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Section 1
1. Introduction 
International business concepts are theories, strategies and practices that allow organizations to venture into international activities and adjust to the varied political, economic, legal, cultural and competitive settings (Hill and Hult, 2020). The concepts are utilized by multinational corporations to analyze the possibilities of entering the international market, choose in which way they want to enter and remain competitive in international dynamic environments (Ietto-Gillies, 2019). Organisations today are facing a rapidly globalizing world and the need to assessing foreign markets accurately is significant to reducing risk and achieving maximum long-term value creation.
The purpose of the report is to critically appraise Patagonia's international business strategy, and give evidence based recommendations for sustainable IB growth and competitive advantage, focusing specifically on the Middle East country of the United Arab Emirates (UAE) as a potential host market.
The report begins with an organisational classification of Patagonia using Bartlett and Ghoshal's (1989) strategic framework, followed by a comprehensive macro-environmental appraisal of the UAE incorporating political, economic, legal and cultural factors. This is followed by an application of Dunning's OLI Eclectic Paradigm, and culminating with entry mode recommendations and a strategic conclusion.





2. Organizational Classification and Global Strategy
2.1 Patagonia: Company Overview
Patagonia was established in 1973 by founder Yvon Chouinard, and is one of the iconic outdoor apparel and equipment brands recognized around the world (Patagonia, 2022a).
[image: ] 
Figure 1: Patagonia Company Logo
Source: (Patagonia, 2022a)
In contrast to classic brands for the consumers "We're in business to save our home planet" (Patagonia, 2022b) stands out as a mission statement. Patagonia has been a certified B Corp, a California Benefit Corporation and in September 2022, transferred 100 percent of voting stock to the Patagonia Purpose Trust, and 98 per cent of non-voting stock to the collective of environmentalists known as the Holdfast Collective (Patagonia, 2023). Patagonia had gross revenue of around USD 1.47 billion in fiscal year 2025, and operated stores in over 10 countries, such as the U.S., U.K., Germany, France, Japan, and Australia. The company has around 3,000 employees all over the world and production facilities in 16 countries.
2.2 Strategic Categorization: Bartlett and Ghoshal's Strategic Framework
Bartlett and Ghoshal (1989) developed a typology of MNCs to understand their position with regard to two competing pressures global integration and local responsiveness. Four archetypes emerge from this framework; namely, the international, global, multidomestic, and transnational corporation.
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Figure 2: Bartlett and Ghoshal's Strategy Framework
Source: (Bartlett and Ghoshal, 1989)
This report contends that Patagonia most closely aligns with the International Strategy archetype, with emerging characteristics of a Transnational organisation.
International Strategy: Patagonia has a few characteristics of the international strategy model. Bartlett and Ghoshal (1989) argued that international companies sent their core competencies from the home firms, which might include technology, products, or brand, into the foreign subsidiaries, with limited adaptation occurring. Product lines, sustainability standards and ethical manufacturing codes are consistent, developed in the United States and applied globally throughout Patagonia's markets (Shehata Nakhil, 2024). The company does not, on a fundamental level, tailor its product lines to any geographic location; its Worn Wear repair programme, 1 percent for the Planet, and B Corp commitments are found everywhere (Patagonia, 2022b). Some inefficiency in the degree of local responsiveness to global consistency is evident.
Transnational Characteristics: Nevertheless, Patagonia exhibits nascent transnational tendencies. As described by Hill and Hult (2020), transnational companies strive to be globally efficient while responding locally, and also learn in the process. Experiences in Patagonia have proven their ability to create knowledge flows for products between markets, environmental partnerships at the local level, and regional repair hubs. Furthermore, its 2022 purpose trust structure does not fit neatly into a centralised governance arrangement; it implies a transition towards a network-based, transnational governance arrangement, represented by (Verbeke, 2020).
Overall, Patagonia is best classified as a firm operating an International Strategy with emergent Transnational tendencies. Its overall philosophical attitude of ‘mission consistency’ rather than local market adaptation situates it clearly in the international quadrant in which many firms do not become truly transnational but rather remain based in the home region (Schillmann, 2020).
