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[bookmark: _Toc236852087]1. Organizational Classification and Global Strategy
[bookmark: _Toc236852088]1.1 Company Overview and International Profile
FSN E-Commerce Ventures Limited (Nykaa) is a leading Indian beauty, fashion and personal care retail company across its businesses, including Nykaa (2026). Established in 2012, the company started as a digital-first beauty platform, and more recently has embraced an omnichannel approach to business, which includes e-commerce with physical stores. Its business model is complemented by the carefully selected range of domestic and international brands, its own brands and technology-driven customer interaction and its growing offline retail footprint. This mix has helped Nykaa carve out a niche in the competitive beauty and personal care segment of the Indian market.
Nykaa has been gradually expanding its international footprint, especially with strategic moves in other markets like the Gulf Cooperation Council (GCC) region (Ghosh, 2022). Yet its international presence is still much less than its domestic operations, indicating that the company is still in a growth phase of internationalization. Germany is thus a potential area for further geographic diversification. Germany is considered a new market entry and is treated as a new market to assess for future expansion abroad, as Nykaa does not have a significant presence there at present.
[bookmark: _Toc236852089]1.2 Strategic Categorization Using Bartlett and Ghoshal's Framework
Bartlett and Ghoshal's approach classifies international businesses on the basis of pressures they are experiencing in their attempts to be integrated into the international business world and responsive to local markets (Brock and Hydle, 2017). Nykaa has recently moved in the direction of an international strategy towards a transnational orientation. The company has the potential to share its core competencies such as digital retail knowledge, beauty industry expertise, technology and omnichannel functionality with the international market from its existing retail stores in India.
Complete standardization would be inappropriate because beauty consumption is influenced by local preferences, cultural characteristics, regulatory requirements and purchasing behaviour. Developing a strategy for entering Germany would thus necessitate Nykaa to strike the right balance between transferring its core competencies and demonstrating responsiveness. Product portfolio, marketing communication, sustainability and customer experience could be adapted to the German and European expectations (Platzek et al., 2026). 1.3 Global Configuration and Competitive Advantage
Nykaa's geographical structure reflects a business model that is primarily focused on India and has a scattered presence in the international market. This layout has its pros and cons. It has a strong domestic foundation in terms of financial strength, existing supplier relationships, as well as expertise and technological skills in the beauty market that can assist in international development. It's also relevant in an omnichannel experience, where digital convenience can be seamlessly integrated with physical customer engagement, which is essential in the beauty business where consumers appreciate product testing and personalized advice.
But the competitive advantage which is built in India may not necessarily be enough for success in Germany. It would be a battle against the established European beauty retailers, the sophisticated consumers and a rigorous regulatory landscape. Thus, its sustainable competitive advantage would rely on its ability to transfer its local knowledge and develop its digital and omnichannel capabilities. Germany is a potential market for further geographic diversification of Nykaa and may offer a significant 
[bookmark: _Toc236852090]2. Macro-Environmental Appraisal and Market Attractiveness
[bookmark: _Toc236852091]2.1 German Beauty and Personal Care Market Overview
The beauty and personal care market in Germany is large and well-developed, making it an attractive potential market for Nykaa. It has a significant consumer base, but the level of purchasing power is relatively low, and the demand for skincare, cosmetics, fragrances and personal care, as well as premium beauty categories, is present. As consumers in Germany grow more and more accustomed to online research and shopping for beauty products, Nykaa is able to capitalize on its digital-first and omnichannel retail strategy. However, differentiated market positioning is also possible, as sustainable packaging, products that are produced ethically, natural ingredients, and personalized beauty experiences are gaining increasing interest (Szaban et al., 2025).
Germany is a well-established and competitive market, though, for which the loyalty of consumers is divided between established specialist retailers, international beauty companies, a chain of drugstores, and e-commerce platforms. Nykaa would thus have to overcome challenging hurdles towards building brand awareness and gaining a customer base without incurring high costs. Market entry may become more complex and costly due to compliance with the EU cosmetics regulations, product safety requirements, data protection rules, and environmental standards. 
