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[bookmark: _Toc237125242]Section 1: International market entry analysis 
[bookmark: _Toc237125243]1. Introduction 
Starbucks is one of the best-known multinational coffeehouse companies in the world with 40,990 stores spread out between international and North American market segments as at FY2025, which include 22,679 international stores (Statista, 2026; Starbucks, 2025). Iceland is an unusual prospective market; since, the country's population was 394,324 in January 2026, whereas tourism was 8.8% of its GDP as at 2025 (Statistics Iceland, 2026). Yet there are no indications of any significant operations of Starbucks in Iceland. This results in a paradoxical situation; since, high levels of tourism and coffee consumption present demand opportunities; however, limited size of population and high operating expenses represent scale problems (Almeida, 2021). This report examines possibility of Starbucks entering Iceland by means of Bartlett and Ghoshal’s model, PELC analysis, and OLI framework of Dunning. Therefore, Starbucks should adopt such a strategy of a low-commitment, market-savvy local entry mode through which market potential, financial, and operational risks are balanced adequately. 
[image: ]
Figure 1: Population trends in Iceland
(Source: Statistics Iceland, 2026)
[bookmark: _Toc237125244]2. Organisational classification and global strategy 
[bookmark: _Toc237125245]2.1 Starbucks as a multinational corporation
Starbucks is a significant multinational corporation running coffeehouses in 90 countries. The number of coffeehouses that Starbucks had reached by 28 March 2026 stood at over 41,000 company-owned and licensed outlets (Global Coffee Report, 2026). The geographical coverage of its international division includes China, Japan, Asia-Pacific, Europe, the Middle East, Africa, and Latin America & Caribbean. 
	MNC characteristic
	Starbucks' application

	Global presence
	90 markets and 41,000+ stores

	Global brand
	Consistent Starbucks identity and customer experience

	International supply chain
	Global sourcing, roasting and distribution (Starbucks, 2026)

	Knowledge transfer
	Operating and marketing knowledge shared across markets

	Local adaptation
	Local products, store formats and customer preferences


Table 1: MNC characteristics of Starbucks
(Source: Created by learner in Ms-Word)
Starbucks is an MNC; since, it utilizes its resources in different countries. Nevertheless, it has transnational features. In particular, Starbucks applies a global-local approach in its international business operations. Starbucks maintains same standard in terms of brand, quality of coffee, technology, and service throughout the world; however, it adapts the products and stores to local market environment (Setiana et al. 2026). This approach is especially relevant for Iceland, where there are strong traditions of drinking coffee. Therefore, Starbucks should consider about just applying their same model to Iceland. They need to consider blending their global skills with a good understanding of local market.
[bookmark: _Toc237125246]2.2 Bartlett and Ghoshal’s international strategy
The framework developed by Bartlett and Ghoshal categorizes strategies based on their degree of global integration and local responsiveness (Grant, and Phene, 2022).
	Strategy
	Integration
	Responsiveness
	Starbucks fit

