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Term 2
AI Use Acknowledgement
I acknowledge the use of AI tools between 01 July 2026 and 09 August 2026 to support the research, proofreading, paraphrasing and preparation of my Strategic Management assignment on BMW Motorrad (BMW Group) and the proposed UK manufacturing facility.

The following AI tools were used:

1. QuillBot (https://quillbot.com/)
Used to improve sentence structure, paraphrase selected text, and enhance academic writing while keeping the original meaning.

Example prompts:
• Paraphrase this paragraph in an academic style.
• Improve the clarity and flow of this section.
2. ChatGPT (OpenAI) (https://chatgpt.com/)
Used to explain strategic management theories, help organise the report, create graphics and chart ideas, develop framework layouts (PESTEL, VRIO, SWOT, Balanced Scorecard), and support the reflection section.

Example prompts:
• Create a PESTEL analysis for BMW Motorrad in the UK.
• Design a Balanced Scorecard with KPIs.
• Create a SWOT matrix and implementation timeline.
3. Grammarly (https://www.grammarly.com/)
Used to check grammar, spelling, punctuation, clarity and Harvard referencing consistency.

Example prompts:
• Check this text for grammar and clarity.
• Review Harvard referencing and citation formatting.
Declaration
I confirm that I have not presented AI-generated text as my own work. I used these AI tools only to support my research, proofreading, visual materials and academic writing. The final analysis, discussion, recommendations and conclusions are my own work.
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2. Introduction
Global growth has now become an important strategic option for retailers seeking a way to continue flourishing, rather than struggling in their increasingly saturated domestic markets. Market entry is not dependent on the internal capabilities of an organization alone but also on how well the country where one wants to enter the market matches its economic, cultural, and commercial criteria. Therefore, the target market selection becomes an important strategic decision that may greatly determine the progress of an international business.
Croatia is considered an appealing location for investment after the country’s joining the EU in 2013 and the euro adoption in 2023. The country is characterized by a stable institutional environment, an increasing retail sector, increasing international tourism, and growing consumer purchasing power. However, Croatia also makes competitive challenges faced by organizations entering the Croatian market quite complex due to the presence of strong competitors such as Konzum, Lidl, Kaufland, Spar, and high consumer loyalty to domestic products. This means that it is essential to determine the extent to which the Croatian market has enough potential for a new international player instead of taking it for granted that it will be successful (European Commission, 2025).
J. Sainsbury plc has developed a strong range of retail capabilities due to an extensive portfolio of brands, integrated supply chains, e-grocery services, and a loyalty system called Nectar (J Sainsbury plc, 2025). However, these skills were gained mostly in the UK, and hence, their transferability internationally is still questionable. Therefore, entering Croatia would be an important strategic step that would enable one to explore the market that is stable enough to minimize entry risks but at the same time is so competitive that there is much work to do at adapting to the market.
[bookmark: _heading=h.3sy46adw2xqr]The current report evaluates the attractiveness of the Croatian market for international companies and the capability of Sainsbury's to succeed in the grocery retail market in Croatia. The report emphasizes the importance of economic and cultural factors in grocery retailing and utilizes Dunning's Eclectic (OLI) Paradigm to assess the possibility of entering the Croatian market. It also provides conclusions regarding the best entry mode based on academic sources and recent market findings.
3. Sainsbury's International Capability 

Bartlett and Ghoshal (1989) International Strategy Framework
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Source: Bartlett. CA and Ghoshal, S (1989) Managing Across Borders: The Transnational Solution. Boston: Harvard Business School Press.
3.1 Organisational Classification Using Bartlett and Ghoshal's Framework

Bartlett and Ghoshal’s (1989) Integration–Responsiveness Framework provides a way to assess whether a firm's international architecture is suited to ongoing tensions between local responsiveness and global efficiency. This is especially significant in grocery retail, where centralised procurement can drive valuable economies, but where the need for local adjustment is still significant in terms of product choice, pricing, and Linked to the Retail Sector.
