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CHAPTER 1 INTRODUCTION.

1.1 NIO Inc. Background.

Historically, NIO Inc. is a leading Chinese electric vehicle (EV) manufacturer founded in 2014 by William Li and headquartered in Shanghai, China. This technological company is specialising in the design, development, and sale of premium smart electric vehicles, alongside advanced with battery-swapping systems, autonomous driving solutions, and digital mobility services. Since its establishment, NIO Inc. has expanded beyond China into several international markets, including Norway, Germany, the Netherlands, Denmark, Sweden, and the United Kingdom. The company has also developed additional brands, including Onvo and Firefly, to target broader customer segments and support long-term growth (NIO Inc., 2025). Through continuous investment in innovation and customer experience, NIO has emerged as one of China’s most recognised EV manufacturers and a significant competitor to established global automotive firms.

1.2 Strategic Categorisation Analysis.

Bartlett and Ghoshal’s (1989) framework identifies four international strategies: international, multinational, global, and transnational. NIO’s current strategic orientation is most closely aligned with a transnational strategy. (Mayasari and Abdullah, 2026).
The company seeks to achieve global efficiency through the centralisation of research and development activities in China while simultaneously adapting products and services to meet local market requirements in overseas markets. For example, NIO has modified its service offerings, charging infrastructure partnerships, and customer engagement models in European countries while maintaining a consistent global brand identity.
The transnational approach enables NIO to leverage technological capabilities developed in China while responding to varying consumer preferences and regulatory requirements across international markets. According to Bartlett and Ghoshal (1989), firms adopting a transnational strategy aim to balance global integration with local responsiveness. This strategic model appears particularly relevant to NIO, given the rapidly changing nature of the global EV industry and the differing market conditions across regions.

1.3  Global Configuration Analysis.

NIO’s global configuration is centred on a strong domestic base in China supported by a growing international footprint. The company’s core research, development, and innovation activities remain concentrated in the home country China, where it benefits from economies of scale, government support for EV development, and access to a sophisticated supply chain. However, NIO has progressively expanded into host countries in Europe through sales operations, battery-swapping infrastructure, and customer service centres (Hou, 2024).
This configuration contributes to competitive advantage by allowing NIO to exploit ownership-specific assets such as battery-swapping technology, intelligent driving systems, and digital ecosystems while benefiting from international market opportunities. Grant (2022) argues that firms achieve sustainable competitive advantage when they effectively combine valuable resources with strategic market positioning. NIO’s international operations support value creation by diversifying revenue streams, increasing brand recognition, and facilitating knowledge transfer across markets.

1.4 Justification of Product and Market Entry.

The selection of NIO’s premium electric vehicles as the focal product is justified by the increasing global demand for sustainable mobility solutions and advanced vehicle technologies. Nowadays, Electric vehicles represent one of the fastest-growing segments of the automotive industry, particularly in developed markets seeking to reduce carbon emissions and promote clean transportation (International Energy Agency, 2024).
The United States of America (the host country) is selected as the target market because it represents on itself one of the world's largest EV markets and offers significant growth potential. Despite increasing competition, strong consumer demand for electric vehicles, expanding charging infrastructure, and government support for clean energy initiatives make the market attractive for future expansion. Consequently, analysing NIO’s potential entry into the United States provides an opportunity to evaluate the strategic challenges and opportunities associated with international expansion in a highly competitive environment. (Mayasari and Abdullah, 2026).






















CHAPTER 2 ANALYSE OF MARKET ENTRY OF NIO INC INTO USA.                                                            

2.1 PESTEL Analysis.

The United States presents both opportunities and challenges for NIO’s potential market entry. Politically, ongoing trade tensions between China and the United States have increased regulatory scrutiny of Chinese firms and imposed tariffs on Chinese electric vehicles, creating barriers to entry and increasing operational risks (Johnson et al., 2020). Economically, however, the U.S. remains an attractive destination due to its large automotive market, high consumer purchasing power, and growing demand for electric vehicles. (The International Energy Agency, 2024) identifies the United States as one of the fastest-growing EV markets globally.
Socially, increasing consumer interest in sustainability, innovation, and premium mobility solutions aligns with NIO’s brand positioning. Its battery-swapping technology and smart vehicle ecosystem may particularly appeal to technology-oriented consumers (Hou, 2024). Technologically, the United States benefits from advanced digital infrastructure and expanding EV charging networks, supporting NIO’s innovative offerings. Environmental policies promoting decarbonisation further enhance market attractiveness. Nevertheless, compliance with U.S. safety, regulatory, and data governance requirements will be essential for successful market entry and long-term competitiveness.