	International
	Low
	Low
	Limited

	Multidomestic
	Low
	High
	Partial

	Global
	High
	Low
	Partial

	Transnational
	High
	High
	Strong


Table 2: Bartlett and Ghoshal’s international strategy
(Source: Created by learner in Ms-Word)
In terms of positioning, Starbucks should be considered a transnational enterprise. Global integration is evident in Starbucks’ brand name, quality, purchasing and technology used. Licensed stores accounted for 12,183 out of 22,679 stores in international market during September 2025 (US SEC, 2025). This proves that there is a need for local partners in Starbucks’ international operations. According to Starbucks, these partners help them through bringing market insights and opening up desirable locations for their business (Starbucks, 2026).
[bookmark: _Toc237125247]2.3 Starbucks’ global configuration and competitive advantage
Currently, Starbucks has presence in 90 countries with 41,000+ retail stores around the globe. Starbucks is operational in North America, Europe, Asia-Pacific, Latin America, Middle East, and Africa regions. In 2025, international business contributed revenues of roughly $7.8 billion. Global presence offers the company economies of scale in procurement, technology and marketing, builds up its brand equity, and facilitates knowledge sharing among markets (Katsikeas et al. 2020). The company’s licensed partners have local knowledge and minimize risks of investing. Iceland's global competencies might help to enter the market; however, population of 394,324 that the country will have in 2026 does not seem beneficial for Starbucks to grow. Hence, Starbucks should maintain its worldwide quality standards and still do some product, store and marketing adaptations to Icelandic taste.
[bookmark: _Toc237125248]3. Macro-environmental appraisal and market attractiveness 
[bookmark: _Toc237125249]3.1 Political environment 
In terms of political risks, Iceland is a low-risk destination for Starbucks. This is because of its democratic institutions and good systems of governance which create policy predictability and business confidence (Guo, 2025). In terms of governance, the World Bank uses six variables to measure countries such as political stability and government effectiveness among others. Iceland received net foreign direct investments of 8.5% of its GDP in 2024, which shows that the country is very favourable to international investors (World bank group, 2024).
Iceland belongs to the European Economic Area (EEA), which helps with economic integration into the EU and makes the European regulatory environment more predictable for Starbucks (European Commission, 2026). At the same time, the EEA is not an agreement that allows for the completely unrestricted movement of all agricultural goods. Starbucks is very closely tied to food and beverages that are imported; therefore, it is so important.
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Figure 2: Trade in goods 
(Source: European Commission, 2026)
In this way, trade arrangements might lower certain barriers but may fail to eliminate all import conditions that have to do with food. Trade shocks from outside may lead to increased costs in the supply chain (Tsantis et al. 2026). This is significant for Starbucks in that the geographical location of Iceland can make its imports more susceptible to disruptions. In general, the political landscape of Iceland presents itself as an opportunity. Strong institutions and European union economic integration support long-term investment; however, risks of exposure from trade and supply-chain are still reasonably under control (Rosén, and Meunier, 2023).
[bookmark: _Toc237125250]3.2 Economic environment 
Iceland provides Starbucks with strong bargaining power, as well as high-cost pressure. The GDP growth to 1.3% in 2025 was driven through 4.3% increase in private consumption, which was a large factor in change. Per capita GDP was 31% higher the average of EU countries, reflecting high quality of life and possibly a big market for gourmet coffee (Statistics Iceland, 2026).
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Figure 3: GDP growth in Iceland
(Source: Statistics Iceland, 2026)
	Economic factor
	Evidence
	Implication for Starbucks

	Disposable income
	6.4m ISK per capita (2025)
	Supports premium pricing

	Inflation
	5.1% year-on-year, May 2026
	Raises operating and input costs

	Full-time median earnings
	826,000 ISK/month (2025)
	Higher labour costs

	Tourism
	8.8% of GDP (2025)
	Expands potential customer base


Table 3: Economic implications for Starbucks
(Source: Created by learner in Ms-Word)
The household disposable income per capita was reported to be 5.4% higher in 2025 while its purchasing power was merely 1.2%. This indicates that consumers are capable of having income but inflation makes the growth of their expenditure constrained (Deloitte, 2025). Another issue related to labour. The median of the wages earned by the full-time workers were 826,000 ISK per month in 2025, while the wage index grew by 6.4% in April 2026. Such a development might raise operational costs of Starbucks retail outlets.
Domestic market constraints prevent Iceland from benefiting from economies of scale due to its size. Nonetheless, there are tourism-related demands that act as alternatives. Tourist places benefited by contributing 8.8% directly to the GDP of Iceland in 2025 through 30.5 million work hours (Hjálmarsdóttir, and Óskarsson, 2025). Thus, tourist sites can be less dependent on local demands. Globally, Iceland has many economic benefits; however, deals with expenses. With high purchasing power and strong support from tourism, it is one of the easier markets to get into. In addition, factors like inflation, wages, and a tiny domestic market encourage businesses to proceed carefully with involvement of expansion strategy.
[bookmark: _Toc237125251]3.3 Legal and regulatory environment 
The Icelandic legal framework is very clear and stable for Starbucks. Foreign businesses are able to register a private limited company through electronic means, whereas foreign enterprises are able to register a branch (Prabha, 2026).  Typically, the electronic registration process for a company takes 3-5 working days, which helps to reduce the time of setting up a business.
	Legal factor
	Key requirement
	Starbucks implication

	Company formation
	Registration of company or foreign branch
	Supports entry

	Employment
	Collective-agreement minimum terms
	Raises compliance obligations

	Food safety
	Licensing, inspections and HACCP controls
	Higher operating requirements (Malik et al. 2021)

	Data protection
	GDPR and Act No. 90/2018
	Strong customer-data protection

	Food labelling
	Icelandic/English/Nordic-language requirements
	Requires product adaptation