In this regard, Sainsbury’s is best defined as having adopted an International Strategy. While the organisation uses a wide range of international procurement processes, its retail operations are still almost entirely confined to the UK. In contrast to its rivals such as Carrefour or Tesco which operate a considerable number of foreign stores, Sainsbury’s prefers to focus on developing its local market and slowly implementing its logistics experience within supply chains (J Sainsbury plc, 2025). 
Nonetheless, Bartlett and Ghoshal's (1989) model presents a significant limitation. It implies that a successful International Strategy allows the company to transfer its competitive advantages from local market to foreign ones with relatively little adjustment. While this assumption works well in many sectors, it does not apply to grocery retail. Since end consumers’ preferences, availability of suppliers, and shopping behaviours differ drastically from one country to another, Sainsbury’s should not expect that Croatian consumers will accept its business model without any considerable alterations. 
Nevertheless, Sainsbury has several competitive advantages that serve as a solid platform for its international expansion. The company has a diversified portfolio of proprietary products, state-of-the-art supply chain resources, and advanced data analytics, as well as a successful loyalty program named Nectar. All these resources improve Sainsbury's operational efficiency and increase its customer engagement (J Sainsbury plc, 2024). These capabilities fit nicely with the Resource-Based View that explains how firms can establish long-term competitive advantage through their capabilities that are valuable, rare, and hard to imitate (Barney, 1991). However, the actual value of these resources in Croatia will depend on Sainsbury's capacity to adapt them to local market conditions rather than transferring them in the original form.
Bartlett and Ghoshal's framework also have a disadvantage in the form of defining strategic approach at a very broad organizational level. Thus, it does not explain how the company, which is focused on its home market, can develop capabilities necessary for its first big entry into the foreign market. Hence, this framework is useful for outlining the struggle between efficiency and adaptation, but it is not sufficient for making strategic decisions since market-specific studies are also needed along with the OLI paradigm.
Overall, Sainsbury possesses transferable competencies in the fields of buying, proprietary product development, logistics, and e-commerce but lacks any considerable experience of managing foreign retail chains. Therefore, the current International Strategy provides only partial basis for the entry into Croatia.
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3.Why Croatia? Market Attractiveness 
Thanks to several factors, Croatia is an appealing location for Sainsbury’s operation. Above all, the country boasts an economically stable environment, being a member of the EU and Eurozone, along with its growing retail sector with promising long-term prospects (Hill, 2023). EU membership as well as being part of the Eurozone made it easier to do business in Croatia, reducing both regulatory and currency risks (European Commission, 2025). In addition to rising income levels among citizens, greater consumer confidence and development of the infrastructure make Croatia a better destination for retail (World Bank, 2025).
Croatia’s well-performing tourism sector also creates additional demand for the food market at a seasonal level and thus offers Sainsbury’s many opportunities for the deployment of its own-branded goods, convenience food items, and omnichannel assets (Croatian National Tourist Board, 2025). Furthermore, the rise in the consumer interest in healthy eating, sustainability and online shopping constitutes a perfect match for the strengths of the company (J Sainsbury plc, 2025).
On the contrary, the grocery market in Croatia is demand-driven and saturated. Therefore, it is extremely difficult to succeed in the market given the presence of such large retailers as Konzum, Lidl, Kaufland, and Spar. However, strong brand loyalty towards domestic retailers’ forces Sainsbury’s to adjust its product portfolio and cooperate with the local suppliers, therefore making the knowledge acquired during entering the market less useful (Hill, 2023).
When compared with other countries of Southern Europe, Croatia is a much better option due to its substantial economic stability, EU access and currency association (European Commission, 2025). Overall, Croatia is a good opportunity for Sainsbury’s expansion with minimum costs involved (Hill, 2023).