2.3 Global Configuration and Competitive Advantage
There are some reinforcing sources which give Patagonia an international competitive advantage. The factor conditions, demand conditions, related industries and firm strategy are a source of competitive advantage. Patagonia's strength lies in its innovative sustainability technologies, including its PFAS-free durable water-repellent treatments and 100 per cent recycled packaging (Patagonia, 2023) that are challenging to be seen by the competitors. It is B Certified with a score of 151.4, which is notably higher than the industry average of 50.9, meaning it has proven to have a higher level of operational and ethical excellence and earned an endowment of brand premium (B Lab, 2023).
Barriers to imitation include the company's vertical integration into the supply chain, retail, and circular economy efforts (Worn Wear, ReCrafted). Its unique ownership structure, whereby profits are returned to environmental causes rather than shareholders, functions as a powerful differentiator among increasingly ESG-conscious consumers (Patagonia, 2026). dynamic capabilities the ability to sense, seize, and reconfigure resources are the ultimate source of competitive advantage for internationalising firms; Patagonia exemplifies this through its continuous product innovation and its responsiveness to evolving environmental legislation (Shourkaei et al., 2024).
3. Macro-Environmental Appraisal and Market Attractiveness
3.1 Host Country Analysis
The UAE is a complex, yet commercially attractive, target for Patagonia's expansion into foreign markets, a place where new environments in international business are becoming volatile, uncertain, complex and ambiguous. The VUCA approach is a key element of understanding the UAE and entails maintaining a mindset that is characterised by volatility, uncertainty, complexity, and ambivalence.
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Figure 3: UAE sportswear market forecast
Source: (IMARC Group, 2024)
The UAE sportswear market was valued at USD 991.5 million in 2025, and is projected to exceed USD 1,380 million by 2034, indicating that both the footwear and apparel lines are expected to grow steadily as fitness participation among the population is on the rise and the government is pushing for wellness campaigns (IMARC Group, 2024). However, this growth trajectory exists within a volatile macroeconomic context shaped by oil price fluctuations and shifting regional geopolitics, introducing layers of uncertainty that demand careful strategic consideration.
Overall, a highly dynamic macroeconomic environment is supporting this path, as the UAE enjoyed a positive GDP growth of 6.2 per cent in the non-hydrocarbon sector in 2023 (IMF, 2024), and GDP grew by around USD 552 billion by 2023 (World Bank, 2024). There is a strategic challenge to dealing with the UAE's regulatory, cultural and environmental aspects. However, this cooperation between UAE and Patagonia environmental mission is valuable because of the Net Zero by 2050 Strategic Initiative and hosting of COP28 which has embedded sustainability into the UAE national agenda (Masdar 2021); 66% of UAE consumers actively seek brands with “trustworthy” environmental actions, for instance.
3.2 Comprehensive Critical Evaluation of the External Environmental Factors
3.2.1 Political Environment
The UAE is a federal constitutional monarchy that is politically stability under the leadership of a Federal Supreme Council which is formed by the rulers of the seven emirates of the UAE. The system offers, in total, a relatively stable and predictable setting for foreign investment, underpinned by the UAE Vision 2031 development plan, which presents a long-term strategy to diversify the economy. Political stability is one of the most important factors that influences FDI decisions, as noted by Cavusgil et al., (2020). The UAE's track record of political stability places it in a position of favour play when it comes to planning years for patagonia. The political landscape is especially significant for a brand driven by a mission that has a long-term commercial future: long-term regulatory alignment with the environmental mission is crucial to this.
Supportive Policy Architecture: The UAE government has made sustainability a clear and institutionalised goal. The UAE Net Zero by 2050 Strategic Initiative placed the UAE as the first Middle East & North Africa (MENA) country to commit to becoming a net-zero based on the UAE Government's legislation (Ahmed, 2023), which aligns with Patagonia's environmental mission. But COP28's arrival in Dubai in November 2023 further catapulted sustainability as a key element of the UAE's national identity and political discussion, which has fostered more regulatory action and greater consumer trust in purpose-driven brands (Ministry of Foreign Affairs, UAE, 2023).
