, 2022). Ethnocentrism also ensures the tendency to observe the world initially from the aspects of the native culture. The “ethnocentric strategy” refers to an efficient “international recruitment method” which is used by the company to hire people from similar citizenship to the parent company or working in the host nations. The main features of the “ethnocentric internationalisation strategy” are associated with the home-country-oriented approach and are limited to the autonomy of the subsidiary (Čutura et al. 2022). More precisely, ethnocentric managers tend to be from their home countries and utilise the headquarters’ policies and strategy in the subsidiaries. 
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Figure 3: Main features of ethnocentric strategy 
(Source: Influenced by Čutura et al. 2022) 
The “polycentric internationalisation” strategy can be termed as the hiring and staffing method that is associated with the hiring of native employees from the country that expands the business. Contextually, Langford and Fransen (2022) critically evaluated that polycentrism policy in international management involves hiring and promoting the employees of the country. The main features of this internationalisation strategy include a better understanding of the local needs, hiring from the host country and operational efficiency with a high degree of autonomy. In polycentric internationalisation, the managers report to the headquarters or the parent company and have the autonomy to make the potential decisions efficiently. 
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Figure 4: Characteristics of polycentric internationalisation strategy
(Source: Motivated by Langford and Fransen, 2022)
The “geocentric internationalisation strategy” is related to recruitment of the people from different locations across the world. More precisely, geocentric organisations efficiently prefer to recruit employees on the basis of their skills and talents regardless of location and origin. As opined by Kehm et al. (2022), geocentric organisations are engaging in hiring remote people, relocating employees as per individual requirements and developing a standardised marketing mix for the global market. The geocentric internationalisation strategy is the globally integrated business approach which significantly encourages global marketing. The global mindset of the managers, global recruitment and collaborative approach as well and international experience are the core characteristics of the geocentric strategy.
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Figure 5: Core features of the geocentric internationalisation strategy
(Source: Influenced by Kehm et al. 2022)
The geocentric firms are not engaged in equating superiority with nationality and organise their strategies on the basis of the specific country and regions. The geocentric firm efficiently views the world with the perspective to determine the global needs along with the wants. 
Comparison among the ethnocentric, polycentric and geocentric strategies in the global expansion
The ethnocentric international strategy plays an effective role in maintaining flexible communication, enhancing control, ensuring coordination and maintaining a unified corporate culture. However, ethnocentrism creates cultural insensitivity, resists the changing situation and increases the cost of global expansion (Charulakshmi and Chandran, 2022). More precisely, the ethnocentrism approach of an organisation influences an organisational manager to overlook the understanding of the nuances of the local culture leading to misunderstanding as well as miscommunication. The adoption of the ethnocentric strategy cannot be effective in catering to the potential customers of the foreign market due to less transparency in the product and service design.
The adoption of the “polycentric internationalisation strategy” provides better opportunities for accessing the larger market and effective insights for future expansion. As observed by Adams et al. (2022), the polycentrism strategy is more effective in serving local customers and effective to align preferences. The polycentric organisation significantly emphasises understanding the local needs of the host country which is the fundamental component of global expansion. Additionally, better productivity, increased career opportunities for the host country’s people and high chances of success are the core configuration of the polycentric internationalisation strategy. On the contrary, Kryeziu et al. (2022) critically analysed that, the implementation of the polycentric strategy can create a language barrier between the staff of the home country and host country. This specific situation could significantly slow down the frequency and consistency of the operations of global expansion. 

	Ethnocentric strategy
	Polycentric strategy
	Geocentric strategy

	· Lead to the cultural misunderstanding between home and host country
· Do not cater for the potential customers of the host country
· Avoid the adequate opportunities for global expansion
	· Create a strong cultural understanding of the host country
· Ensure the adoption of the products, policies and management practices of the host country
· High chances of executing the successful global expansion
	· Effective to adopt the local market conditions and exploit the native opportunities
· Lead to standardise the business policies and products on the global requirements
· Ensure hiring skilled and talented employees across the world
· Effective for ensuring the global expansion of an organisation