2.2 Discussion of the Macro-Environment.

The macro-environment of the United States presents a combination of significant opportunities and substantial challenges for NIO's international expansion. From a market attractiveness perspective, the country offers one of the largest and most sophisticated electric vehicle markets globally. Strong consumer demand, favourable demographic trends, and increasing environmental awareness create conditions that support long-term growth within the EV industry (Keegan and Green, 2023).
However, the political and regulatory environment represents a critical risk factor. Unlike NIO's existing European markets, the United States presents additional challenges arising from geopolitical tensions and industrial policies favouring domestic manufacturers. These conditions may limit NIO's ability to compete solely through direct exports and could necessitate local partnerships or future manufacturing investments.
The economic environment remains highly attractive due to the size of the automotive sector and the purchasing power of American consumers. At the same time, intense competition from established EV manufacturers such as Tesla and traditional automotive firms entering the EV segment increases competitive pressure. Consequently, NIO must rely on its technological differentiation, particularly its battery-swapping infrastructure, intelligent driving systems, and premium customer experience, to establish a sustainable competitive advantage (Grant, 2022).
Overall, the U.S. macro-environment can be viewed as attractive but challenging. While strong market demand, technological readiness, and environmental trends support entry, political uncertainty and regulatory complexity increase the risks associated with expansion. Therefore, NIO's success will depend on its ability to adapt its strategy to local conditions while leveraging its unique technological and organisational capabilities.












CHAPTER 3 A COMPARATIVE ANALYSIS OF STP AND INTERNATIONAL MARKETING MIX (4PS) STRATEGIES IN BOTH COUNTRIES.

3.1 A Comparative Analysis of both Home and Host STP (Segmentation, Targeting, and Positioning).

NIO adopts a differentiated STP strategy in both its home market (China) and its prospective host market (United States), reflecting variations in consumer behaviour, culture, and economic conditions. In China, NIO segments the market primarily based on income, lifestyle, and technological orientation. The company targets affluent urban consumers who value innovation, sustainability, and smart mobility solutions. This segment is particularly attractive due to China's growing middle and upper classes and strong government support for electric vehicles (NIO Inc., 2026).
In the United States, NIO would similarly target environmentally conscious and technology-oriented consumers; however, segmentation would place greater emphasis on premium EV users seeking performance, reliability, and advanced vehicle technologies. Higher purchasing power and a mature automotive market create opportunities within the premium EV segment, although competition is significantly stronger.
Regarding positioning, NIO is positioned in China as a premium smart electric vehicle brand offering a superior customer experience through battery-swapping technology, intelligent driving systems, and an exclusive user community. In the United States, the company would need to position itself as an innovative and technologically differentiated alternative to established EV brands, particularly Tesla. This positioning should emphasise sustainability, technological leadership, and customer value while building trust among consumers unfamiliar with Chinese automotive brands. Overall, NIO's STP strategy demonstrates global consistency while adapting to local market characteristics and consumer expectations (Kotler, Keller and Chernev, 2022; Keegan and Green, 2023).

3.2 A Comparative Analysis of both Home and Host Marketing Mix (7Ps).

The effectiveness of NIO's international expansion depends not only on its entry mode but also on its ability to adapt its marketing mix to differing cultural and economic conditions between China and the United States. (Udeogu, 2026). While both countries represent major EV markets, consumer preferences, purchasing behaviour, and competitive dynamics differ significantly.