[bookmark: _heading=h.9sqzcrezjxub][image: ]


5. Critical Evaluation of Croatia's External Environment 
5.1 Economic Environment
With a stable economy, Croatia is a perfect place for Sainsbury to continue expanding internationally. EU membership and Eurozone membership have significantly reduced currency risk by ensuring investor confidence and facilitating cross-border trade and trade, thus, making Croatia a stable and predictable environment for investments. Higher disposable incomes and consumer spending give Sainsbury's the opportunity to introduce both its own brand and premium brands despite inflation significantly affecting purchasing power of Croatian consumers and the necessity to maintain affordable prices (World Bank, 2025; European Commission, 2025).
The continuing trend of supermarkets and online grocery shopping fits within Sainsbury’s omnichannel strategy and enables the company to benefit from its digital retail experience making most use out of the capabilities it has especially in larger cities (Euromonitor International, 2025). The strong tourism sector also provides opportunities for seasonal purchases of groceries and convenience products.
While there are enough advantages to support the decision to enter the Croatian market somehow, strong competition from established players, the likes of Lidl and Kaufland and rising prices and operational costs may limit profitability through the challenges associated with opening the new stores in new markets.
In general, Croatia provides strong economic conditions for the company to enter, however, on the other hand, success depends on the adjustment of the company’s value proposition and pricing strategy as well as ability to remain efficient in its operations in the market.
4.2 Cultural Environment 
Various cultural elements affect Sainsbury’s long-lasting achievement in Croatia, such as consumer attitudes and preferences, which is why cultural background has a significant impact on purchasing behaviour (Cavusgil et al., 2021). For instance, Croatian consumers are fond of fresh, high-quality, and regionally manufactured goods and thus Sainsbury’s would need to cooperate with the local suppliers and tailor its product assortment to make the company more appealing to consumers (Euromonitor International, 2025).
The rapid growth of urbanization and gradual emergence of online grocery shopping in Croatia conform to Sainsbury’s omnichannel strategy. However, soon, it is predicted that brick-and-mortar stores will remain the leading type of retail (Statista, 2025). In addition to this, increasing concern of consumers about sustainability matches Sainsbury’s approach to responsible sourcing and ecological practices. However, Sainsbury’s will need to keep its prices affordable since Croatian consumers still regard value for money to be an important factor when purchasing goods (European Commission, 2025).
The established loyalty of customers to well-known retailers presents a challenge for entering the market (Kotler and Keller, 2022). In this regard, Sainsbury’s is to distinguish itself through the production of quality private-label products, effective customer services, and partnerships with local suppliers, which will help Sainsbury’s earn the required loyalty from local customers (Cavusgil et al., 2021).
To summarize, Croatia’s cultural environment does not hinder the company from entering the market, but it rather proves that an organization is required to adapt to the reality it faces in the market. It can be noted that Sainsbury’s is equipped with tools, which allow it to respond to new consumer trends, including sustainability and healthy lifestyle as well as the emergence of digital retailing solutions. Nonetheless, a successful entry into the country is associated with complying with the cultural specifics, traditions, and consumer buying behavior.

6. Application of Dunning's Eclectic (OLI) Paradigm
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Dunning's Eclectic Paradigm is a powerful tool to help firms decide whether going abroad is feasible, considering three factors: Ownership (O), Location (L), and Internalisation (I) (Dunning, 1988). It suggests that effective foreign direct investments are made only when the firm has special ownership advantages, the host country has very strong location advantages, and internalising the operation is a better option than other ways of entering the market. By applying the OLI Paradigm, it is possible to assess whether Croatia is a good country for Sainsbury’s expansion.
6.1 Ownership Advantages
Ownership advantages denote the firm-specific capabilities and resources that an organization possesses providing it with a competitive edge over its domestic competitors (Dunning, 1988). Sainsbury’s is equipped with an array of ownership advantages in the form of valuable assets that can facilitate its international operations. These include its successful brand range, an efficient supply chain network, advanced capabilities in digital retailing, and a Nectar customer loyalty program (J Sainsbury plc, 2025). These resources helped the company establish a strong competitive position in the UK market.
