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[bookmark: _Toc237508954]SECTION 1 
[bookmark: _Toc237508955]1. Organisational Classification and Global Strategy 
[bookmark: _Toc237508956]1.1 Company Overview
Chipotle Mexican Grill is a chain of fast-casual restaurants that was found in Denver, Colorado, in 1993, and is based on the philosophy of Food with Integrity, which encompasses serving high-quality, Mexican-inspired food with a high degree of responsibility. Its products include burritos, bowls, tacos, salads and lifestyle bowls served via company-owned restaurants with the help of digital ordering and delivery services. In the United States, Canada, the United Kingdom, France, and Germany and in the selected markets in the Middle East, Chipotle mainly uses the licensing system to operate, and in the disciplined international expansion, it aims to engage in sustainable growth and operational excellence (Chipotle Mexican Grill, 2026).
[bookmark: _Toc237508957]1.2 Bartlett & Ghoshal's Strategic Classification 
The framework by Bartlett and Ghoshal categorizes global multinational corporations based on the level of global integration and local responsiveness they need to be competitive in the global market. There are four strategic alternatives: international, multidomestic, global and transnational strategies, and the correct one should be also determined by the features of industry and market pressures (AQA, 2024). Chipotle can best be described as having a transnational strategy. The firm has a high level of globalisation through standardisation of brand, restaurant, food quality criteria, digital ordering system and centrally coordinated supply chain activities, which have created economies of scale and uniform customer experiences across markets. At the same time, Chipotle is adaptable to the local context, modifying the chosen menu ingredients, sourcing operations and marketing efforts to meet local restrictions and customer demands, retaining its original concept of a Mexican-inspired restaurant. Efficient supply chain management also aids in product uniformity, food safety and responsible sourcing throughout all global business, contributing to competitiveness in various markets (Baloch and Rashid, 2022). The model by Bartlett and Ghoshal, however, has its limitations as it presumes that firms can only assume one strategic orientation, whilst contemporary multinational enterprises tend to employ two or more strategies across regions based on institutional environments, competition, and phases of internationalisation, strategic classification is more fluid than the model implies.
[bookmark: _Toc237508958]1.3 Global Configuration and Competitive Advantage 
The Chipotle international presence is also limited to the United States, Canada, the United Kingdom, France, Germany and some Middle Eastern markets, allowing it to grow internationally at a gradual pace, without losing control of its operations. Such a geographic structure enhances brand awareness; knowledge sharing and allows similar operation standards across places. The value that is generated by international operations is the strong brand equity that is based on sustainable sourcing and food quality, and the procurement, technology and marketing costs are lowered by economies of scale (Witt et al., 2023). Centralised procurement and standard operating procedures can boost consistency in quality and efficiency in the supply chain, and an integrated digital ecosystem, including mobile ordering, loyalty programmes and delivery platforms, can boost customer engagement and operational performance. Geopolitical unpredictability and global decoupling also pose supply chain problems but diversified global operations bolster long term competitive advantage by improving resilience, innovation and sustainable global growth at Chipotle.

[bookmark: _Toc237508959]2. Macro-Environmental Appraisal and Market Attractiveness 
[bookmark: _Toc237508960]2.1 Political Environment 
Political environment in India is a great opportunity to Chipotle Mexican Grill to venture into the country, especially with the policies that encourage foreign investment, food service industry and local agricultural growth. The Indian government has increasingly liberalised the foreign direct investment (FDI) laws in service sector, which has facilitated a favourable environment to international restaurant operators. Rao et al. (2025) show that FDI has played a significant role in the growth of the Indian economy, and the openness of the Indian economy and stability of regulations boost investor confidence. To Chipotle, such policies minimize the hurdles to opening wholly owned locations or joint ventures, and enhance investment opportunities in the long run.
The Make in India program also enhances the appeal of India with local manufacturing, sourcing and creating jobs. The initiative also provides food service businesses that purchase ingredients locally and build domestic supply chains although it is mostly aimed at manufacturing industries. In the case of Chipotle, sourcing locally would help them decrease the number of imports, decrease transportation costs and enhance the relationship with Indian producers of agricultural goods (Chipotle, 2024). Moreover, state governments often offer incentives to invest, such as tax reliefs, groundwork coverage and easy acceptance, which can lower the cost of operation in choosing restaurant sites in big metropolitan areas.