3.2.1 Product.

In China, NIO positions its vehicles as premium smart EVs that integrate advanced technologies, battery-swapping services, autonomous driving features, and digital connectivity. Chinese consumers are generally receptive to technological innovation and digital ecosystems, which supports NIO's emphasis on intelligent mobility solutions (Hou, 2024). In contrast, U.S. consumers place greater emphasis on vehicle performance, reliability, safety, and brand reputation. Consequently, while NIO's technological capabilities provide a competitive advantage in both markets, product adaptation may be required to meet U.S. regulatory standards and consumer expectations. The company's battery-swapping technology could also serve as a distinctive feature that differentiates NIO from established competitors such as Tesla.

3.2.2 Price.

NIO adopts a premium pricing strategy in China, targeting affluent consumers who value innovation and advanced technology. China's growing middle- and upper-income segments have supported demand for premium EVs despite increasing market competition. In the United States, consumers generally possess higher purchasing power but also face a wider range of EV alternatives across different price categories. As a result, NIO's premium pricing strategy remains viable; however, pricing flexibility through financing options and battery subscription services may be necessary to attract new customers and overcome brand unfamiliarity (Kotler, Keller and Chernev, 2022).

3.2.3 Place.

In China, NIO distributes its products through a direct-to-consumer model supported by NIO Houses, NIO Spaces, service centres, and an extensive battery-swapping network. This strategy reflects Chinese consumers' strong adoption of digital platforms and integrated customer experiences. In the United States, the direct-sales approach aligns with emerging EV industry practices but faces stronger competition and greater geographic complexity. Therefore, NIO may need to supplement direct sales with strategic partnerships and infrastructure collaborations to improve accessibility and customer convenience (Keegan and Green, 2023).

3.2.4 Promotion.

Promotional activities in China focus heavily on innovation, community engagement, lifestyle branding, and digital communication. NIO has successfully cultivated a strong user community that enhances customer loyalty and brand advocacy. In the United States, promotional efforts should place greater emphasis on building brand trust, product reliability, environmental sustainability, and technological differentiation. Cultural differences suggest that American consumers may require stronger evidence of quality and long-term value before adopting a relatively unfamiliar Chinese automotive brand. Therefore, communication strategies should focus on transparency, customer experience, and technological leadership.
Overall, NIO's marketing mix demonstrates strong alignment with the Chinese market but will require selective adaptation to address the cultural, economic, and competitive characteristics of the United States.
3.2.5 People.

Beyond the traditional 4Ps, NIO's international marketing effectiveness can also be evaluated through the additional service marketing elements of People, Process, and Physical Evidence. In China, NIO places strong emphasis on customer relationship management through highly trained staff operating within NIO Houses and service centres. These employees play a critical role in creating a premium customer experience and fostering brand loyalty. In the United States, personnel would need additional training to address cultural differences, consumer expectations, and regulatory requirements (Cateora, Gilly and Graham, 2021).
3.2.6 Process.
Regarding Process, NIO has developed an integrated service model incorporating digital purchasing platforms, battery-swapping services, after-sales support, and customer communities. While this process has been highly successful in China, adaptation may be required in the United States to align with local consumer preferences and infrastructure conditions.
3.2.7 Physical.
Physical Evidence is represented by NIO Houses, showrooms, service centres, and battery-swapping stations. In China, these facilities reinforce the brand's premium image and technological leadership. In the United States, similar investments would help establish credibility, increase brand visibility, and demonstrate NIO's long-term commitment to the market. Effective management of these three elements can strengthen customer trust and enhance competitive advantage in both countries (Doole, Lowe and Kenyon, 2022).

3.3 NIO Marketing Mix (7Ps) Recommendations.

To maximise the likelihood of successful international expansion, NIO should implement a marketing mix strategy that balances global consistency with local responsiveness across both China and the United States.

3.3.1 Product Recommendations.

NIO should maintain a globally consistent focus on innovation, battery-swapping technology, and intelligent vehicle systems while adapting product features to local market requirements. In China, continued investment in digital connectivity and smart mobility services will reinforce competitive advantage. In the United States, greater emphasis should be placed on vehicle safety, reliability, driving performance, and compliance with regulatory standards. Localisation of software platforms and customer support services would further strengthen market acceptance.