Table 1: Comparing the ethnocentric, polycentric and geocentric strategies in global expansion
(Source: Created by Author)
The geocentric strategy efficiency allows an organisational manager to adopt the local conditions along with exploiting the native opportunities. The intense desire for standardising the products, services as well as strategies based on the global view of the management authority plays an efficient role in expanding the business globally. Contextually, Babu and Aithal, (2023) critically analysed that, the approach of hiring the best-skilled candidates from the different locations makes the geocentric strategy effective for ensuring global expansion. The flexibility within the employee recruitment is efficient to maintain the consistency in the multiple activities of the global expansion. However, Diab (2022) critically delineated that complex management procedures and time-consuming selection procedures of the geocentric strategy can affect the consistency of global expansion remarkably. Moreover, the collaborative approach, best candidate recruitment procedure and determination of the consumer need-oriented strategy of the geocentric approach are effective in expanding a business globally. 
[bookmark: _Toc150444167]Company's Internationalisation Approach
Philips’ internationalisation initiative
Internationalization refers to the process of tailoring a service, product, and operational offering entry and growth into the international markets. Internationalization Strategies can be of three categories; “polycentric”, “ethnocentric”, and “geocentric”. These three strategies mainly direct the company’s different approach concerning employee hiring and related employment implications.
Philips is focused on developing its diversified technology business with the help of skilled and committed employees. Workers are highly committed and loyal to creating a healthier future by innovating products to a great extent. Philips has improved its recruitment strategy by hiring workers from different regions of the world. The company is mainly focused on recruiting workers who are educated, talented, and skilled irrespective of their locations. For instance, a total of 11,180 workers are from the Netherlands and 67,357 employees are from other countries (Philips, 2023). Even, the company has completed 43% of external country hiring in 2023 which indicates the company’s polycentric approach to internationalisation. The main focus of Philips is to include talented skilled and loyal workers who can contribute to business with innovative ideas and excellence. The company has hired 32 employees who are refugees and has also started a “refugee mentorship program” to develop them as competent candidates. 
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Figure 6: Philips’ employees by region
(Source: Statista, 2023)
Philips is assessed to follow a polycentric strategy as a core business expansion approach. The polycentric approach refers to the hiring method where international subsidiaries select employees from particularly from the host country rather than the home country (Mihailova and Fraccastoro, 2023). This internationalisation approach is crucial for understanding local needs and for operating with a particular community in an effective manner. Figure 3 implies that the company operates with 20,618 workers in North America, 19,297 employees in Western Europe, and the rest in other geographic locations (Statista, 2023). Philips has proceeded with hiring workers from specific countries where it operates during business internationalisation. For example, Philips hires graduates, and interns from the UK university while operating in the specific country as well as giving them enough support for further career development. This strategic decision of Philips is influenced by certain factors which are discussed below.    
Factors that influenced internationalisation strategies  
Philips’s polycentric strategy adoption in the UK is influenced by certain external and internal factors. There are three unique resources in an organisation that contribute to the distinctive development of strategies and these are “Architecture”, “Reputation”, and “Innovation ability” (Lecture_3_Foundations_of_Strategic_Capability, Slide 17).  
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Figure 7: Healthcare technology industry growth in the UK
(Source: Statista, 2023)
Market architecture: The network of contacts and relationships with suppliers, workers, and investors of a particular location define a company’s architecture in an international marketplace. Philips’ structure is developed including three departments “Philips Consumer Lifestyle”, “Philips Healthcare”, and “Philips Lighting”. This organisational architecture is essential for manufacturing different categories of products that meet customers’ satisfaction. Furthermore, figure 4 indicates the growth of the medical technology business in the UK to 19.48 billion U.S. dollars in 2023 (Statista, 2023). Employees in the UK have more knowledge about market demands and expectations that will affect the business positively. Therefore, the UK market is assessed to be profitable for Philips to execute its business with the help of skilled employees.     
Reputation: Companies try to communicate favourable information about products, services, and values to the customers of a specific location. For instance, Philips medical and electronic products are designed and manufactured on the basis of customers’ demands. The company has implemented a Quality system of “ISO 13485” and “Electromagnetic compatibility” for checking product quality before offering (Philips.co.in, 2023). Employees from the UK locations can contribute company to maintain product efficiency as per customers’ demands. Similarly, polycentric hiring includes host country workers who can reliably present company information to customer groups. 
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Figure 8: Innovation approach of Philips
(Source: Philips.co.in, 2023)
Innovation ability: One of the main agenda of Philips is to be innovative while ensuring business success to a great extent. The company aims to drive innovation by collaborating with diverse employee groups, and creative workers with respect to meeting customer needs (Philips.co.in, 2023). Polycentric employee hiring helps Philips to include skilled and competent workers who are creative and have enough ideas about UK people’s demands. Therefore, the polycentric approach of internationalisation has been crucial for increasing innovation ability.    
[bookmark: _Toc150444168]Impact of PESTLE factors on the company's decision-making process 
PESTLE framework of the United Kingdom
	Factors
	Explanation

	Political
	· The UK government introduced the “Financial Services and Market Bill” (Europa, 2023). 
· The Russia-Ukraine war is responsible for the reduced trade conditions. 