[bookmark: _Toc236852092]2.2 PESTEL Analysis of Germany
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[bookmark: _Toc236852093]2.2.1 Political Factors
Germany has a relatively stable political and institutional landscape concerning international companies looking to access one of the largest consumer markets in Europe (Sallai et al., 2023). Germany is part of the European Union (EU), which comes with a harmonized regulatory and trade system which can potentially give Nykaa chances beyond the domestic German market. If success is achieved in Germany, this achievement might be a foundation for further expansion into other EU market countries. The political uncertainty related to market access in the country can also be mitigated by the transparency of the institutional setting and by the mechanisms established for regulating business.
Overall, the bilateral relationship between India and Germany is conducive to business cooperation (Agarwal et al., 2023). Economic and strategic linkages have developed between both countries, and wider India-EU trade relations could lead to future opportunities for businesses doing business in both markets. However, Nykaa would continue to be liable to trade policies, customs and regulatory requirements of imported goods from countries outside the EU. 
Germany's position within the EU therefore represents both an opportunity and a challenge. Access to a large integrated regional market increases its strategic attractiveness, but Nykaa cannot approach Germany as an isolated national market. Its activities would be affected by EU-level policies on product safety, digital commerce, sustainability and consumer protection. Hence, the ability to be a good regulator and an entry strategy that meets both institutional needs in Germany and in the EU in general would be a prerequisite for Nykaa.
[bookmark: _Toc236852094]2.2.2 Economic Factors
The German market, however, offers Nykaa significant opportunities, as well as cost pressures. Germany is one of the largest markets in Europe, with a high purchasing power in comparison to other member states (Bryant et al., 2020). These can help to enable spending on beauty, skin care, personal care and luxury items. This opens up multiple avenues for Nykaa to attract customers with low- to high-budget beauty products, premium international brands, and differentiated Indian beauty offerings.
Germany's retail sector is also strategically appealing, both in terms of its scale and maturity. There are advanced channels of physical and digital retail available for consumers, and developed logistics infrastructure exists for product distribution. Nykaa's ability to connect online retail with offline stores might, therefore, be useful to them in entering the German market. A digital-first strategy may initially enable the company to test demand while avoiding the substantial fixed investment associated with developing a large physical store network.
But the attractiveness of Germany's economy does not directly ensure profitability. Labour, commercial property, warehousing and regulatory compliance costs can be much more expensive than those in India experienced by Nykaa. Having physical stores up and running too early could thus entail significant financial investment without any adequate brand recognition (Nanda et al., 2021). This might lead to additional customer acquisition and promotional expenses from existing retailers.
Beauty product discretionary spending can also be impacted by inflation and shifting dynamics of household expenditure, especially in mass-market categories (Shaw, 2024). The fluctuations in exchange rates between the Indian Rupee and the euro could present further uncertainty for products from India. Germany offers robust location advantages in terms of purchasing power and market size, which have to be combined with high operating costs.
[bookmark: _Toc236852095]2.2.3 Social and Cultural Factors
Lifestyle, personal identity, demographic factors and consumer values are significant factors affecting beauty consumption, especially in social and cultural aspects. The German beauty market is well-developed, and the consumers are likely to expect a high level of product quality, transparency and safety (Kivioja, 2024). Therefore, it would be essential for Nykaa to have some knowledge of the local preferences before it can simply replicate the product mix and marketing strategies which have helped it do well in India.
A key opportunity is the increasing consumer awareness of wellness-related products, natural ingredients, responsible sourcing and sustainability (Alam et al., 2025). Nykaa might be able to stand out by offering carefully curated Indian beauty and wellness products, such as those based on Indian ingredients and Ayurveda principles. This differentiation might be an answer to having to compete with other retailers who have similar inventories. But Nykaa has to be careful about defining itself as an ethnic beauty retailer for Indians, as that could limit the customer base.
It might be better to build a larger multi-brand beauty brand and differentiate with some Indian and Ayurvedic products. This would enable Nykaa to cater to the mainstream consumers in Germany, alongside attracting South Asian consumers and customers who are worried about the international beauty trends. Even if a product claimed to have a natural or traditional benefit, it would still have to be communicated carefully and evidence-based with relevant regulatory requirements (Michalke et al., 2022).