3.3.2 Price Recommendations.
A differentiated pricing strategy should be adopted across both markets. In China, NIO can continue leveraging its premium positioning among technology-oriented consumers. In the United States, premium pricing should be maintained to preserve brand value, but supported by flexible financing arrangements, leasing options, and battery subscription programmes. Such initiatives would reduce purchase barriers and improve competitiveness against established EV manufacturers.

3.3.3 Place Recommendations.

NIO should continue expanding its integrated direct-to-consumer distribution model within China, supported by further development of battery-swapping infrastructure. For the United States, a phased distribution strategy is recommended. Initially, flagship stores and service centres should be established in high-EV-adoption states such as California and Texas. Strategic alliances with local charging and mobility providers would accelerate market penetration while reducing infrastructure investment risks. Over the long term, local assembly or manufacturing facilities should be considered to improve supply-chain resilience and reduce exposure to trade barriers.

3.3.4 Promotion Recommendations.

Promotional strategies should reflect cultural differences between the two markets. In China, NIO should continue emphasising technological innovation, digital lifestyle integration, and community engagement. In the United States, promotional activities should focus on building brand credibility, demonstrating product quality, and communicating environmental benefits. Partnerships with industry influencers, sustainability organisations, and technology communities can strengthen brand awareness and consumer trust. Additionally, experiential marketing initiatives such as test-drive events and battery-swapping demonstrations should be used to showcase NIO's unique technological advantages.
By combining global technological strengths with locally responsive marketing strategies, NIO can strengthen its competitive position in both its domestic market and its prospective U.S. market. This balanced approach reflects the principles of transnational strategy, enabling the company to achieve global efficiency while responding effectively to local cultural and economic conditions.

3.3.5 People Recommendations.

NIO should continue investing in employee training and customer relationship management across both China and the United States. In China, staff should maintain the high service standards that support the company's premium positioning and customer community model. In the United States, NIO should recruit local talent with expertise in automotive retailing, customer service, and regulatory compliance. Cross-cultural training programmes would help ensure consistent service quality while adapting to local consumer expectations. Developing a customer-centric workforce can strengthen brand loyalty and improve customer satisfaction (Cateora, Gilly and Graham, 2021).

3.3.6 Process Recommendations.

NIO should standardise its core service processes globally while allowing sufficient flexibility to accommodate local market conditions. In China, the company should continue enhancing its digital purchasing platforms, battery-swapping services, and integrated customer support systems. For the United States, NIO should adapt these processes to local infrastructure, legal requirements, and consumer purchasing behaviour. Strategic partnerships with charging-network providers and mobility service firms could improve operational efficiency and customer convenience. Continuous process innovation will help NIO maintain service excellence and operational competitiveness (Czinkota and Ronkainen, 2022).

3.3.7 Physical Evidence Recommendations.

NIO should further develop its physical brand presence in both markets. In China, expanding NIO Houses and battery-swapping stations will reinforce customer engagement and support growing demand. In the United States, flagship NIO Houses, showrooms, service centres, and battery-swapping facilities should be established in key EV markets to demonstrate the company's long-term commitment. These facilities should communicate innovation, quality, and sustainability while providing customers with direct experience of NIO's technological capabilities. Strong physical evidence will enhance brand credibility and support market acceptance in both countries (Doole, Lowe and Kenyon, 2022).







CHAPTER 4 ENTRY MODE STRATEGY AND STRATEGIC SYNTHESIS.