	Economic
	· The “Foreign Direct Investment” (FDI) in the UK has fallen by nearly 0.1% in 2023 (Ceicdata, 2023).
· The “Personal Care” market is estimated to grow by approximately 6.71 billion US dollars within 2023 (Statista, 2023).  

	Social
	· Approximately 51% of UK citizens prefer to purchase quality personal care products in 2023 (Statista, 2023). 
· The UK customer expended nearly 15,548 million GBP to purchase medical equipment in 2021 (Statista, 2023). 

	Technological
	· The UK government is planning to invest approximately £ 370 million to boost the technological sector (Techuk, 2023).
·  The personal care industry is implementing AI and AR-powered tools. 

	Legal
	· The UK government's trade policy is based on free and fair trade (Gov, 2023). 
· The labour law is based on equal pay, disciplinary procedure and diversity. 

	Environmental
	· The UK government is aware of reducing plastic pollution and extraction of toxic chemicals.
· “Environment Act 2021” aims to reduce emissions by 2035 (Gov, 2023). 


Table 2: PESTLE framework of the United Kingdom
(Source: Created by Author)
Analysis of the PESTLE framework
The contemporary political situation of the United Kingdom has significantly affected the Russia-Ukraine war in a significant way. This situation could affect the stable condition of the UK trading environment in a constructive manner. Additionally, the increasing pattern of the FDI rate can be effective for the expansion of an organisation across the marketing segment of the Personal care unit. Additionally, this PESTLE framework indicates that UK citizens have an intense desire to purchase quality personal care. Similarly, the UK citizen also considers brand impressionism and price before making the purchase (Statista, 2023). More precisely, the social factor indicates the positive environment of the UK for expanding within the personal care sector.  
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Figure 9: Social preference of the UK citizen to purchase from “Personal care Unit”
(Source: Statista, 2023)
The UK government is actively working on implementing innovative advanced technologies within the “Personal Care” unit to generate more revenue. Additionally, the installation of AR and AI-based technologies will be supportive of the further development of the profit in the “Personal Care” industry of the UK. Concurrently, the fair and free trade policies along with the specific labour law could be effective in attracting foreign organisations to enter this country. Besides, increasing awareness regarding environmental well-being would be efficient in making transparent policies and strategies for capturing the potential market. 
Impact of the PESTLE factors on the decision-making process of Philips and foreign subsidiaries
The organisational manager of Philips can be influenced by the PESTLE analysis of the host country, United Kingdom for making the potential decision regarding the business expansion. For instance, the contemporary contradiction and war-affected situation between Russia-Ukraine can demotivated the executive board of Philips to expand the operation across the United Kingdom. According to Mbah and Wasum (2022), the war-affected situation is essentially responsible for rising commodity prices, increasing inflationary pressure and enhancing uncertainty in the business environment. However, the decision-making process and foreign subsidiaries of the marketing manager of Philips could be motivated by the “Financial Services and Market Bill” to recover the effect of the post-Brexit situation. More precisely, the management authority of Philips could preserve the higher regulatory standards on the basis of the tailored needs of the potential customers. 
The improving pattern of the overall revenue of the “Personal Care” sector of the UK can motivate the operational manager of Philips to expand its operation in a disciplined manner. Additionally, the revenue of the “Personal care” sector of the UK indicates an annual growth rate of approximately 8.36% which indicates an increased market volume of nearly 75.23 billion dollars within the fiscal year of 2028 (Statista, 2023). This positive growth significantly influenced the executive board of Philips to set the business goals, conduct detailed market analysis and implement the entry-exit strategies for expanding globally. Similarly, the social requirement of UK customers to purchase quality products from the “Personal care” sector would motivate the executive leader of Philips to maintain the quality of the products and services. 
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Figure 10: Expenditure of the UK consumer on the medical equipment and appliances
(Source: Statista, 2023)
The technological innovation of the United Kingdom indicates a positive environment for assisting the new company. The UK government's initiation for installing the extended reality and sensors in an organisation would be effective for improving the operational efficiency and consistency of Philips. According to Zainalabideen et al. (2022) the technological innovation could be effective for increasing the operational efficiency and automate the entire procedure. The decision-making procedure and foreign subsidiaries of Philips could be motivated by the free and fair-trade policies of the UK government. Concurrently, the diversity and inclusion-based labour law can efficiently attract the entire team members of the Philips for operating within the “Personal Care” market of the UK. 