Table 4: Legal factors to be considered in Iceland 
(Source: Created by learner in Ms-Word)
The regulation of labour relations is vital for Starbucks because the company is a labour-intensive business. The collective agreements in Iceland define minimum conditions in terms of salary and working hours. Labor contracts have to specify such information as payment, leave days, and working hours (Austin-Egole et al. 2020). This entails additional costs for administration and labour; however, offers employee protection. Regulations concerning food products should also be considered. Food regulation is another significant aspect. Restaurants and cafés in Iceland are subject to health controls of the city municipalities. On the other hand, Iceland's Food and Veterinary Authority is responsible for the food-safety requirements on a broader scale (MAST, 2026). Additionally, Iceland adopts food legislation from the European Union through the EEA. Therefore, Starbucks would require effective hygiene, HACCP, and supply-chain controls.
Along with Rewards programme, Starbucks should consider data protection compliance, when launching mobile services and targeted marketing in Iceland. Iceland adopted GDPR through Act No. 90/2018 (Starbucks, 2026). Changes can be required in food label information to meet Icelandic standards. In summation, legal situation seems to be an opportunity to exploit with a reasonable cost. On the one hand, extensive regulation leads to certainty, on the other hand, labour, occupational safety, health standards, product labelling, and data laws are elements through which costs may go up, leading to greater complexity for Starbucks in running its business.
[bookmark: _Toc237125252]3.4 Cultural environment 
Coffee has been an integral part of the Icelandic culture. The per capita coffee consumption in the country is about 8.3 kg per year, which clearly indicates the fact that coffee is associated with the daily activities of the people (Grapevine, 2020). Even cafes form a vital part of the community in the country. However, it should be noted that the high level of coffee consumption may not necessarily ensure the success of Starbucks in the market. Through growing local cafés, speciality coffee, beans traceable back to their source, local ingredients and community-based experiences become the main attractions. For instance, at Ketilkaffi in Akureyri, their coffee is sourced from small quantities and they operate with Icelandic suppliers to highlight their demand for the finest coffee and local identity (Iceland Review, 2026).
There will be opportunities and threats that are aligned with expansion into Iceland for Starbucks. There is a possibility that customers in Iceland will see its brand presence, easy access, and its products as a good experience for themselves to feel like they are visiting internationally. It will be perceived as being less authentic than other independent coffee shops in Iceland. Another challenging factor to consider is price. A cappuccino was about €5.65 on average in Reykjavík in 2025; thus, such high price of cafes suggests consumers probably need to spend at substantial level.
Starbucks must therefore adopt its strategy rather than copy its American strategy. Starbucks may consider using Icelandic raw materials, seasonal products, marketing in the Icelandic language and design of stores in the Nordic style (Wiśnicka, 2022). Partnerships with local population can help to achieve cultural appropriateness. Issue of sustainability must be demonstrated through responsible sourcing, reducing waste and recyclable packaging. Such strategy will enable Starbucks to maintain its international character while being culturally sensitive to the Icelandic culture.
[bookmark: _Toc237125253]3.5 Integrated market attractiveness assessment 
The four dimensions of the environment have shown that there are some strategic advantages and operational disadvantages present in Iceland for Starbucks. The political environment is favourable. Iceland is rated at 17th position among 180 countries on 2025 Corruption Perception Index, indicating good institutional environment. Economically, there is high purchasing power in the market along with high demand for tourists. However, Iceland's rate of unemployment stood at 3.9% in 2025, which might cause Starbucks workers to compete for fewer slots.
	Dimension
	Key opportunity
	Key risk
	Strategic implication

	Political
	Stable institutions and low corruption
	Exposure to external trade shocks
	Low political risk supports entry

	Economic
	Strong purchasing power and tourism
	High wages and limited market scale
	Target high-footfall locations

	Legal
	Predictable regulatory system
	Labour, food and data compliance
	Strong compliance systems required

	Cultural
	Around 8.3 kg coffee consumption per person annually
	Strong local café preferences
	High product and cultural adaptation

	Overall
	Premium coffee and tourist demand
	Cost and competition pressures
	Cautious market entry