Another factor to consider is consumer shopping behaviour. Germany is a well-developed e-commerce market, but the areas of trust, data privacy, reliable delivery, and transparency of product information are still key components of the online customer experience (Beyari, 2021). Nykaa would thus require German-language content, locally relevant customer service, transparent pricing and efficient fulfilment arrangements.
Cultural distance can also affect marketing communication. Advertising approaches successful in India may not generate identical responses in Germany. Nykaa needs to therefore adopt a hybrid approach of using its unique brand identity and localized communication, instead of full standardization or full adaptation. 
[bookmark: _Toc236852096]2.2.4 Technological Factors
Germany's cutting-edge digital economy provides significant opportunities for Nykaa's technology-driven business model. Germany’s future digital economy represents a major opportunity for the technology-based business model of Nykaa. Digital platforms, smartphones and online retail are key areas where the market is ripe for an e-commerce approach to entry. With the rise of e-commerce, Nykaa has gained extensive experience in the field of digital beauty retail, integrating online product discovery, customer reviews, and content, along with personalized recommendations, to assist in the decision-making process (Mishra and Darshi, 2025). 
The introduction of technology may also help Nykaa to tailor the customer journey. Product recommendations, targeted promotions, and customer segmentation (Zulaikha et al., 2025) are potentially possible areas of support that can be provided by data analytics and the use of artificial intelligence. Nykaa could continue to leverage digital beauty content, virtual product experiences, and social media engagement to gain more awareness amongst consumers in Germany before ramping up offline presence.
Technology should not automatically be considered a sustainable competitive advantage. The German market already features e-commerce companies that have a high degree of digitalization and beauty retailers who are already present with advanced digital solutions (Polania Giese et al., 2021). Nykaa would therefore need to demonstrate how its technology creates a customer experience that is meaningfully different from existing alternatives. 
[bookmark: _Toc236852097]2.2.5 Environmental Factors
The entry into the German and EU market may be initially complex and costly for Nykaa to meet environmental needs. Changes in the packaging, labelling or supply-chain arrangement may be required in the development of products primarily for the Indian market. Distributing products from India across long distances may also result in a higher environmental impact related to distribution (Sahu et al., 2022). Nykaa would then have to consider the possibility of implementing a regional sourcing system, local warehousing or partnerships with distribution systems in Europe, to boost environmental and operational efficiency.
However, sustainability should not be viewed exclusively as a compliance cost. It might also be a way to differentiate from the competition (Ahmadi-Gh and Bello-Pintado, 2022). Nykaa may form a well-diversified portfolio focused on sustainability, information transparency, recycled packaging and responsible sourcing. Such efforts might build its brand equity with environmentally conscious consumers. The crucial strategic question was whether environmental claims were genuine or purely promotional. 
[bookmark: _Toc236852098]2.2.6 Legal Factors
One of the most important factors for Nykaa's entry into Germany is legal. The German cosmetics market is subject to the EU regulatory framework, including strict safety regulations, ingredient standards, product manufacture, consumer protection and labelling (Gautam et al., 2022). It may put a significant compliance burden on Nykaa if the company plans to launch its private label or Indian-made beauty products which were created under a different regulatory framework.
The EU cosmetics framework requires products to be placed on the market with strict requirements for safety and also requires an appropriate Responsible Person in the EU (Ferreira et al., 2023). The relevant products also have to meet notification criteria via the Cosmetic Products Notification Portal (CPNP). Because of the specific ingredients, and the ingredients themselves as well as the necessary information and labelling requirements, some products in Nykaa's portfolio cannot be imported from India to Germany without further assessment or adaptation. This may raise the cost of entry and the launch time for some products.
Another key factor for Nykaa's digital-first approach is data protection. The General Data Protection Regulation (GDPR) would impact the way that customer data is collected, stored and processed. Personalization and data-driven customer engagement are also crucial components of digital retail, which Nykaa would have to ensure is compliant with European privacy laws. German and EU consumer protection laws would also impact e-commerce, such as in the areas of product information, pricing and consumer rights. New obligations may arise for products placed on the market through packaging and environmental compliance.