The “Environment Act 2021” can be a motivational factor for the operational manager of Philips to expand its operation across the UK. More precisely, the reduction strategies of the toxic chemicals and plastics will be significantly supportive for the management department of Philips for conducting the business operation in a disciplined manner. The increasing awareness for maintaining the environmental wellbeing plays a supportive role to manage and control the operational inefficiency within a new country (Muafi, 2022). Additionally, the decision-making procedure of Philips to expand the business in the UK can be influenced by the initiation of the government related to reducing the emission in an effective way. Therefore, the political, economic, social, technological and legal factors could significantly affect the management authority of Philips to expand within the host country, United Kingdom. 
The process of Philips to address the factors for driving internationalisation
The organisational manager of Philips could address the potential political factors through detailed market research, critically observe the consolidation of the global value and analyse the brand reputation. Additionally, the marketing manager of Philips can address the political uncertainties by accessing the possible opportunities of the market, diversification of the tasks and outsource the certain procedure. As opined by Vlačić et al. (2023), the detailed market research, development of the effective global strategy and adoption of the detailed understanding regarding the required product and services is essential for the internationalisation. Similarly, the operational manager of Philips can drive the economic factors by analysing the financial environment of the “Personal Care” industry of the UK based on the GDP, FDI, interest rate and inflation level. 
The management department of Philips is essentially responsible to scrutinise the social landscape across the operational area of the United Kingdom. More precisely, the marketing manager of Philips can drive the social factor for internationalisation by studying the proactive initiatives, demographic factors and competitors' perspectives. According to Morote et al. (2022) efficiently elaborated that, the social factors are effective to present the innovative opportunities for creating brand value and resilience. The management authority of Philips essentially needs to be aware regarding the management of the reputational risks associated with the social components. On the other hand, the managing department of Philips can identify the legal, technological and environmental factors by analysing the government risks, information and the communication resources and environmental wellbeing. 
[bookmark: _Toc150444169]Integration of Contextual Factors and Internationalisation Strategy
The environmental aspects of the UK market have positively influenced the internationalisation strategy of Philips to a certain extent. The political, economic, technological, and environmental strategies have directed Philips to adopt a transnational strategy of internationalisation. Transnational business strategy directs the structure where the company’s global business operations are coordinated viewing interdependence and cooperation between the operational division and head office (Gómez and Munoz Larroa, 2023). Contextual factors have directly influenced this business strategy which is discussed below.  
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Figure 11: Different internationalisation strategies of business
(Source: Lecture 1a IBStrategies, Slide 17)
Developing product manufacturing facilities in the UK
Philips has adopted a transnational business strategy in terms of getting advantages from both the host country and the home country. Philips has implemented its internationalisation strategy by ramping up production of hospital ventilators and plans to double the production within a specific timeline. The company has also mobilised its global suppliers’ network for stepping up production and support in the extraordinary situation. Philips operates with global manufacturing facilities in Asia, Europe, and North America and with a global network of certified component suppliers (Philips, 2023). Therefore, the company has tried to increase business efficiency by developing manufacturing sites in host countries. 
The technological situation of the host country, the UK, has influenced this business strategy to a great extent. Technological usage and capability in the UK are considerably high in the present situation. PESTLE analysis has indicated that the UK government is supportive in the development of manufacturing technologies. For instance, about £50 million is invested by the UK Government to improve cutting-edge manufacturing projects (Gov.uk, 2023). Philips can get enough financial support from the government to produce healthcare technologies and personal care products by setting up manufacturing facilities in host countries. Therefore, it can be stated that company’s business strategy is positively influenced by the external factors of host country, the UK. Furthermore, opening overseas facilities helps companies to reach a brand-new market where services and demands are high. This internationalisation strategy has positively helped to ensure business growth for Philips in the international market.       
Developing business partnerships with UK businesses
Business partnership with international companies is another strategic implication of transnational strategy. Philips has also been a partner of companies in the UK in terms of getting better business benefits in host country. Philips is considered as the leading healthcare technology company employing over 1,000 people across Ireland, and the UK. Philips is well-recognised for delivering solutions and products that alleviate some biggest health issues in the UK. The company has commenced a seven-year “cardiology Service partnership” with the “Leeds Teaching Hospitals NHS Trust” (Parliament.uk, 2023). As a consequence of this partnership, the company has been able to support specialist care and local care provision to a great extent. Fair Political support from UK government has enabled Philips to develop a partnership without many hazards. The social aspect of the host country implies that 51% of UK citizens have preferred to purchase personal care products in recent years (Statista, 2023). In addition, the demands of healthcare technology are also increasing in a consistent manner. 