Table 5: Integrated market attractiveness
(Source: Created by learner in Ms-Word)
Tourism is another reason for economic opportunity. Total international tourism expenditure in Iceland stood at approximately ISK 593 billion in 2025. It is essential to consider that this would create a demand even among tourists other than domestic population of Iceland. However, cultural factors cannot be overlooked. The presence of a strong culture of coffee shops in Iceland implies that Starbuck's entry will be into an existing market as opposed to creating one. The global brand can work to attract tourists from other countries, but local customers might have preferences for the locally owned coffee shops and locally oriented products (Riefler, 2020). Iceland's strategic appeal contrasts with its operational difficulties. However, based on evidence, it is advisable to adopt an entry strategy that is both selective and low-risk instead of fast and widespread expansion. Starbucks must identify its target areas as those with heavy pedestrian traffic, and be able to find local partners and adapt its culture accordingly.
[bookmark: _Toc237125254]3.6 Dunning's Eclectic Paradigm / OLI Analysis 
The OLI model by Dunning can be used to determine whether firm-specific resources, location-specific advantages, and internalization benefits of Starbucks support market entry (Pertegaz, 2025).
· Ownership advantages (O)
Starbucks enjoys several benefits of ownership that could be replicated in Iceland. It has an international presence in 90 countries, with a store network of more than 41,000 stores as of March 2026. The brand image, expertise in coffee, experience in managing retail stores, and effective logistics chain of Starbucks can help reduce the learning period of entering into the market. Another advantage of Starbucks is that it is capable of controlling the purchasing, processing, and distribution of coffee, ensuring its quality. Use of digital platform of Starbucks like Starbucks Rewards and Mobile Order and Pay can also help to maintain customers (Forbes, 2025). However, these advantages might not offset the preference of Icelanders for their local coffee stores.
· Location advantages (L)
There is a selective location advantage available in Iceland. There were about 2.3 million overnight visitors from abroad in 2025, of whom 98.7% came via the Keflavík International Airport. This implies a lot of possibilities in setting up stores that cater to tourists like Starbucks. However, there is the urban market in Reykjavík. The total population in Iceland as of January 2026 is estimated at 394,324 people (Statistics Iceland, 2026). High wages, a remote location, reliance on imports and risk of currency fluctuations add to operational challenges. Iceland's geographical advantages are quite moderate as against being universally strong.
· Internalisation advantages (I)
The internalization would help Starbucks guard its brand identity, recipes, technology, customer experience, and operational norms (Setiana et al. 2026). This will be beneficial because the licensed stores of Starbucks need to have clear procedures on how to run things as well as training for its employees. The wholly owned stores would mean that more funds would be needed, it would involve labour cost at local level, and increased regulation. Starbucks would keep the quality controls that matter most. The local knowledge, meanwhile, could come from a licensed partner already embedded in that market.
	OLI dimension
	Assessment
	Strategic implication