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Figure 4: UAE Net Zero 2050 Strategy- Target by Sector
Source: (Ahmed, 2023)
The government stated that 2023 is the Year of Sustainability, leading to various opportunities to drive commercial transactions and offer preference to sustainable public procurement, recognition through the reputational visibility of climate-change proof brands, sustainability-related licencing opportunities, and much more (Ministry of Climate Change and Environment, UAE, 2023). This policy architecture is a location specific advantage for Patagonia, the institutional environment aligns with the brand.
Political Risks: The UAE's geographical position also gives rise to country-risk factors that should be factored into Patagonia's long-term investment modelling, such as tensions in the Gulf and the conflict in Yemen. Practical scenarios of low probability risk are supply chain disruptions, volatility of tourist numbers and change in consumer sentiment in the region with regards the geopolitical escalation. Additionally, the lack of democratic accountability mechanisms particularly here, but also in many other respects also allows for quick policy changes, though these are unusual in democratic systems, without the transparency of procedure that parliamentary systems are known for. The assessment of political risks should not just consider the prevailing risks but should also consider realistic risk scenarios and, commercial consequences when weighed by the likelihood of the risk occurring, says Hill (2021). Patagonia cannot, therefore, rely on a staged entry plan that features political risk contingencies, setting such early investment commitment returns contingent on a range of policy outcomes.
3.2.2 Economic Environment
World Bank (2024) classifies UAE as a "high income" economy with gross domestic product (GDP) of around USD 498 billion and GDP per capita of USD 45,000, considered to be among the highest in the world. Dubai and Abu Dhabi are key international shopping hubs and the country's economy is supported by its importance as a global logistics and financial hub. The focus on Vision 2031 has helped economic diversification to gain momentum, as services, technology, and tourism branch out to become structural pillars.
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Figure 5: Global Sustainable Outdoor Clothing Market size
Source: (UNCTAD ,2024)
Market Size and Growth: The Global Sustainable Outdoor Clothing Market size was valued at USD 6,587.5 million in 2018 to USD 9,045.0 million in 2024 and is anticipated to reach USD 14,274.1 million by 2032, at a CAGR of 5.89% during the forecast period.
The UAE sportswear market reached USD 955.38 million in 2024 and is projected to grow to USD 1.33 billion by 2033, at a compound annual growth rate (CAGR) of 3.78 percent (IMARC Group, 2024). According to IMF 2024, the UAE sports apparel market is valued at USD 6.32 billion in 2024 and is projected to increase to USD 4.32 billion by 2032, growing at a compound annual growth rate of 7.17 percent. The variation in estimates of the market size are caused by the different types of segmentation methods, but both agree that there is strong growth in the market. Patagonia's high ASPs and distinctiveness are typical of the premium sportswear segment, which is fit for the UAE's affluent consumers, who are known for their brand loyalty.
Consumer Prosperity: With the UAE's expatriates population, which amounts to around 88 percent of the country's total population of 9.9 million, being characterised by high disposable income, familiarity with international brands, as well as active outdoor lifestyles. As per Research and Markets (2025) data, 67 percent of the UAE population was doing regular exercise in 2023, and the government has been working on promoting physical activity with the Dubai fitness challenge hosting more than one million participants. This is the fitness trend that feeds into the continued demand for top-quality performance clothing.
Economic Challenges: Retails in premium Dubai locations burden market access with high property costs. Furthermore VAT rates on textile products and clothing are comparatively low relative to the international standards, but import duties on these products do differ and have to be incorporated in pricing models. The IMF (2023) has pointed out that despite the UAE economy being resilient, it is not insulated from the volatility of commodity prices and from financial market disruptions, which may impact consumer discretionary spending on high quality items.
3.2.3 Legal Environment
In recent years, the UAE's law has been liberalized significantly, impacting on the overall framework for foreign investors setting up companies. Part of the regulatory dimensions most relevant to Patagonia's entry is reviewed in this section.