The partnership of Philips with UK organisation can facilitate collaboration focused on hospital staff and improved patient experience. Social contexts of the UK interpret that about 7.6 million people of the UK, are living with a circulatory or heart disease (Bhf.org.uk, 2023). Philips can support this critical healthcare situation with the help of partnerships by delivering cutting-edge cardiology technologies. Thus, social situation of the host country has influenced Philips to take this internationalisation strategy of partnership development.         
Customer-centric product innovation 
One of the crucial aspects of transnational strategy is to get the support of local customers by considering their demands, and preferences. Philips has also strategised to develop customer-centric products. Company views the provision and collection of data from imaging devices, patient monitors, and electronic medical records for turning clinical data into actionable insights for customers. Market data presents that 80% of people in the UK prefer to have a sustainable lifestyle choice and are ready to pay more for sustainable services (Statista, 2023). Therefore, companies need to be more ethical and sustainable in terms of gaining success in the host country. On the basis of this customer preference, Philips has shifted its business to be sustainable to a great extent. Company’s core agenda has become to drive people-centric innovation for improving people’s healthcare outcomes. In the consumer domain, company also develop innovative solutions for supporting healthier lifestyles that also help patients to deal with chronic illness and other complications. Thus, Philips’ internationalisation strategies are directly influenced by social, technological, political, and other external conditions to a great extent. Aligning business strategies with host country’s situational aspects has helped the company to gain more success in that location.  
[bookmark: _Toc150444170]Recommendations for the Company
Relying on local experts across fields
Philips is recommended to develop its business internationalisation strategy with the help of local experts of the host country. Local experts are highly valuable for companies while undertaking global expansion of business. The experts are essential to give an overview of market conditions, market demands, and competitive situations before starting the business in a new location. Other than the subject matter expertise, the experts can also help Philips to understand the cultural differences among customers along with some localisation considerations of business. As per the view of Chan et al. (2022), local expertise stimulates the national business capacity of business in terms of knowing development needs, external regulations, compliance, and other market aspects. Therefore, Philips can take assistance from local experts to facilitate business in global markets in a successful manner.   
Detailed market research of audience, entry strategy, and demands
Philips is recommended to do enough research about customers’ demands, entry strategies, and audience before starting a business in a particular location. Market research can help organisations to plan resources while mitigating business risks at a certain level. As per the view of Magni et al. (2022), the company can develop readiness for operating in new locations while having leverage of different sources of knowledge including customer information, market information, and business intelligence. In addition, company can take assistance from partners, suppliers, and competitors to overcome the criticalities of lacking market research information. On the basis of this market information, Philips can manufacture its products and strategise its business as per the demands of customers. Therefore, this strategic approach will help the company to be successful in international business to a great extent.   
Digital marketing practice
Philips is suggested to focus on developing a digital marketing plan as a part of the internationalisation strategy of the business. The digital marketing capabilities of the company will help the business to expand business among new customer groups in a rapid manner. Digital marketing assists in delivering marketing content to customers through social media, email, texts, and other digital channels. The digitalisation of advertisement allows for customisation and standardisation of strategies that eventually attract customers to the products (Khan et al. 2022). Thus, digital marketing is a vital approach to improve the internationalisation of business successfully.  
[bookmark: _Toc150444171]Conclusion
It can be concluded that business internationalisation is possibly a successful execution of international business strategy. Philips has adopted a polycentric strategy by hiring employees from the host country. This strategy has been effective for a company to deliver value-added services to the customers, and specific markets of the UK. External market conditions of politics, society, economics, and technology can influence the overall business plan of internationalisation. Company’s reputation, employee development, and high market scope have influenced the overall business scope for Philips. The company has developed its international business strategy after being influenced by external aspects of the UK market. High social demands of healthcare technologies and personal care products have unleashed a aider way for Philips to develop business in the UK. More importantly, business partnership and manufacturing facility developments are other crucial business decisions taken by the organisation in the competitive market.  
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