At the same time, we should think critically about the nature of these advantages in terms of their transferability. Even if Sainsbury’s operational skills and procurement ability can be transferred internationally, it does not apply to all advantages. Recognizability and the Nectar loyalty program, for example, are more closely tied to the UK market and as such may fail to create any tangible value in other countries, such as Croatia. Thus, we see that ownership advantages give Sainsbury’s suitable operational resources, but they must be adjusted according to local tastes and preferences rather than being used as they are.
6.2 Location Advantages
Croatia is distinguished by several location-specific advantages that can support foreign direct investment. Its integration in the European Union and Eurozone provides regulatory stability while also enabling trade and lessening financial risks in cross-border transactions, (European Commission, 2025). Furthermore, factors such as higher consumer spending, modern retail infrastructure, and good performance of the tourism sector suggest prospects of long-term market development, which create favourable conditions for grocery retailers.
[bookmark: _heading=h.lwqtroookxul][bookmark: _heading=h.52uhlgysqj7l]At the same time, there are significant location-specific challenges in Croatia. The market size is limited; competition is strong and consumers show loyalty to domestic brands and retailers. This limits the chances for a new player to penetrate the market successfully using standard strategies. Therefore, Croatia should be viewed as an interesting yet challenging market, where the key to success is appropriate localization and long-term investment, rather than quick financial profit.
6.3 Internalisation Advantages
Last part of OLI framework concerns whether Sainsbury's might consider not allowing licensing its business model distributed outside rather than keeping control of its operations. Internalisation allows firms to protect proprietary knowledge, maintain standard of quality and provide consistency (Dunning, 1988). The company needs to maintain control over quality of products, supply chain management and brand image as these functions are the key ones while experiencing competitive advantage. 
In addition, the complete internalisation results in the increase of capital intensity for companies and exposure to major commercial risks while entering an unknown market. Therefore, a strategic joint venture with a reliable Croatian retailer will become the most balanced solution considering the combination of Sainsbury's operational effectiveness, knowledge of the market, relations with suppliers, understanding of consumers.
[bookmark: _heading=h.z5ahcdog5eni]In general, the OLI model implies that Croatia is a perfect candidate for Sainsbury's expansion. The company has the advantage of possessing ownership advantages; the country is blessed with advantageous location characteristics, and by adopting a cooperative entry approach, the company is likely to achieve long-term strategic benefits. This means that OLI analysis justifies using a joint venture as the most effective means of entering the new market.
7 Entry Strategy and Strategic Justification
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Choosing a suitable method of entering the market represents one of the strategic decisions in international business as it impacts the level of control, investments in resources, and degree of exposure to risks while internationalising (Hill, 2023). The optimal entry strategy must fit into both the company’s capabilities and the features of the new market. Previous descriptions show that an entry strategy must be balanced and take the need for operational control and local market know-how into consideration, since the Croatian market offers significant opportunities for growth but also poses enormous challenges, both in terms of competition and culture. 
Historically, Sainsbury's company has been focused exclusively on domestic activities and did not extensively expand internationally (J Sainsbury plc, 2025). This cautious approach to growth has allowed Sainsbury's company to develop certain competencies in supply chain management, private label development, and digital retail while limiting the risks of international investment. However, the absence of proper international retail experience suggests that the company has restricted organizational knowledge of foreign market dynamics. As a result, the most proper strategy in this case would be to employ a less risky approach allowing the company to develop its knowledge without putting itself at risk of failure.
A range of alternative entry options can be analyzed for entering Croatia. Exporting has the advantage of requiring a minimal upfront investment; however, the trader will not be able to have extensive control over customer experience, retail activities and brand placement. Nonetheless, since grocery supermarket sales depend heavily on logistics, availability of fresh goods and customer relations, exporting alone would not allow Sainsbury's to gain a sustainable competitive advantage. Another option is to license or franchise which also minimizes the financial cost of entering new market but limits company's ability to manage quality of service and product characteristics as well as to make strategic decisions. These options might suit well entrepreneurs with simple business models but they seem to be less appropriate for companies engaged in supermarket chain operations where operational excellence and supply chain integration are the main competitive advantages (Cavusgil et al., 2021).