Foreign Ownership Reform: The Emirati 51 percent ownership requirement for companies on the mainland was removed by Federal Decree-Law No. 32 of 2021 on Commercial Companies (which was formerly Federal Decree-Law No. 26 of 2020) allowing up to 100 percent foreign ownership in most commercial activities (UAE Government, 2021). 
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Figure 6: UAE Foreign Business Ownership Reform
Source: (UAE Government, 2021)
This new paradigm changes the entry mode calculation for MNCs as before the new laws, most industries were prohibited from having WOS on the UAE mainland (Venkatesan, 2022). Overall, Patagonia may create a wholly owned brand without the need of partnering with a domestic company, an historical constraint that would enable the brand a greater degree of control.
Intellectual Property Protection: The UAE is a signatory to the Paris Convention and the TRIPS Agreement and has enacted Federal Law No. 38 of 2021 on Intellectual Property Rights. This is a crucial enabler for a brand like Patagonia, where the core to their competitive edge is their number one material technology and brand equity. The higher the strength of IP protection, the more likely it is that internalisation mode preference will favor direct ownership over licensing (World Bank, 2024).
Taxation: The UAE will implement a 9 percent corporate tax regime for taxable income in excess of AED 375,000, with no personal income tax or withholding tax on dividends, which remains a key issue (IMF, 2024). For Patagonia's initial structuring, being able to enjoy 100 percent foreign ownership and zero tax regimes in free trade zones such as Dubai Multi Commodities Centre (DMCC), Dubai International Financial Centre (DIFC) and Jebel Ali Free Zone (JAFZA), will remain an attraction.
Regulatory Complexity: Despite recent reforms, the UAE's dual federal-emirate regulatory structure creates complexity. Careful navigation of licensing requirements, state licenses from the respective Department of Economic Development (DED) and industry-specific regulatory authorities for "strategic impact" activities. Dunning and Lundan (2008) caution that transaction costs may rise and time to market may be extended due to the institutional complexity found in host markets; Patagonia must trust UAE lawyers from the initial stage of the process.
3.2.4 Cultural Environment
To determine the compatibility of Patagonia's brand identity and UAE consumer values, cultural analysis is vital. The UAE is an unique cultural environment influenced by Islamic tradition, Emirati heritage and cosmopolitanism in reaction to a population that is overwhelmingly expatriate.
Aspirational Consumption and Brand Culture: UAE consumers, particularly those in Dubai and Abu Dhabi, exhibit strongly aspirational consumption patterns. Possession of automobiles, fashion or high quality lifestyle items have important social signaling purposes. Patagonia's positioning as a high quality, ethically produced, premium outdoors brand is consistent with the idea of aspirational spending, where Patagonians are over familiarised with the brand via their own home market (Shourkaei et al., 2024).
Growing Sustainability Consciousness: The hosting of COP28 in 2023 catalysed a notable shift in consumer discourse around environmental responsibility in the UAE. The Year of Sustainability branding by the government helped establish commercial environments and brands with credible sustainability practices. But the brand's existing B Corp brand and a profit-for-purpose legal construct (Patagonia, 2022a) are important points of difference in this new cultural landscape. Convergence  of cultural attitudes towards sustainability norms is speeding up, especially in market segments with high incomes and urbanised consumers, which is exactly the profile of what Patagonia is going after for its UAE market.
Outdoor Lifestyle and Fitness Culture: Contrary to perceptions of the UAE as purely a desert economy, the country has a growing outdoor adventure culture. Patagonia's technical outdoor apparel has a natural market in the region for a variety of activities such as desert hiking, mountain biking in Hatta, rock climbing in Ras al-Khaimah and water sports along the waterfront. The Government's drive in sports tourism and wellness is conducive to this lifestyle path.