4.1 Overview of the NIO Entry Modes.

NIO’s international expansion has followed a gradual market development strategy combining direct market entry with strategic partnerships. Unlike many traditional automotive manufacturers that initially rely on extensive foreign direct investment (FDI), NIO has primarily exported vehicles from China while establishing wholly owned sales and service operations in selected overseas markets. This approach has enabled the company to maintain control over its brand, customer experience, and technological ecosystem while limiting financial and operational risks (NIO Inc., 2025).
The company’s first major international expansion was into Norway in 2021, followed by Germany, the Netherlands, Denmark, Sweden, and the United Kingdom. NIO adopted a direct-to-consumer model supported by NIO Houses, NIO Spaces, service centres, and battery-swapping infrastructure. This strategy differs from conventional dealership systems by creating closer customer relationships and ensuring a consistent brand experience across markets (Hou, 2024).
NIO has also developed partnerships with infrastructure and technology providers to support charging services, battery solutions, and after-sales operations. In addition, manufacturing collaborations with JAC Motors have allowed the company to focus on innovation, software development, and customer experience rather than investing heavily in production facilities (NIO Inc., 2025).
For potential entry into the United States, NIO may consider exporting, strategic alliances, joint ventures, or FDI. Each mode offers different levels of control, flexibility, and resource commitment, requiring careful assessment within the highly competitive U.S. EV market.

4.2 Evaluation of the NIO Entry Modes Strategy.                                                      

NIO’s historical entry mode strategy offers several advantages. The direct-to-consumer approach provides significant control over branding, pricing, customer relationships, and service quality. According to Dunning (2000), firms with strong ownership advantages often benefit from retaining greater control over international operations. NIO’s battery-swapping technology, digital ecosystem, and intelligent driving capabilities represent key ownership-specific assets that support this approach.
Furthermore, NIO’s gradual expansion strategy reduces risk by allowing market learning before substantial investments are made. This aligns with the incremental internationalisation perspective, whereby firms progressively increase international involvement as knowledge and experience develop (Johnson et al., 2020).
However, applying the same strategy to the United States may be challenging. Political tensions between China and the United States, trade restrictions, and tariffs on Chinese EVs could reduce the effectiveness of a pure export strategy. Moreover, NIO would face strong competition from established manufacturers such as Tesla, Ford, and General Motors.
Consequently, a strategic alliance or joint venture may be a more appropriate entry mode. Such arrangements could improve regulatory acceptance, reduce political risks, facilitate access to local expertise, and support infrastructure development. Over time, a phased FDI strategy could strengthen competitiveness through local production and reduced exposure to trade barriers (Dunning, 2000; Grant, 2022). Therefore, a combination of strategic partnerships and gradual localisation appears the most suitable approach for NIO’s U.S. expansion.

4.3 NIO Marketing Mix (4Ps) Analysis.

The marketing mix provides a framework for assessing how NIO can compete effectively within the U.S. electric vehicle market. Success will depend on adapting product, price, place, and promotion strategies to local consumer preferences and market conditions.

4.3.1 Product.

NIO’s product strategy focuses on premium electric vehicles supported by battery-swapping technology, intelligent driving systems, and digital connectivity. These innovations differentiate the company from competitors and appeal to technology-oriented consumers. Hou (2024) highlights that NIO’s integration of advanced technologies provides a significant competitive advantage. In the United States, these features could attract consumers seeking innovative alternatives to established EV brands.

4.3.2 Price.

NIO follows a premium pricing strategy that reflects its technological sophistication and customer experience. Premium pricing reinforces brand positioning and perceived quality but requires strong value delivery. While this strategy is suitable for affluent EV consumers, NIO must remain competitive against both premium and mainstream manufacturers in the U.S. market (Kotler, Keller and Chernev, 2022).

4.3.3 Place.

NIO distributes its products primarily through a direct-to-consumer model using NIO Houses, NIO Spaces, online platforms, and service centres. This approach strengthens customer engagement and brand control. In the United States, strategic partnerships could further support infrastructure development and after-sales service capabilities (Keegan and Green, 2023).

4.3.4 Promotion.

NIO’s promotional strategy emphasises innovation, sustainability, technology leadership, and customer engagement. Through digital marketing, experiential events, and community-building initiatives, the company seeks to build customer loyalty and brand awareness. Such activities align with increasing consumer interest in sustainable mobility and advanced vehicle technologies (Czinkota and Ronkainen, 2022).
Overall, NIO’s marketing mix is well suited to the premium EV segment, although successful entry into the United States will require adaptation to local competitive, cultural, and regulatory conditions.






















CHAPTER 5 IMPLIMENTATING RECOMMENDATIONS.