	Ownership
	Strong
	Transferable brand, technology and expertise

	Location
	Moderate
	Tourism is attractive, but domestic scale is limited

	Internalisation
	Moderate–High
	Control protects quality but increases exposure


Table 6: OLI framework
(Source: Created by learner in Ms-Word)
In summation, the OLI framework suggests that entry is justified but not an aggressive investment in the market. A licensing or controlled local partnership model could be more suitable for Starbucks because it would allow them to balance their owning up benefits with Icelandic small market scale.
[bookmark: _Toc237125255]4. Entry Mode Strategy and Strategic Synthesis 
[bookmark: _Toc237125256]4.1 Historical Pattern Recognition
In the past, Starbucks has followed a hybrid international entry strategy, combining company-operated stores, licensed stores as well as establishment of strategic partnerships in select markets. This method provides a balance between control of brand standards and local information while reducing exposure to additional investments. Licensing is particularly important to Starbucks’ international expansion. By September 2025, it had licensed 12,183 of its 22,679 international stores, signifying value of local partners in its international strategy (Starbucks, 2025).
[image: ]
Table 7: Starbucks’ historical entry modes
(Source: Created by learner in Ms-Word)
Stores operated by Starbucks also give it more control over pricing, employees, and service and product quality but needs a lot of capital and places it at risk of directly bearing property and labour expenses (Starbucks, 2026). The solution of these risks is licensing since local partners invest and share the knowledge of local markets, but Starbucks should deal with possible loss of operational integrity (Wahyudi and Cervantes, 2024). Therefore, the experience of Starbucks in the international market indicates that entry mode must be based on host market features and degree of risk other than a simple global approach.
[bookmark: _Toc237125257]4.2 Strategic Fit for Iceland
The data provided in Section 1 and 2 show that Starbucks may go for licensing based strategy but employ a strictly regulated local alliance in Iceland. Iceland has favourable tourism demand and comparatively high purchasing power. However, due to its minimal population, expensive labour costs, geographical isolation and already embedded independent cafe culture, large scale expansion may be relatively risky (Hjálmarsdóttir and Óskarsson, 2025).
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Table 8: Entry-mode suitability for Iceland
(Source: Created by learner in Ms-Word)
A wholly owned approach would give maximum control but lead to an imbalanced financial risk. High wages increases store costs while a population of only 394,324 limits growth in home market (Statice.is, 2026). Besides, Starbucks would be penetrating into an existing coffee market as opposed to establishing a new consumption culture. Local identity, specialty coffee and community experiences are already competed upon by independent cafes. Extra control perhaps accompanying ownership, therefore, might not be worth extra capital commitment.
Licensing is a more strategic fit owing to the fact that an Icelandic partner might be assumed to offer information about consumer requirements, labour and property markets, regulations and financial risks. This is especially necessary since this would require Starbucks to be able to localise its proposition. Nonetheless, a complete licensing strategy would pose risks in brand and quality (Longo and Canalichio, 2024). Consistent coffee quality, service and customer experience are significant to Starbucks to maintain competitive edge.
Thus, a controlled licensing with strict contractual standards is suggested. Contractual standards must contain Starbucks’ training criteria, quality checks, approved vendors, technology criteria, sustainability anticipations and compliance investigation. This would enable Starbucks to enjoy local know-how without the need of relinquishing vital aspects of brand management.
[bookmark: _Toc237125258]4.3 Recommended Entry Configuration
Starbucks must think of a phased, asset-light entry to Iceland market, whereby it chooses to open one or two licensed stores in high-volume spots identified. Reykjavik can be a focused area due to its population and economic and business concentration and other tourism-like locations should be chosen only after commercial viability is evaluated.
It must be a blend of a global brand and local adaptation of Starbucks. Cultural acceptance by chosen Iceland-relevant seasonal products, use of local ingredients wherever possible, use of Icelandic language and Nordic-style store design might enhance cultural acceptance. This type of adaption is in line with transnational orientation, which combines global capabilities with local responsiveness (Mehra et al., 2026).
Another important factor is pilot that brings about strategic flexibility (Kafetzopoulos et al., 2023). In case of poor demand, due to inability to predict it correctly, Starbucks will be able to restrict losses and prevent significant sunk costs. On the other hand, good performance will be the testimony to slow growth. This is suitable since Iceland has a potentially attractive, yet fairly uncertain market where tourism can offset some of domestic scale shortages.
[bookmark: _Toc237125259]5. Conclusion and Recommendations 
In general, Iceland can be taken as a promising niche business market, but not a venue to achieve speedy expansion across entire country. Starbucks enjoys great ownership benefits due to its global brand identity, technology, and ability to operate international supply lines. Location advantages outlined above are, however, selective. Entry is encouraged by factors such as tourism and purchasing power, but population size, cost of labour, dependence on imports, and competition between local cafes limits potential scale.
Starbucks is, therefore, advised to penetrate Iceland, by a controlled licensing partnership and commence with few strategically placed stores. Starbucks can retain brand standards, quality of products sold, technology, training and customer experience, whereas local partner will supply capital, expertise and local knowledge of the Iceland market.
The suggested flow is target a partner, followed by one/ two store pilot, performance check, and selective expansion. Significant indicators must entail sales by store, repeat visitors versus resident demand, labour expenses, customer satisfaction and store level profitability. The growth process should only be undertaken at the time when these indicators represent sustainable demand.
To sum it up, controlled licensing offers the best balance of risk, commitment of resources, control and flexibility. It coincides with the global expansion trend that Starbucks has implemented and lies in reaction to unique microeconomic conditions in Iceland. Instead of pumping a lot of capital up front, Starbucks ought to pursue a tentative strategy that is evidence-based to seize tourism and high-end coffee prospects and managing exposure to small population of Iceland, high operating expenses and entrenched coffee culture.