Cultural Sensitivities: Islamic modesty and pro-social consumption could lead to the need to adjust product offerings through adjustments to the range, especially in marketing pictures and senses. Overall, as the main market in the UAE for Patagonia is expected to be the expatriate community and internationally-minded Emiratis, cultural adaptation requirements are less severe than in other markets with lower foreign influence (Schillmann, 2020). If the expatriate population in the market is high and already conversant with the entering brand, the psychic distance (the sum of cultural, economic, and institutional discrepancies perceived by an internationalising firm) is significantly decreased in markets with high expatriate populations, anteating the cultural, economic, and institutional differences.
3.3 OLI Analysis: Dunning's Eclectic Paradigm
Dunning's (2001) eclectic paradigm, also known as the OLI framework, provides a comprehensive theoretical lens for evaluating the rationale for international production. The framework assumes that firms make foreign direct investments if they simultaneously have an Ownership (O) advantage, a Location (L) advantage, and an Internalisation (I) advantage. This section applies each dimension to Patagonia's prospect for entering the UAE.
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Figure 7: OLI Analysis: Dunning's Eclectic Paradigm
Source: (Dunning, 2001)
Ownership Advantages (O): Patagonia is fortunate to have some formidable ownership-specific advantages. Particularly its innovative sustainability technologies such as 100% recycled packaging, water-repellent treatments made with water that doesn't contain PFAS validated by the Science Based Targets initiative (Patagonia, 2023), and the circular economy programme Worn Wear, are assets that can't be easily imitated by its competitors. The brand's B Corp score of 151.4, as well as the unique intangible asset of intangible recognition thanks to the Patagonia Purpose Trust's governance model, based on profit for planet, and the mission-embedded identity are intangible assets for which extraordinary rarity underscores its value. Dunning (2001) notes that brands and proprietary knowledge represent the greatest ownership advantages for service-based MNCs and are present in Patagonia in both dimensions. Moreover, its strategic direction, its strategic action and redefinition of its ownership model, most notably, is a meta-competitive advantage.
Location Advantages (L): The UAE offers compelling location advantages for Patagonia. The market's size, growth trajectory (USD 955 million in 2024, growing at 3.78 percent CAGR), affluent consumer base with an average GDP per capita of USD 45,000, and strategic gateway position to the wider GCC market of over 55 million consumers collectively constitute a strong locational pull (IMARC Group, 2024; World Bank, 2024). Entry is made easy by the UAE’s infrastructure featuring world-class logistics, a 99 percent Internet penetration rate, Dubai as a global retail heart and major malls and premium retail environments (IMF, 2024). The institutional location advantage of the UAE due to its shift towards the Net Zero 2050 agenda (Ahmed, 2023) adds to the alignment withPatagonia environmental mission, which helps mitigate the brand legitimacy gap that is common to foreign brands in unfamiliar markets as mentioned by UNCTAD (2024) in the context of purpose-driven enterprises in an ESG-aware economy.
Internalisation Advantages (I): The commercial identity of Patagonia is grounded in non-observable values along its supply chain, within the retail experience and in customer relations. Placing the brand under Licensor of a UAE's franchisee would lead to the trademarking of their sustainability and lower the quality bar is a risk, which is not in alignment with Patagonia's legal mandate of a Benefit Corporation (Patagonia, 2022a). When the cost of arm's length market transactions, particularly in terms of knowledge transfer, quality assurance and brand integrity, of going out of the company exceed the cost of staying in the company, Dunning (2001) proposes that the activities are internalised. In a franchise business model, Patagonia has a very high reputational risk of brand dilution which clearly favours the use of an internal business entry mode. Historically, the preference was hindered by the legal barrier that 100 percent foreign ownership had not yet been introduced under business law in the UAE this is now removed (UAE Government, 2021).
In synthesis, the OLI framework provides robust support for Patagonia's entry into the UAE via a directly controlled channel. This combination of the ownership advantage, the location choice and the firm's internalisation considerations constitutes what Dunning and Lundan (2008) describe as the complete eclectic case for direct investment.