It has been critically analyzed that the legal environment establishes a relatively high entry barrier, but it does offer strategic implications for the decision of the choice of entry mode for Nykaa. Immediate large-scale independent expansion could expose the company to substantial compliance costs and operational risks. A staged process with European regulatory input and possibly with local strategic partners would help minimize the initial uncertainty. 
[bookmark: _Toc236852099]2.3 Industry and Competitive Environment: Porter’s Five Forces
The German beauty and personal care market is highly competitive, creating both opportunities and challenges for Nykaa. There is a high degree of competitive rivalry because other well-established drug stores like dm, Rossmann, other specialist beauty stores like Douglas, international cosmetic brands and an increasing e-commerce business are part of the market. The strong brand awareness, distribution channels and loyal customer base are an advantage to these competitors. Hence, the differentiation in the digital capabilities and personalized customer experience along with unique product offerings would be a must for Nykaa.
[image: Porter's Five Forces Analysis: Assessing The Competitive Environment -  Planium Pro]
The buyers have strong bargaining power, as they have many possibilities for purchasing online and offline with a comparatively low switching cost (Werth et al., 2020). Consumer power is further enhanced by the transparency in prices and ease of comparison with products, which puts an onus on Nykaa to offer competitive pricing, timely deliveries and added value.
The bargaining power of suppliers is moderate to high, especially for globally recognized beauty brands that can sell their products via several established retailers (Heimeshoff and Klein, 2024). Nykaa, however, can limit its suppliers' dependence by introducing its own products and selected Indian, natural or Ayurveda-inspired beauty ranges.
There is a moderate threat of new entrants. Despite the short-term investment required for e-commerce, which is not as high as that for brick-and-mortar stores, there are significant entry barriers, including stringent EU cosmetics regulations, the need for high customer acquisition costs, logistics, and establishing consumer confidence (Wyman et al., 2021).
The threat of substitutes is high, because consumers have many ways to buy beauty products: in pharmacies, supermarkets, department stores, direct-to-consumer brands, specialist stores and online marketplaces (Shingaliyeva, 2026).
Germany presents a potential market opportunity but is a difficult market for Nykaa to penetrate structurally. Successful entry would depend on achieving meaningful differentiation rather than competing directly with established retailers. As Nykaa has digital and omnichannel knowledge, the merging of a unique product portfolio with their expertise could help strengthen the competitive position if it is done correctly and is adapted to the local market and developed slowly.
[bookmark: _Toc236852100]2.4 Dunning's Eclectic Paradigm (OLI Framework)
Dunning's Eclectic Paradigm provides a useful framework for assessing whether Nykaa's proposed expansion into Germany is strategically and commercially justified (Sen et al., 2024). The framework takes the Ownership, Location, and Internalization (OLI) advantages into account, each of which has an impact on a firm's internationalization decision.
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[bookmark: _Toc236852101]2.4.1 Ownership Advantages (O)
Nykaa possesses several ownership-specific advantages that could support its entry into Germany. It is particularly knowledgeable in the beauty and personal care industry, has a proven track record of doing business online and through multi-channel retail, and has experience in customer engagement through technology. The capability of integrating the features of online product discovery, beauty content, personalized recommendations, and physical retail, which is what Nykaa does, could be a potentially transferable capability (Mishra and Darshi, 2025). The availability of beauty, wellness and Ayurveda products that are unique to India may give it a competitive edge in Germany. But these benefits warrant careful analysis as advanced digital platforms, distribution chains and consumer recognition exist in Germany and Europe. 
[bookmark: _Toc236852102]2.4.2 Location Advantages (L)
Germany boasts several location advantages, including its sizeable consumer economy, relatively high purchasing power, established e-commerce environment, and advanced logistics system (Goryacha, 2025). Its EU membership may help create the opportunity for expanding into neighbouring European markets in the long-term. As consumers become more interested in sustainable, natural and differentiated beauty products, this may provide additional opportunities for Nykaa. Competition, high labour and operating costs, as well as EU rules and regulations on cosmetics, data protection, consumer rights and environmental sustainability are challenges in Germany. 