5.1 Market Entry Modes Recommendations.

Based on the analysis of the United State macro-environment and NIO's international expansion history, a phased market entry strategy is recommended. Rather than relying solely on direct exporting from China, NIO should initially adopt a strategic alliance approach with established U.S. partners in areas such as charging infrastructure, battery technology, and automotive distribution. This would enable the company to gain market knowledge, improve regulatory compliance, and reduce political and operational risks associated with entering a highly competitive market.
Following the establishment of strategic partnerships and the achievement of market acceptance, NIO should gradually transition towards foreign direct investment (FDI) through local assembly or manufacturing operations. This approach would reduce exposure to tariffs and trade restrictions while strengthening relationships with stakeholders and consumers. The phased strategy provides a balance between control, flexibility, and resource commitment, allowing NIO to adapt its operations as market conditions evolve. Such an approach is consistent with Dunning’s (2000) OLI framework, which emphasises the importance of exploiting ownership advantages while leveraging location-specific benefits within the host market.

5.2 Strategic Market Entry Recommendations

To support successful entry into the United States, NIO should focus on building a strong competitive position based on technological differentiation and customer value. The company should emphasise its unique battery-swapping technology, intelligent driving capabilities, and premium customer experience as key sources of competitive advantage. These innovations can help distinguish NIO from established competitors such as Tesla and traditional automotive manufacturers.
Furthermore, NIO should invest in brand-building activities designed to increase consumer awareness and trust in the U.S. market. Marketing communications should emphasise innovation, sustainability, reliability, and long-term customer benefits while addressing potential concerns regarding Chinese automotive brands. Strategic partnerships with local infrastructure providers and technology firms should also be pursued to support the development of charging and battery-swapping networks.
In addition, NIO should establish local research and development collaborations to better understand U.S. consumer preferences, regulatory requirements, and technological trends. A gradual localisation strategy involving domestic sourcing, employment creation, and community engagement would further enhance stakeholder acceptance and reduce political resistance. By combining strategic partnerships, phased investment, and technological differentiation, NIO can improve its prospects for achieving sustainable growth and long-term competitiveness in the United States market.

5.3 NIO Marketing Mix (4Ps) Recommendations.

To support successful market entry into the United States, NIO should adapt its marketing mix to strengthen its competitive position while addressing local market conditions.

5.3.1 Product Recommendations.

NIO should continue emphasising its battery-swapping technology, intelligent driving systems, and digital ecosystem as key differentiators. Additional localisation of vehicle features, software applications, and customer support services should be undertaken to satisfy U.S. consumer expectations and regulatory requirements. Continuous investment in research and development will also be necessary to maintain technological leadership.

5.3.2 Price Recommendations.

A value-based pricing strategy is recommended to balance premium positioning with market competitiveness. While NIO should maintain its premium image, introductory pricing incentives, battery subscription programmes, and flexible financing options could encourage customer adoption and reduce perceived purchase risks. Such measures may help the company compete more effectively against established EV manufacturers.

5.3.3 Place Recommendations.

NIO should initially utilise a direct-to-consumer distribution model supported by strategically located flagship stores and service centres in major EV markets such as California, Texas, and Florida. Strategic partnerships with charging infrastructure providers and mobility service companies should be established to accelerate market penetration. As operations expand, local assembly or manufacturing facilities should be considered to reduce supply chain costs and political risks.

5.3.4 Promotion Recommendations.

NIO should implement an integrated marketing communications strategy that emphasises innovation, sustainability, safety, and customer experience. Digital marketing campaigns, influencer partnerships, experiential events, and test-drive programmes should be utilised to increase brand awareness and consumer trust. Given concerns surrounding Chinese technology firms, promotional activities should also highlight transparency, product quality, and compliance with U.S. standards.
Overall, an adapted marketing mix that combines technological differentiation, customer-centred value propositions, effective distribution, and targeted promotional activities will significantly enhance NIO's prospects for successful entry and sustainable growth within the United States market.










CONCLUSION.