On the contrary, a wholly owned subsidiary would give Sainsbury's absolute control over its strategy. The company would enjoy self-determination of its management practices, enforce specific quality standards, and maintain technical know-how. This method of operation would entail considerable cash outlay while subjecting the firm to considerable risks due to the fierce nature of the market where customers' tastes and supply relationships are well established. Given its limited international retail experience, it would be too risky for Sainsbury's to pursue total ownership at this stage of its development.
Joint ventures are a suitable entry strategy due to their ability to combine benefits of knowledge of local markets and Sainsbury’s operational flair. Joining hands with an established Croatian retailer or distributor, Sainsbury's will enjoy the advantages of an established supplier base, familiarity with consumer behaviour and regulatory processes while providing its knowledge in terms of private brand creation, digital retailing and supply chain management. Such partnerships entail reduced chances of market entry failure, faster learning about one’s business environment and improved ability of businesses to adapt to local consumer demands. Besides, form of entry selected corresponds to conclusions reached with the help of the OLI approach, which suggests that any internalisation must be balanced by local responsiveness rather than achieved through full ownership of resources.
However, using the joint venture entry option is not free from its pitfalls. Differences in goals and management styles may bring about conflicts and reduce effectiveness of operations (Johnson, Scholes and Whittington, 2023). In order not to fall victim to inevitable problems, Sainsbury's should implement efficient governance structures, define targets and ensure transparent decision-making.
In conclusion, a joint venture is the best option that balances control, commitment and flexibility in the marketplace. In contrast to exporting or franchising, it allows Sainsbury's to engage actively in the retail sector while profiting from local know-how. Simultaneously, it minimises financial and operational risks related to a fully owned subsidiary at the same time. Therefore, a phased joint venture is the best way to obtain sustainable long-term growth in the Croatian food retailing market.
8. Recommendations 
Based on the conclusions drawn from this report, four strategic propositions have been made to ensure that Sainsbury's grocery business would succeed in Croatia. Suggestion 1: Create a joint venture with an established retail company in Croatia. Understanding the market with the help of the company that already exists in it will not only minimize the market entrance risks but also provide instant access to the local supply chain, knowledge of consumer preferences, and expertise in legal matters. This will make it easier for the company to learn about the local market and be more effective in its operations at the early stage of the expansion.
Suggestion 2: Establish a localized product strategy.
In this case, Sainsbury's has a perfect opportunity to produce its goods but include a variety of Croatian food products in its offering, which would help build credibility and trust among consumers as well as develop relationships with local suppliers.
Suggestion 3: Generate a value-penetrating pricing strategy while using online grocery services.
Due to the price sensitivity of Croatian consumers, Sainsbury's should be able to balance the price and the quality of the goods while spending some money on online grocery services and loyalty programs to keep the customers interested.
Suggestion 4: Use a gradual expansion strategy.
The initial establishment of the business in such cities as Zagreb and Split will help Sainsbury's check how its business performs and after that continue expanding its business.8.0 Conclusion 
The above report has critically assessed Croatia as a potential place for Sainsbury's international expansion through assessing the market potential of the country, the organizational capabilities of the company as well as suitability of different market entry strategies for that country. The analysis reveals that the conditions in Croatia can favour international investments due to its stable economy, the fact that it is the member of the European Union and the Eurozone, the development of its retail sector and increasing consumer demand. All these factors provide Sainsbury's with possibilities to expand its international presence to Southeast Europe and create a new line of business.
Despite favourable conditions in the country, the analysis also shows that it is impossible to completely rely on the existing UK business model in the process of expansion. The presence of powerful competitors, strong consumer loyalty to domestic products and high price sensitivity encourages Sainsbury's to choose a market entry strategy that will use both local responses and operational efficiency. The use of Bartlett and Ghoshal's framework and Dunning's OLI paradigm illustrate the presence of sufficient organizational capabilities necessary for the company's internationalization if those capabilities are adjusted for the Croatian market.