[bookmark: _Toc236852103]2.4.3 Internalization Advantages (I)
By having direct control over crucial operations, Nykaa can safeguard its brand name, digital prowess, customer information, and service quality. However, complete internalisation may require a significant amount of investment and a certain degree of risk for the company regarding regulation and the market. The other alternative would be to collaborate with a local strategic partner or distributor, which can offer local insights into German regulations, logistics, suppliers and consumer behaviour, but may make Nykaa less in control of its customer experience.
The OLI analysis has been critically analysed for Germany, as it shows the country to be a potentially lucrative but difficult market for Nykaa. PESTEL findings show that market opportunities are strong, especially in the economic and technological sectors, but the regulatory and cost sectors are strong. Five forces analysis indicates a high level of competition and high buyer power. Hence, the entry into Germany seems to be strategically feasible, but a gradual and targeted pathway would be more apt in terms of market opportunity, operational control and investment risk.
[bookmark: _Toc236852104]3. Entry Mode Strategy and Strategic Synthesis
[bookmark: _Toc236852105]3.1 Historical International Entry Modes
Though Nykaa is doing well in the Indian beauty and personal care market, its growth internationally has been somewhat conservative. The company has opted for a more strategic approach to internationalisation, preferring to build its domestic omnichannel infrastructure first and then expand it overseas. A major instance is its expansion into the Gulf Cooperation Council (GCC) region by making a strategic alliance with the Apparel Group. This strategy allowed Nykaa to leverage its beauty retail expertise and brand capabilities and bring its knowledge to its local partner, who already had the know-how, the knowledge of the local consumer and the retail infrastructure in place.
This historical approach is based on the benefits of entering into new and unknown foreign markets with lower risk. The benefits of strategic partnerships include the ability to access local distribution channels, regulatory expertise, and market-specific strengths, with a reduced financial risk compared to independent expansion (Hoor-Murati, 2026). This is especially true in the beauty business, where varying consumer tastes, regulations, and competitive models render it challenging to copy a business model used in one country in another.
There are also potential limitations, however, to partnership-based expansion. The operational control, customer experience and market development capabilities of Nykaa might be slightly less than if it had been operated as a wholly owned entity. Relying on a partner can also limit the company's capability to develop local capabilities and keep full control over customer data.
[bookmark: _Toc236852106]3.2 Evaluation of Alternative Entry Modes for Germany
Nykaa could consider several alternative entry modes for Germany, including cross-border e-commerce, a strategic partnership or joint venture, and a wholly owned subsidiary. Each option has other implications when it comes to investment, risk, control, flexibility, and long-term growth.
Cross-border e-commerce represents the lowest-commitment option. By leveraging digital channels, Nykaa can launch select products in Germany without having to open up a large number of stores right away. This would enable the company to gauge the market demand, get feedback on consumer preferences, and assess the performance of various product categories. It will also come as a fit with Nykaa's existing digital skills and lower the upfront investment. But there are limitations to cross-border e-commerce. International delivery times, logistics expenses, returns management and regulatory compliance may impact the customer experience (Giuffrida et al., 2021). 
An alternative, more balanced option is a strategic partnership or joint venture (He et al., 2020). Nykaa can partner up with a German or European entity with knowledge of local retail, logistics, regulatory compliance and consumer behaviour. This would defuse the burden of being foreign and help gain insight into local markets. Such an expansion would also mirror Nykaa's previous expansion plans and be the same in the GCC region. A partner can support with EU cosmetics regulations, local fulfilment and market-specific promotional strategies. But partnerships can lead to conflicts over priorities and require sharing profits and decision-making power. Nykaa would, thus, have to choose a partner that has the capability to work in tandem with them and has proper governance structures in place.
The third alternative is establishing a wholly owned subsidiary (Dow et al., 2020). This will give Nykaa the most control over its brand, technology, customer data, marketing and long-term strategy. It may help to grow a fully-integrated omnichannel configuration on both digital commerce and physical outlets. However, this represents the highest-risk and highest-investment option. Existing experience is limited, and it would be very risky for Nykaa to enter into the German market with the regulatory, cultural and competitive uncertainties. Establishing independent operations would also involve substantial expenditure on employees, logistics, compliance and customer acquisition. 