This dissertation examined the potential international market entry of NIO Inc. into the United States market, focusing on the firm's global strategy, market attractiveness, and entry mode options. The analysis demonstrated that NIO has developed significant ownership advantages through its innovative battery-swapping technology, intelligent vehicle systems, and strong digital ecosystem. These capabilities have supported the company's successful expansion into several international markets and provide a foundation for future growth.
Using Bartlett and Ghoshal's framework, NIO was identified as pursuing a transnational strategy that balances global integration with local responsiveness. The company's international configuration enables it to leverage technological expertise developed in China while adapting its products and services to local market requirements. This approach contributes to competitive advantage through innovation, operational efficiency, and customer value creation.
The macro-environmental analysis revealed that the United States represents an attractive but challenging market for NIO. Strong consumer demand for electric vehicles, advanced technological infrastructure, and increasing environmental awareness create significant opportunities for growth. However, political tensions between China and the United States, regulatory complexity, trade restrictions, and intense competition from established EV manufacturers present substantial barriers to entry. The application of Dunning's OLI framework further confirmed that while NIO possesses strong ownership advantages and can benefit from the location advantages offered by the U.S. market, successful entry will depend on selecting an appropriate level of internalisation and local adaptation.
The evaluation of NIO's historical entry modes indicated that direct sales operations supported by strategic partnerships have been effective in European markets. Nevertheless, the unique political and competitive conditions of the United States suggest that a modified approach is required. A phased strategy combining strategic alliances with gradual foreign direct investment was identified as the most appropriate option, offering a balance between risk management, market learning, operational control, and long-term competitiveness.
Overall, the findings suggest that NIO possesses the technological capabilities, strategic resources, and international experience necessary to compete within the U.S. electric vehicle market. However, long-term success will depend on the company's ability to manage geopolitical risks, build consumer trust, establish local partnerships, and adapt its business model to the specific characteristics of the host market. If effectively implemented, these strategies could enable NIO to strengthen its international position and become a significant competitor within the global electric vehicle industry.
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INTRODUCTION

This reflective account critically examines my learning journey throughout the International Marketing: Principles and Practices (LCMB7026) module and the process of researching, analysing, and preparing the dissertation entitled International Market Entry Strategy of NIO Inc. into the United States of America Market. The experience has been both challenging and rewarding, enabling me to enhance my academic knowledge, analytical abilities, and professional competencies in international marketing and strategic management. The dissertation provided an opportunity to apply theoretical concepts to a contemporary business challenge while strengthening my research, evaluation, and critical thinking skills.
The reflection is structured using Gibbs’ Reflective Cycle (1988), which consists of six stages: Description, Feelings, Evaluation, Analysis, Conclusion, and Action Plan. This framework supported a systematic evaluation of my learning experiences, achievements, challenges, and areas for future development. As noted by Sicora (2025), structured reflection encourages deeper learning through critical assessment and continuous improvement.
The research process involved analysing NIO Inc.’s potential entry into the United States market using secondary data from academic literature, industry reports, company publications, and strategic frameworks. Applying Strategic Categorisation Analysis, Market Entry Analysis, PESTEL, STP, and Marketing Mix frameworks enhanced my understanding of international expansion and strategic decision-making. Throughout the module, I developed greater confidence in applying international marketing theories to practical business situations. According to Mayasari and Abdullah (2026), successful international marketing requires understanding global markets, cultural differences, consumer behaviour, and strategic adaptation. Overall, this reflection highlights my personal development and identifies opportunities for continued academic and professional growth.

GIBBS’ SIX-STAGE REFLECTIVE CYCLE RESEARCH PROCESS

STAGE OF DESCRIPTION

The objective of the dissertation was to critically evaluate the feasibility of NIO Inc.'s entry into the United States market and recommend an appropriate international market entry strategy. The research process involved collecting information from academic journals, books, industry reports, company annual reports, and market intelligence sources. Key frameworks applied included Bartlett and Ghoshal's (1989) international strategy model, Dunning's (2000) OLI paradigm, PESTEL analysis, STP analysis, and the marketing mix framework.
The study began with identifying NIO as a suitable multinational enterprise due to its rapid international expansion and growing presence in the global electric vehicle (EV) industry. Following the selection of the company and host market, secondary research was conducted to understand the external environment of the United States and NIO's strategic capabilities. The collected information was analysed and synthesised to evaluate market attractiveness, entry mode options, and marketing implications.