Food safety regulation is also a significant political factor since consumer confidence is at the core of the business model of Chipotle. India controls food establishments under the Food Safety and Standards Authority of India (FSSAI) which mandates restaurants to take licences and adhere to the standards that control food preparation, storage and hygiene. Yet, the informal food industry is huge, and there is a lack of inspectors, making enforcement very uneven. In 2022-2025, about six out of ten food samples did not meet the regulatory tests, which indicates that there is a continued fear of contamination, adulteration, and supply chain traceability (Yadav, 2026). Though these difficulties raise the cost of compliance, it also opens a gap where premium international brands can be distinguished by the high standards of food safety. The holistic food safety culture of Chipotle with HACCP-based food safety practices, staff wellness inspections, supplier control and ongoing employee training are very coherent with the rising consumer expectations of safe and transparent food practices in India (Chipotle, 2024).
Chipotle also depends on fresh and responsibly sourced ingredients which impact its operational success based on the agricultural policy. The existing Indian agricultural policies aim to enhance productivity and sustainability, yet climate adaptation and diversity among farmers are underrepresented (Chauhan and von Wehrden, 2025). As a result, changes in agricultural production and quality can impact the availability of ingredients and prices. Also, food import legislation on meat, dairy products and fresh produce could limit the import of certain ingredients, promoting more localisation of the Chipotle supply chain. 
[bookmark: _Toc237508961]2.2 Economic Environment 
The economic environment in India offers a great opportunity to the proposed expansion of the Chipotle Mexican Grill owing to the sustained growth in the economy, growth in disposable incomes, high urbanisation and growing consumer spending on food services. As reported by the World Bank (2024), India has a GDP of 7.6% in 2025 which is among the fastest growing major economies in the world. The booming economy has boosted business confidence and improved jobs and buying power that has provided good conditions to international restaurant operators. In the case of Chipotle, the sustained economic growth reinforces the long-term demand of high-end fast-casual dining, especially in urban cities where consumers are increasingly seeking different international cuisines.
An increasing disposable income and the fast-growing middle class in India make markets even more attractive. With the growing household incomes, consumers are spending more money on convenience foods, dining out and international restaurant brands. This has been enhanced by urbanisation with large cities like Mumbai, Delhi, Bengaluru and Hyderabad recording rising numbers of young professionals whose lifestyles are busy and are willing to eat out. These demographic shifts coincide with the target market of Chipotle, who are mainly health-aware, higher-income individuals that want customisable, fresh meals.
However, inflation has been a significant economic problem. The consumer price inflation rate in India is up to 4.38% in June 2026, which is compared to May 2026 of 3.93% and food inflation reached 5.32% due to the increase in prices on agricultural products and transportation as a result of the energy market disruption (Ferreira, 2024). The increased inflation may also decrease the discretionary spending of consumers making the already competitive quick-service restaurant (QSR) market more price sensitive. Therefore, Chipotle needs to strike a balance between premium pricing and perceived value so as to stay competitive without losing out on food quality.
Growing disposable incomes, urban lifestyles and growing number of people demanding convenient meals have helped the Indian restaurant industry to grow with great strength. The QSR segment has become one of the rapidly expanding segments due to international brands like McDonald, KFC and Domino, as well as the successful local competitors like Wow! Express by Momo and Haldiram (Statista, 2025). Moreover, the swift growth of online food delivery services like Swiggy and Zomato has altered the consumer buying behaviour by enhancing accessibility and convenience. Consumer expenditure stood at an all-time high of INR 49,686.22 billion in the first quarter of 2026, which is a sign of resilience in domestic demand (Trading Economics, 2026). Even though fluctuations in the exchange rate may raise the price of imported ingredients and equipment, foreign exchange exposure can be mitigated by further localisation of procurement. 
[bookmark: _Toc237508962]2.3 Legal Environment 
The legal environment in India provides both opportunities and challenges of compliance to Chipotle Mexican Grill, especially in food safety, employment, franchise governance and consumer protection. These regulations are critical in safeguarding the brand image and ensuring a sustainable market penetration.
The Food Safety and Standards Authority of India (FSSAI) is the main regulator that provides licensing, inspection and enforcement of the food safety standards in the food supply chain. FSSAI licences will need to be obtained by all restaurants, and rules regarding food handling, storage, processing, hygiene and labelling followed. Hindocha and Dudhagara (2025) stress that effective food safety management systems should be implemented in India to protect the health of consumers and improve the quality of products across the food processing sector. In the case of Chipotle, where a competitive edge is established through fresh ingredients and strict food safety practices, the adherence to the FSSAI regulations is consistent with the current business model. Nonetheless, the fulfilment of licensing, supplier certification and the continuous monitoring of quality will add administrative tasks and costs of operation in the market entry.