[bookmark: _Toc236852107]3.3 Recommended Market Entry Strategy
Nykaa's market entry in Germany is recommended to follow a phased approach with a strategic local partnership as the initial market entry phase, as can be seen from the aforementioned PESTEL and OLI analysis. This will strike the right balance between the company's access to the market and its local expertise, and its need to manage financial and operational risk.
During the initial stage, Nykaa is required to create a digital market presence through a partnership with a logistics and regulatory partner from Germany or Europe. The company should not present a full product line, but rather a more limited selection, which will meet all EU cosmetics legislation and will be clearly differentiated from existing offerings, which will be offered first. This may include selected Indian beauty, wellness and Ayurveda-inspired products and, where distribution rights allow for it, relevant international brands. Digital entry would let Nykaa experiment with consumer demand and gain valuable data that would provide insight into that market without the constraints of a large physical store footprint.
For the second phase, the focus needs to be on building the brand and localisation. Nykaa must take customer data and market feedback to make appropriate adjustments in its product mix, pricing and promotional mix. It would be key to have German-language digital content as well as customer service that is both local and transparent, and sustainability communication. Temporary pop-up stores or even selecting to have physical stores in collaboration might also provide consumers a chance to sample products, while exploring the possibility of physical expansion.
Nykaa can then move towards further internalisation if the first two phases prove to be sustainable demand, customer retention and commercially viable unit economics. This could involve establishing a wholly owned German subsidiary and developing selected permanent physical stores in strategically attractive urban locations. This slow rollout would allow Nykaa to gain more control as it gains more local knowledge.
This recommendation is in line with the OLI analysis. Initially, Nykaa can leverage its Internet benefits using its superior ownership position in beauty retailing, and also the location benefits it has in Germany. Regulatory and market-knowledge issues could be overcome through local collaboration; and progressive internalisation safeguard the customer relationship and strategic assets after the market opportunity has been proven. Thus, a phased entry is more balanced between control, flexibility and risk than is an early mass entry by foreign direct investment.
[bookmark: _Toc236852108]3.4 Conclusion and Strategic Recommendations
Germany represents an attractive but highly challenging international expansion opportunity for Nykaa. The country's large consumer market, strong purchasing power, developed e-commerce infrastructure and strategic position within the European Union provide significant growth potential. However, intense competitive rivalry, high operating costs, sophisticated consumer expectations and strict EU regulatory requirements create substantial barriers to successful entry.
Germany is an attractive but challenging international expansion opportunity for Nykaa. There is tremendous potential due to the huge consumer market, high purchasing power, developed e-commerce infrastructure and the strategic location of the country in the European Union. But strong competition, high operating costs, advanced consumer demands and EU regulation are significant hurdles to a successful entry.
Nykaa possesses relevant ownership advantages, particularly its beauty-sector expertise, digital capabilities, omnichannel experience and potential access to differentiated Indian beauty products. However, these assets are not enough to warrant immediate extensive independent growth. Hence, a gradual entry strategy with a strategic local partnership, digital market entry and local regulatory, logistics and consumer knowledge is recommended for Nykaa. Further physical growth should be based upon measurable demand and profitability. Regulatory compliance, effective localisation, differentiated positioning and tailored customer experience according to German expectations are prerequisites for success in the end.
[bookmark: _Toc236852109]4. Reflective Account Using Gibbs’ Reflective Cycle
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[bookmark: _Toc236852110]4.1 Description
Finishing this assessment was a chance to enhance my International Business Strategy knowledge and grasp the challenges of entering foreign markets. An initial focus early on in the assessment was on identifying a suitable multinational organisation and target country for the theories explored on the module to have meaningful application. Following a series of company-country pairings, I chose Nykaa and Germany due to the combination being interesting, as it would allow me to explore the international expansion of a digitally-first beauty brand into a high and competitive market.
For this research process, I collected data on the business model of Nykaa, its international activities and competitive power, as well as data about the beauty and personal care market and Germany's business climate. I then used relevant theories, namely Bartlett and Ghoshal's international strategy framework, PESTEL analysis, Porter's Five Forces, and Dunning's Eclectic paradigm. Lastly, I analysed other modes of market entry to come up with a recommendation based on evidence. 