STAGE OF FEELINGS

At the beginning of this project, I felt confident in analysing an international business issue due to my previous studies in strategic management and international marketing. However, I was uncertain about evaluating NIO’s potential entry into the United States because the company has not yet established a significant operational presence there. Identifying reliable and current information on NIO’s international strategy was challenging, and at times I felt overwhelmed by the volume of available data and the need for critical evaluation while maintaining academic focus (Hoque, 2000). As the research progressed, my interest increased because of the rapid growth of the electric vehicle industry and its strategic relevance. By completing the dissertation, I felt satisfied with the analysis undertaken and more confident in applying business theories to practical international market-entry challenges.

STAGE OF EVALUATION

Several aspects of the research process were successful. The application of recognised frameworks, including Bartlett and Ghoshal’s model and Dunning’s OLI framework, provided a structured approach for evaluating NIO’s international expansion strategy. Combining academic literature with company reports and industry sources strengthened the credibility of the analysis by linking theory with practical evidence. However, limitations were identified, particularly the lack of information regarding NIO’s future U.S. strategy, requiring some informed assumptions. Additionally, integrating perspectives from strategy, marketing, international business, and political economy was challenging due to the complexity of the topic.

STAGE OF ANALYSIS

This experience highlighted the importance of critical thinking and evidence-based decision-making in international business research. A key lesson learned was that successful market entry decisions depend on the interaction between a firm's internal capabilities and the external environment. Dunning’s (2000) OLI framework demonstrated that ownership, location, and internalisation advantages should be evaluated collectively to determine the suitability of an international expansion strategy.
The research also reinforced the value of strategic frameworks in analysing complex business environments. For example, PESTEL analysis helped identify political, economic, and regulatory factors that could influence NIO’s entry into the United States, while marketing frameworks highlighted the importance of adapting products, pricing, and promotional activities to local market conditions.
Furthermore, the project increased my understanding of the impact of geopolitical issues on international business. It became evident that market attractiveness alone is insufficient if political tensions, trade barriers, and regulatory restrictions create obstacles to market entry. Finally, the research emphasised the importance of critically evaluating secondary sources. Combining company reports with academic and industry publications improved the reliability of findings, strengthened the analysis, and reduced potential bias in the conclusions reached.


STAGE OF CONCLUSION

Overall, the dissertation provided a valuable opportunity to apply international business theories to a contemporary business issue. The research process strengthened my understanding of international market entry strategies, global competition, and strategic analysis. While challenges were encountered regarding data availability and information synthesis, these difficulties enhanced my research and analytical skills.
The project demonstrated that successful international expansion requires careful consideration of both internal capabilities and external market conditions. It also highlighted the importance of adapting strategic recommendations to industry-specific and geopolitical realities. Most importantly, the experience improved my confidence in conducting independent academic research and developing evidence-based strategic recommendations.

STAGE OF ACTION PLAN

For future international business and strategic management research, I intend to dedicate more time to conducting comprehensive literature reviews and gathering industry-specific data from a broader range of academic, corporate, and market intelligence sources. I also plan to strengthen my quantitative analytical capabilities by developing further knowledge in accounting, finance, performance measurement, and digital workplace theories through the learning resources available at the University of Wales Trinity Saint David (UWTSD), as well as through feedback from lecturers and fellow students. This will enhance my ability to integrate qualitative and quantitative evidence into strategic decision-making and improve the quality of future academic and professional projects. Furthermore, I will continue applying reflective practice to support continuous learning and professional development. As Cappelli and Tavis (2016) argue, effective performance improvement is achieved through ongoing learning, regular feedback, and development-focused evaluation. Consequently, Gibbs’ Reflective Cycle has provided a valuable framework for identifying strengths, addressing weaknesses, and supporting lifelong learning and career progression.
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