[bookmark: _Toc237125260]Section 2 – Reflective Account (Using Gibb's reflective cycle) 
[bookmark: _Toc237125261]Description
I went about this assessment by researching into whether Starbucks should enter Iceland. The first step that I undertook was to evaluate the assessment requirements and break down the task into organisational strategy, macro-environmental analysis, OLI, entry mode and strategic recommendation. I have chosen Starbucks due to its widespread internationalisation and Iceland offered an intriguing market due to the high rate of coffee consumption, tourism and lack of any major direct Starbucks activities (Starbucks, 2025; Statista, 2026). I have collected information that has happened in the recent times, both through company reports and Internet sources with regards to Starbucks and Iceland. Then I structured the evidence base on the model by Bartlett and Ghoshal, PESTLE analysis and the OLI framework, by Dunning. The last step was comparing modes of entry and to suggest a controlled licensing with local partner.
[bookmark: _Toc237125262]Feeling
Initially, I was not worried about researching on Starbucks due to presence of a lot of information that was available publically. I soon realised though that the majority of the Starbucks information was about its already existing international markets and not Iceland. This complicated the issue of whether the international strategy that it had developed would be applicable at all to Iceland. My initial bias was to have a positive opinion of Iceland due to its great culture of coffee and tourism. However, in the course of research, I paid more attention to cautions as I realised a small population of the country, high cost of labour and well-developed independent culture of cafes can create expansion risks. The process thus altered my original postulation that growth would be automatically guaranteed since the coffee consumption was high in target market.
[bookmark: _Toc237125263]Evaluation
My research approach worked successfully on a number of aspects. Organising the investigation based on assessment requirements was useful in ensuring that every section had a given objective regarding its analysis. Incorporating Starbucks-specific and Icelandic market data enhanced the assessment as well since it allowed comparing the capabilities of the firm and the host-country conditions. Tables helped a lot to summarise complex evidence and compare entry modes.
However, I was faced with difficulties. First, I gathered an overabundance of information with no attention to whether they were relevant to the strategic argument or not. I realised that the current information must not be introduced without appropriate explanation as to why it would be relevant in explaining market appeal or entry risk. The other challenge was the differentiation of the strategy that Starbucks has at the global level and in its particular entry mode. I dealt with this by adopting distinct analysis steps and reflecting on how global integration, local responsiveness, advantages of ownership and host country conditions impacts the ultimate entry strategy recommendation (Mehra et al., 2026).
[bookmark: _Toc237125264]Analysis
The assessment enhanced my knowledge on how international-business theories can be put into practice at the decision-making. Readings, lectures and examples helped me to get past description and be able to work out evidence in a strategic way. The framework by Bartlett and Ghoshal was useful in making me appreciate the fact that Starbucks is a company that needs to integrate on both a global basis and be localised (Abdelsalam Mohamed Mostafa, 2025). This was especially pertinent since Starbucks requires upholding the standard brand and service quality yet customise the products and customer experience to the local markets.
Another valuable point of view was offered by OLI framework, developed by Dunning. It has made me differentiate between the ownership benefits of Starbucks, the location benefits of the businesses in Iceland and benefits of internalisation. The PESTLE analysis indicated a political stability, purchasing power and tourism as opportunities though the labour costs, regulatory requirements and the small scale of the market were also identified as some issues. Taking these findings coupled with OLI enabled me to realise that a favourable market environment may not necessarily justifiably warrant high levels of investment.
The most significant lesson was that market appeal and the appropriateness of entry-mode are two distinct questions. In spite of the tourism demand and high consumption of coffee in Iceland, its small population and high operating cost makes the imminent large scale company ownership dangerous. This guided me to opting for a gradual licensing plan assisted with a local partner.
[bookmark: _Toc237125265]Conclusion
In general, the assessment enhanced my skills in conducting research on international market to support evidence-based recommendations. I got to know that not only is it important to gather current information to write successful strategic analysis; I must also link evidence to proper theories and apply particular information to assess competing opportunities and threats. My views changed as I used to see the international capacity of Starbucks as adequate to the success of the entry to the country, but now I understand that international success lies in the ability of firm-specific capabilities to adapt to local environment.
I also realised that my preliminary research procedure could have been more effective. I wasted a lot of time by collecting information and thereafter setting up its strategic relevance. Next time, I will articulate what analytical questions I need to respond to, and then gather some piece of evidence to respond to that question.
[bookmark: _Toc237125266]Action Plan
To be able to do a better assessment in the future, I will design an evidence matrix in the initial part, where each assessment requirement is joined to corresponding theories, company evidence and data on host countries. My focus will be on the latest and authoritative sources and evaluating their importance, and then I will use them. I shall also compare other modes of entry in a systematic way with regard to the risk, investment, control, flexibility and long -term strategic fit before making a final decision.
Moreover, I will also refer to lecture resources and theoretical reading earlier in the study process, to set up the framework of analysis prior to gathering evidence. I will ensure that I separate the description, critical analysis and reflection to evaluate them properly with specific details. The experience has thus equipped me with a more orderly process of international business research and enhanced my confidence in putting theoretical frameworks into action in the real-world market entry-driven decisions.
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