[bookmark: _Toc236852111]4.2 Feelings
At the beginning of the research process, I initially felt confident that selecting an attractive international market would be relatively straightforward. I had initially thought that Germany's large economy and developed beauty industry, along with high purchasing power, would make it an obvious choice for Nykaa. However, as my research progressed, I became increasingly aware that market size alone cannot determine whether international expansion will be successful.
I had more trouble than I thought trying to find companies and countries for the project, as I wanted to find the one that had an international profile that was suitable for the project, and also wanted to find the one that was a genuinely new market opportunity. I was also worried about the information being available and reliable, especially when information from different sources conflicted on market estimates and/or interpretations. As I continued to move forward, I was beginning to understand how to critically assess information instead of taking it on its own merits. 
[bookmark: _Toc236852112]4.3 Evaluation
One of the strongest aspects of my approach was using different types of evidence rather than relying entirely on a single source. Company information proved helpful to understand Nykaa's strategy and operations, and Industry information and Institutional information helped to get a broad understanding of Germany. This allowed me to understand that information from the corporate source is factual but may include information in a positive light. Hence, it was necessary to compare the various sources and create a balanced evaluation.
The use of PESTEL was a great benefit as it allowed me to consider Germany from several angles. The economic and technological situation was initially very favourable, but legal and competitive aspects were found to be significant constraints. Likewise, Porter's Five Forces showed that a big market does not necessarily provide an attractive structure when rivalry and buyer power are strong. In some instances, though, my research was descriptive, which I found was not always my best approach. 
[bookmark: _Toc236852113]4.4 Analysis
The key takeaways from this assessment were the realization that multiple theoretical and practical perspectives are needed to make decisions on entering into an international market. Previously, I used to think that frameworks like PESTEL, Porter's Five Forces and OLI were different analyses. Through this assessment, I gained a better understanding of how they can complement each other.
For instance, the economic power, technological advances and institutional stability in Germany were seen as opportunities and regulatory and environmental issues were recognised as challenges within the PESTEL analysis. Porter's five forces were then used to check the competitiveness of the macro environment because of its favourable conditions. I discovered that Germany was a very attractive consumer market and, at the same time, a competitive market for Germany. 
The OLI framework of Dunning further enriched my thought by making me consider the interaction of the internal capabilities and external environments of Nykaa in Germany. The first thing I thought of was that Nykaa's digital and omnichannel prowess could prove to be competitive strengths. But after deeper analysis, I realised that an advantage in the Indian market may not necessarily be an advantage in other countries. Advanced digital skills and high local brand awareness are also present among established German and European players.
[bookmark: _Toc236852114]4.5 Conclusion
Overall, completing this assessment strengthened my research, analytical and decision-making skills. The most significant development in my learning was moving from descriptive research towards critical evaluation and synthesis. I learned that effective international business analysis requires more than identifying favourable market characteristics; it requires assessing whether a company's specific resources and capabilities are suitable for that environment and whether the potential benefits justify the associated risks.
I also gained a deeper understanding of the importance of evaluating the reliability of sources and the need to examine information from different perspectives. The research process showed that at times evidence is incomplete or conflicting and one has to make an informed judgment rather than blindly accept the evidence. I gained a better understanding of the ability to combine different theories on international business in order to tackle real-life strategic issues. 
[bookmark: _Toc236852115]4.6 Action Plan
Future academic and professional projects will follow a more systematic and critical research approach. First, I will clearly depict the questions that the research must address, which will be the key questions, before collecting information. This should keep unnecessary data from being collected that is not directly relevant to the analysis. I will also establish a system for evaluating sources that includes giving preference to academic studies, official government/regulatory materials, company reports, and credible industry materials. If there are any discrepancies in details from the information I have, I will examine the method and context of the evidence presented before concluding. This will increase the validity of my arguments.
When applying theoretical frameworks in future, I will focus more strongly on integration rather than treating each model independently. I will conduct macro-environmental analysis to identify external conditions, industry analysis to identify competitive pressures and organisational analysis to assess the suitability of organisational capabilities to the opportunity identified.
Top of Form
Bottom of Form
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