To sum up, Croatia is a promising but difficult market. A phased joint venture would allow Sainsbury's to reach the best balance of control, risk and local knowledge.
9. Conclusion
This report has critically evaluated Croatia as a destination for Sainsbury’s international expansion by analysing the company’s international capabilities, the attractiveness of the Croatian market and the most appropriate market entry strategy. The findings indicate that Croatia offers favourable long-term opportunities due to its stable economy, EU and Eurozone membership, growing retail sector and increasing consumer demand. However, strong competition from established retailers, customer loyalty to domestic brands and price-sensitive consumers mean that success will depend on effective local adaptation rather than simply transferring Sainsbury’s UK business model.
The application of Bartlett and Ghoshal’s International Strategy Framework demonstrated that Sainsbury’s possesses valuable capabilities in supply chain management, private-label products, digital retailing and customer loyalty programmes. Nevertheless, the analysis also showed that these strengths must be adapted to the Croatian market to achieve sustainable competitive advantage. Similarly, Dunning’s Eclectic (OLI) Paradigm confirmed that Sainsbury’s has strong ownership advantages, Croatia provides attractive location advantages and a collaborative approach offers the greatest potential for successful market entry.
Based on the overall analysis, a phased joint venture with an established Croatian retailer is recommended as the most suitable entry strategy. This approach would enable Sainsbury’s to combine its operational expertise with local market knowledge, reduce financial and operational risks and build strong relationships with suppliers and customers. Overall, Croatia represents a promising market for international expansion, if Sainsbury’s adopts a flexible, locally responsive strategy that balances its global capabilities with the specific economic, cultural and competitive conditions of the Croatian retail market.
Section 2: Reflective Account Using Gibbs' Reflective Cycle
1 Description
This evaluation called for the writing of a consultancy-like evaluation regarding the relevance of Croatia in terms of becoming an international market for Sainsbury's. To achieve the objective, the assessment of Croatia's attractiveness as a market, analysis of Sainsbury's different international capabilities, as well as devising a market entry strategy were to be included among others. In addition, relevant international business models, such as Bartlett and Ghoshal's framework of international strategy and Dunning's eclectic (OLI) paradigm, were applied in the report.
Originally, before starting the research, I planned to produce a wide environment assessment in line with all the six parameters of PESTEL framework. However, after reviewing the task and discussing it with my tutor, it became clear that this approach was too descriptive and did not focus on the strategy. Hence, I had to focus on evaluating this environment, seeing that the report requires a critical overview of the factors that are the most significant in relevance to the industry rather than providing a description of each of the macro-environmental factors. Therefore, I had to change a focus of this report from presenting Sainsbury's to outlining the importance of Croatia in terms of its potential for expansion opportunities.
2 Feelings
At first, I found difficulties with the assignment because I was not sure how my academic theories were to correlate with business analysis. In the beginning, I heavily leaned on different theories and provided descriptions, thus the report seemed more disorganized rather than logical and strategic. When I received feedback that suggested a bigger focus on Croatia compared to explanation of theories, I started thinking.
Even though rewriting parts of the report was frustrating at first, it gave me much confidence in academic writing. I understood that postgraduate assignments presuppose that learners should not only know theories but also be able to analyse them in an appropriate manner in a business context (Johnson, Scholes and Whittington, 2023). While working on the report, I learnt how to create logical arguments supported by academic evidence rather than one that contains too many descriptive sentences.
3 Evaluation
One of the best features of my approach was utilizing internationally accepted theories to support strategic decision making. By applying the Bartlett and Ghoshal model, I was able to assess the capabilities of Sainsbury’s organization. Besides, the model of Dunning’s OLI Paradigm helped me to choose joint venture as the most appropriate strategy for entering the market (Bartlett and Ghoshal, 1989; Dunning, 1988). The combination of these theories with different facts from reports of the company, government documents and information from international organizations was a way to make the report more credible (J Sainsbury plc, 2025; European Commission, 2025).