The implications of employment legislation are also significant as the business model of Chipotle relies on frontline service staff. Indian labour law sets minimum limits concerning wages, working hours, employee welfare and occupational safety, but the swift growth of the gig economy has brought new policy issues with regard to delivery services and platform-based work. According to Sharma and Sharma (2025), changing employment policies compel firms to strike a balance between labour flexibility and worker protection as well as job security. Chipotle, therefore, needs to be in line with employment laws, and at the same time, it needs to formulate competitive recruitment, training and retention to retain service quality in the restaurants.
Another aspect that must not be overlooked in the legal environment is the protection of intellectual property, the taxation, and the governance of franchising. Trademark, branding and proprietary operating procedures should be safeguarded in order to maintain the unique market niche at Chipotle. In case the company decides to expand in the future through franchising or strategic alliances, then it is important that a well-established contractual governance mechanism is in place. Panda et al. (2023) show that formal governance systems lessen opportunistic behaviour among franchisees within emerging markets, but excessive centralisation can adversely impact relationship satisfaction. Hence, Chipotle ought to develop clear contractual relationships that incorporate both the control of operations and cooperative associations.
The role of environmental and consumer protection laws is becoming prominent in the restaurant industry in India. The increasing sustainability demands are prompting restaurants to minimise waste, enhance packaging and source products in a responsible manner. At the same time, the Consumer Protection Act 2019 and Consumer Protection (E-commerce) Rules 2020 protect the rights of customers by ensuring clear pricing, truthful product details and well-reacted complaint, especially concerning online food order sites (Chawla and Kumar, 2022). Also, mandatory corporate social responsibility rules on qualifying firms raise the compliance costs, but overregulation can diminish the strategic value of voluntary CSR programs (Rajgopal and Tantri, 2022).
[bookmark: _Toc237508963]2.4 Cultural Environment 
Cultural issues will be a big factor in determining the success of Chipotle Mexican Grill in India since food consumption is highly attached to religion, family traditions and lifestyle choices. According to cultural dimensions proposed by Hofstede, cultural values influence consumer behaviour, organisational practices and business performance in international markets (Escandon-Barbosa et al., 2022). India is more collectivized, long-term orientation and more hierarchical relationships are more accepted compared to the United States. As a result, Chipotle does not have the option to use its standardised operating model only and has to adjust its products and marketing strategy to suit the local cultural expectation and retain its global brand name.
The great number of vegetarians and religious beliefs about eating is one of the most powerful cultural factors in India. A significant percentage of consumers shun beef due to Hindu beliefs, with a large number of Muslims shunning pork. Thus, the classic menu of Chipotle, with a high level of beef and pork products in North America, would need significant localisation (Chipotle Mexican Grill, 2026). The addition of vegetarian, paneer, and chicken menu items and a rigorous segregation between vegetarian and non-vegetarian food preparation would enhance consumer acceptance and show cultural sensitivity. Equally, Indian customers are usually more attracted by stronger spices and flavours that are familiar locally, and it may be viable to develop regionally-inspired salsas, rice or limited-time menu items without compromising the positioning of Chipotle as a Mexican-driven brand.
Purchasing behaviour is also influenced by family-oriented dining culture. Indian customers often eat out with groups and prefer restaurants where they can share their meals and have a warm atmosphere at home. Meanwhile, price elasticity is still elevated even as disposable incomes grow, as Chipotle has to strike a balance between high quality and lower prices (Chipotle Mexican Grill, 2026).
Another significant opportunity is health consciousness of Indian consumers, especially millennials and Generation Z. Francis and Sarangi (2022) discovered that Indian millennials show increasing interest in environmentally friendly and sustainable consumption. Although Garg et al. (2023) found health consciousness and perceived product quality to be significant influences on food purchasing decisions. The shift in consumer tastes and preferences is thus in line with Chipotles promise to source ingredients responsibly, prepare food using fresh ingredients, and be transparent with sourcing.
The rapid growth of online food delivery has also changed the consumption behavior of restaurants in India. The food delivery platforms have become part of the metropolitan life, especially young shoppers who need convenience and flexibility (Bonini et al., 2023). Therefore, the company must be closely integrated with apps like Zomato and Swiggy and develops its digital ordering features and loyalty programme. In sum, the cultural environment in India can provide Chipotle with significant opportunities, but a successful market entry will require a balanced approach between global brand consistency and menu localisation, culturally sensitive marketing and digitally empowered customer engagement strategies.
[bookmark: _Toc237508964]2.5 Dunning's OLI Framework
The Eclectic Paradigm by Dunning offers an explanation of international expansion by analyzing the Ownership, Location and Internalisation (OLI) advantages of a firm to decide whether foreign direct investment (FDI) is strategically warranted. Although critics argue that the framework fails to fully account for institutional complexity and rapidly changing digital business models, it is one of the most detailed ways of analysing multinational market entry decisions (Salem et al., 2026). When the OLI framework is applied, it shows that India would be a good long-term investment option to Chipotle Mexican Grill.
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Figure 1: OLI Paradigm
(Self-developed) 
Ownership advantages
The benefits associated with ownership are due to the valuable firm-specific resources that Chipotle may use to create competitive advantage in the international markets. The company has a globally recognised brand that is linked to fresh and responsibly sourced ingredients and top-quality food. Its varied Mexican fast-casual positioning is in line with the rising world preference of convenient and authentic meals, and the Mexican fast-casual restaurant market size is expected to grow considerably in the next ten years (Metastat Insights, 2026). Moreover, Chipotle has built robust supply chain, operational know-how, online ordering and customer loyalty programmes that help create efficiency and customer interactions. These benefits are also enhanced by the growing digitalisation of food settings, which allows restaurants to combine online ordering, delivery, and tailored marketing into the customer experiences (Granheim et al., 2022). These advantages of ownership, however, cannot be moved over. The localisation of the menu, based on the Indian diet, and the use of local products will be necessary to ensure the company remains competitive without sacrificing the brand.
Location advantages
The location benefits have a strong argument in favor of investing in India. The nation has a sizeable and young demographic, urbanisation, a growing middle income and a fast-growing quick-service restaurant (QSR) sector in the world. The Indian QSR market is expected to reach USD 17.7 billion by 2034, expanding USD 9.3 billion by 2025 due to the expansion of the use of digital ordering technologies and the transformation of consumer lifestyles (IMARC Group, 2025). The existing food delivery ecosystem in India also contributes to the increased accessibility of the market by increasing the number of customers using digital services (Lord et al., 2022). However, Chipotle should also take into account location drawbacks, such as high competition with well-known international and domestic restaurant brands, different infrastructure in different regions, complexities of supply chains and disparities in regulations among states that can cause more uncertainty in operations.
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Figure 2: Indian QSR Restaurant Market
(IMARC Group, 2025)
Internalisation advantages
The benefits of internalisation imply that Chipotle must maintain significant control over its foreign activities instead of majorly relying on licensing agreements. Licensing is less financially binding but offers minimal control of food quality, customer experience and brand consistency. Though joint ventures can help to gain local market understanding and navigate the regulatory environment, they can also lead to managerial tensions and loss of strategic independence (Che, 2023). The company-owned stores offer more control in the operating standards, transfer of knowledge and protection of intellectual property so that the food safety culture of Chipotle and customer experience is uniform in all the locations. Altogether, the OLI framework encourages foreign direct investment by the company-owned operation, with the help of selective local partners to provide sourcing and logistics because it is the most suitable long-term strategy to make Chipotle successful when entering India.

[bookmark: _Toc237508965]3. Entry Mode Strategy and Strategic Synthesis
[bookmark: _Toc237508966]3.1 Historical Entry Pattern 
Historically, Chipotle Mexican Grill has been trying to expand internationally with company-owned restaurants, which echoes its desire to keep a tight rein on the business, quality of food and customer experience. Chipotle has made a careful move into the international market, unlike most of the world restaurant chains which heavily depend on franchising, by retaining ownership of its restaurants in countries like Canada, United Kingdom, France and Germany. This plan allows the corporation to maintain its FWI philosophy, introduce standard operating procedures and protect its high-end brand image. Recent growth has also concentrated on the creation of Chipotlanes-drive-through lanes, which are aimed at digital order collection and enhance operational efficiency and customer convenience. In 2026, Chipotle suggested expanding to 350-370 additional restaurants, of which about 80 company-owned restaurants will include Chipotlanes, indicating its long-term focus on a controlled organic expansion and digital advancement (Yahoo Finance, 2026).
Chipotle has not often used franchising or joint ventures since these strategies limit the management and can undermine food quality, operational uniformity and brand name. Even though joint venture may be an effective entry mode due to the localization of knowledge and regulatory skills, it can create governance issues and competing strategic goals (Che, 2023). Therefore, Chipotle has always favored company-own growth because it thinks that direct ownership would defend its operational power, build customer trust and help in long-term sustainable growth in a global market.