Nevertheless, while developing the content, many weaknesses were exposed. I found out that the first draft of the report had lots of tables and diagrams, which somehow disrupted the logical flow of information, thus reducing the level of analyses. Then, in some sections, quite the same data on competitive advantages of Sainsbury was repeated rather than developed. During the process of updating the report, I have once again realized that when writing, it is important to use those pieces of evidence that are directly connected to the A research problem, rather than trying to fit in as much models as possible (Saunders, Lewis and Thornhill, 2023).
4 Analysis
This project greatly improved my understanding of the relationship between theory and the practice of strategic decision-making. At first, I worked on my report with the intention of using as many models of analysis as possible, convinced that having many different models of analysis would contribute to the high quality of my work. During my research, however, I came to understand that the quality of post-graduate analysis does not depend on the number of theories used but on the effectiveness of their application in answering some business problem (Hill, 2023).
The feedback that I received during the work on my report was very useful because it made me question my initial ideas. I started with a structure that focused on Sainsbury’s and presented various tables with theoretical models. Even though the report was correct academically, it lacked proper systematic approach to strategy. Making Croatia an object of study allowed me to re-develop my approach. I stopped thinking about "which theories I can apply" and began asking what is so special about Croatia and which theories can be best applied to explain this situation. 
The decision to limit my environmental analysis to the Economic and Cultural dimensions of PESTEL also proved to be another important lesson. At first, I thought that omitting some dimensions of PESTEL would weaken my report. But then I understood that successful critical analysis should include the selection of factors that are the most important strategically instead of equal consideration of all the components (Johnson, Scholes and Whittington, 2023). In the case of grocery retailers, consumer behaviour and economic situation are more important than some other factors (Kotler and Keller, 2022). The project allowed me to distinguish relevant evidence from unnecessary accumulation of information.
Finally, the report also taught me the importance of decisions made based on facts. I understood that strategic suggestions should derive logically from analysis rather than be pre-conceived. The choice of a joint venture as a suggestion based on the analysis of the economic situation in Croatia, abilities of Sainsbury’s, and provisions of Dunning’s OLI paradigm (Dunning, 1988) helped me become more confident in the use of academic theory in business.
5 Conclusion
Looking back at this assignment, I feel that my comprehension of international business strategy has increased significantly. More importantly, my attitude towards writing in academia has become more analytical and research oriented. I understand that to be successful at postgraduate level, work should be based on a strong argument where all parts of a paper provide an answer to the question asked. The process of revising the paper considering the comments I received was also crucial for understanding that successful managers should be flexible and ready for self-reflection (Cavusgil et al., 2021). Overall, I think this assignment provided me with an opportunity to combine my theoretical knowledge and practical skills and become more confident in making decisions in international business.
6 Action Plan
There are some areas that I will be developing in upcoming academic and professional assignments and the assignment I have completed is one of the initiatives that has shed light upon these areas. First, I will carry out future assignments by first determining the strategic question and only then deciding on the models. Second, I will ensure a better emphasis on planning the structure of the reports prior to writing them so that I can avoid repetitions in my papers. Third, I will focus on developing my critical reading skill so that I could evaluate the academic literature more rigorously than performing a descriptive summary only (Saunders, Lewis and Thornhill, 2023).
From the professional viewpoint, this assignment has also taught me how to approach decision-making in business. Instead of believing that the successful business models can be applied the same way in different countries, I understand now that business decision-making requires appropriate understanding of local economic conditions, consumer behaviour and competitive situation before I can recommend expanding the business on the international level (Hill, 2023). I will continue applying this data-driven approach in my MBA studies and career development by being sure that my decisions are based on both academic sources and practical analysis (Johnson, Scholes and Whittington, 2023).
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Figure 1: Why Croatia?

Market Attractiveness Framework for Sainsbury’s International Expansion
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O/' STRATEGIC IMPLICATION

Croatia offers EU stability, tourism-driven demand, and a growing retail market,
making it an attractive first step for Sainsbury’s international expansion.
Success depends on local adaptation, partnerships and phased investment.
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