[bookmark: _Toc237508967]3.2 Suitability of Historical Entry Mode 
The fact that Chipotle historically preferred company-owned restaurants have a number of benefits in expanding to India, but the institutional and cultural context of the country implies that such a strategy would immediately put the company at significant risks. Direct ownership gives the greatest control over the operations, food quality, employee training and customer experience, which are key to Chipotle premium brand positioning. Operational control is especially vital in India where food safety issues and unstable supplier quality need strict quality control measures. However, in the case of wholly owned expansion, there are significant political, financial and operational risks. Even though India has a generally favorable foreign investment policy, market entry can be slowed by regulatory processes, licensing, and differences in state-level policies, making the administration more complicated. 
The operational and cultural risks also diminish the appropriateness of the immediate wholly owned expansion. Chipotle needs to change the menu to fit the vegetarian needs, religious food restrictions and local taste combinations and, at the same time, develop dependable domestic sourcing channels. It would take a lot of time and resources to develop these capabilities on its own. Moreover, the resilience of supply chain is critical since fresh ingredients are one of the fundamental elements of Chipotle value proposition. The use of digital technologies can enhance inventory, traceability and operational efficiency, enhance supply chains sustainability and minimise waste, but additional investment and organisational capacities are needed to implement it (Grancea et al., 2025). Similarly, restaurant chains investing in digital transformation and customer engagement are more resilient to evolving consumer behaviour and operational shocks (Fainshtein et al., 2023).
The other entry modes offer alternative strategic trade-offs. Licensing and master franchising allow fast growth with less investment of funds, but less control over food quality and brand consistency. Strategic alliances can enhance access to suppliers, but they do not usually offer much operational integration. Joint venture with an established Indian food service partner is the most balanced solution as it will combine local market understanding, regulatory skills and existing supply chain and share financial risk. Transaction Cost Economics suggests that internalisation of activities occurs when the cost of coordination and quality control surpasses the gains of market-based organization (Nagle et al., 2024).
[bookmark: _Toc237508968]3.3 Final Recommendation and Strategic Synthesis 
According to the above analysis, Chipotle must consider adopting a gradual market entry strategy by starting with a joint venture with an established Indian restaurant or hospitality partner and then gradually moving to higher levels of ownership and operational control. This recommendation is a summary of the insights of the OLI framework by Dunning, transnational strategy by Bartlett and Ghoshal, and the overall evaluation of political, economic, legal and cultural environment of India.
Based on an OLI lens, Chipotle has high ownership strengths, such as its internationally recognised brand, experience in operations, digital capabilities and food safety systems. India has some significant location benefits in terms of its growing middle class, fast growing quick-service restaurant business and promising long-term economic prognosis. Nevertheless, institutional complexity and cultural diversities limit the short-term advantages of complete internalisation. Thus, a joint venture will allow Chipotle to learn valuable local knowledge without risking its core competitive advantages until it has gained enough market experience (Salem et al., 2026).
This suggestion aligns with the transnational strategy proposed by Bartlett and Ghoshal, which suggests moderating between global integration and local responsiveness (AQA, 2024). Chipotle needs to maintain a centralized brand management, food safety regulations and business practices and partner with local associates to modify menus, sourcing plans and marketing strategies to fit the Indian consumer needs.
In the short term, Chipotle must open flagship restaurants in big metro cities like Mumbai, Delhi and Bengaluru under the joint venture and build relationships with local suppliers and integrate with the top digital delivery apps. In the medium term, the company would need to enter other urban markets, build on local procurement channels, focus more on menu localisation and invest in digital customer interaction. Over the long run, after the establishment of operational capabilities and brand recognition, Chipotle ought to gradually gain majority ownership over successful operations and spread company-owned restaurants into large metropolitan areas in India.
This staged approach balances risk and growth prospects as it limits financial exposure at entry stage and still leaves flexibility to expand in the future. Finally, the integration of local market knowledge and the global business operation capacity of Chipotle is likely to bolster competitive strength, increase customer acceptance and create sustainable long-term presence in the fast-growing Indian fast-casual restaurant industry.

[bookmark: _Toc237508969]Section 2: Reflective Action (Gibbs Reflective Cycle)
The Reflective Cycle (1988) by Gibbs is a systematic approach to reflection about experiences, and it is comprised of six steps: Description, Feelings, Evaluation, Analysis, Conclusion and Action Plan. This model has helped me to critically analyze my learning process in the process of researching and writing this international business report.
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Figure 3: Gibbs Reflective Cycle
(Self-developed)
1. Description 
This task has compelled me to critically assess the possible expansion of Chipotle Mexican Grill in to India through application of the theories of international business and analysis of the external business environment. I have started by picking Chipotle since its global presence is still rather small, though its global brand and unique fast-casual business model help it gain a lot of popularity (Chipotle Mexican Grill, 2026). I chose India as the market of interest based on the economic indicators, which include the high GDP growth, growing middle class, and growing appeal of this country as a destination of foreign investment (World Bank, 2024). To make sure that my analysis was backed by quality and up-to-date evidence, I gathered data in the academic journal articles, governmental sources, company reports, and industry databases. I subsequently systematised the findings based on the theoretical models, such as Bartlett and Ghoshal model, the cultural dimensions model developed by Hofstede and OLI framework of Dunning to come up with a rational and factual market entry strategy.
2. Feelings 
When I was starting this assignment, I was unsure of what multinational company to choose that had not yet established substantial operations in India and had at the same time, adequate academic evidence. It was also difficult to me to identify how international business theories need to be applied in practical business decisions as opposed to the description of business theories. My confidence also increased as I continued with the research process as I realised that every theoretical framework presented a different angle in which market entry decisions could be analysed. The studies of consumer behaviour and cultural adaptation also helped me to appreciate how the local market environment and conditions affect international expansion strategies, especially in the restaurant sector (Francis and Sarangi, 2022). On the whole, completing every section of the course made me more confident about the ability to perform a critical international business analysis.
3. Evaluation 
On the whole, I think the assignment has been done successfully since I have created a systematic analysis that has integrated theoretical models with existing evidence to support the possible growth of Chipotle into India. The ability to find credible academic materials and company-providing information to assess the various environmental factors in an objective manner was one of the greatest strengths of my work. The appeal of authoritative sources, such as World Bank economic data, enhanced the validity of my economic analysis and helped me to evaluate the market attractiveness of India more precisely (World Bank, 2024). Nonetheless, I had a problem in mixing descriptive data and critical analysis. First, I paid a lot of attention to providing the information about business environment of India instead of telling how it would be strategic to Chipotle. The constant revision helped me make better the evidence and theoretical discussion integration, which made my report more coherent and analytical.
4. Analysis
The completion of this assignment has enhanced my knowledge of the ways in which the international business theories can supplement each other in the process of market entry judgment. The lectures enabled me to realise that successful internationalisation is not merely a matter of identifying attractive markets, but also a question of strategic fit, organisational capabilities and institutional differences. The framework created by Bartlett and Ghoshal helped me to see how Chipotle manages to integrate on a global scale and remain attentive to local conditions thanks to its transnational strategy, and it also allowed me to recognize the significance of the need to modify products without losing the core brand values (AQA, 2024). The OLI framework by Dunning also helped enhance my analysis as it prompted me to look at the combined effect of the three location and internalisation advantages in decision-making when making a foreign direct investment as opposed to considering the advantages individually (Salem et al., 2026).
Cultural dimensions of Hofstede helped me further to understand the role of consumer values, food preferences and cultural practices in international restaurant strategies. Instead of thinking that a business model that has proved successful in one country can be just borrowed to work in another country, I realised that it is necessary to tweak menus, marketing and customer interaction to fit local constraints.
5. Conclusion
This assignment helped me to improve my knowledge on entry strategies into the international market relating to business decisions by showing how economic, political, legal and cultural factors can affect the decisions. I have gained better abilities to critically and not descriptively apply international business theories and have gained greater confidence in assessing strategic options based on academic evidence. On the whole, the experience enhanced my analytical skills, research skills and ability to come up with evidence-based recommendations to multinational companies that want to expand internationally sustainably.
6. Action Plan 
This assignment has revealed a number of areas in which I would like to develop academically in future. I will start research earlier to enable me to have more time to critically assess the academic literature and not to be preoccupied with the information collection. I will expand the application of peer-reviewed journal articles and industry reports to enhance the quality and variety of evidence that I will use in my arguments. I also intend to enhance my skills in integrating various theoretical frameworks in a manner that they do not overlap without redundancy. In addition, I will keep on refining my critical evaluation skills by evaluating other viewpoints prior to making conclusions. Lastly, I will be more mindful of proper referencing and incorporation of scholarly evidence in the future when writing, such that future work can be seen as more academically rigorous, with more well-developed arguments and extensive analysis of international business.
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