4. Entry Mode Strategy and Strategic Synthesis
4.1 Historical Entry Pattern
The international expansion of Patagonia has been organic, careful, and conducted through its own wholly owned brands and direct-to-consumer brands. Its retail locations are in over 10 countries and are company-owned flagships, not franchises or licences. This preference is embedded in Patagonia's core values, one each store being not only a place of sale but an environmental education centre, a community hub and a repair shop. The Worn Wear programme is Patagonia's own offering which allows customers to pass makers on and to have them repaired (Shehata Nakhil, 2024).
Also, Patagonia is aggressively growing in the direct-to-consumer (DTC) e-commerce space, boasting a projected revenue figure of USD 526 million for its digital platform in 2025. The company does not trade its brand through franchise material, and there are no reputed cases of the company getting involved in franchise agreements. Where physical entry was necessary in a relatively short time, Patagonia has sometimes sourced specialist distributors, such as in Japan, where cultural and linguistic factors called for local expertise, but have maintained full equity control. It is a consistent international relationships pattern where companies gradually build relationships as they gain market knowledge.
4.2 Strategic Fit and Justification for the UAE
Determining the optimal model of entry into the UAE for Patagonia involves weighing the market structural risks, brand identity needs and the changing legal environment. As Hill and Hult (2020) assert, firms demonstrating flexibility in international expansion sustain competitive advantage more effectively. In a purpose-driven organisation like Patagonia, adaptive leadership is essential, as it allows leaders to navigate the complexities of operating consistently in a global mission while adapting to the unique cultural and regulatory landscape of the market.
Case for a Wholly Owned Subsidiary: The 2021 abolition of mandatory local partner requirements (UAE Government, 2021) makes a wholly owned UAE entity structurally feasible for the first time. This aligns directly with the OLI analysis identified benefits of internalisation and Patagonia's historical preference. High control entry modes are more suited to companies in which there is a lot of cultural distinctiveness and good proprietary advantage, like Patagonia. A 100 percent owned unit would allow Patagonia to deploy trained sustainability advocates, maintain its immersive Worn Wear repair programme, and preserve the brand experience that underpins its global commercial reputation.

Risk Assessment: The primary risks of direct entry are capital intensity and regulatory learning costs. Expanding store locations to a high-end Dubai property like Dubai International Financial Centre (DIFC) or City Walk would be a huge amount of capital invested in the retail fit-out, staff, and local compliance work. The UAE's employment law, the visa process for foreign employees, and applications for licence renewals are sources of risk. For advanced markets like UAE's sportswear industry, the political and currency-related risks are comparatively low with tough competition from established players, according to Cavusgil et al. (2020). Adaptive leadership plays an important role here because entering into new markets is an adaptive challenge rather than just a technical challenge, and leaders must experiment, observe, and adjust in an iterative way, rather than using a consistent set of strategies in new situations.
Alternative Authorised Retail Partnership: These are exclusive partnerships with retailers such as Chalhoub Group and Namshi Group, who currently have established premium distribution systems in the GCC region. Such an agreement would provide instant market access, local regulatory expertise, and an existing customer base as the capital investment would be minimal (Shehata Nakhil, 2024). However, an adaptive leadership perspective cautions against over-reliance on intermediaries, as fragmented brand experiences risk diluting the purpose-driven identity that is Patagonia's principal competitive asset (Shourkaei et al., 2024).
Assessment: Although this is an 100% owned entry, it is premature at such an early stage due to the relative lack of awareness and the need to learn from operating in the UAE. The downside for such a distribution-only approach, however, is that it runs the risk of a dilution of the immersive brand experience that is Patagonia's commercial appeal. An adaptive, phased approach that evolves with market intelligence is therefore most appropriate. 
4.3 Conclusion and Recommendation
4.3.1 Strategic Conclusion
Overall, the UAE offers a compelling growth market for Patagonia based on its strategic significance. Its high-income, sustainability-conscious, and growing outdoor consumer base aligns strongly with Patagonia's purpose-driven commercial model. A direct ownership model is crucial to Patagonia's brand integrity, and the record-keeping changes following 2021 make this much easier. The recommended phased entry approach balances market risk prudence with long-term strategic ambition, leveraging Patagonia's substantial ownership advantages within a location environment uniquely aligned with its mission.
4.3.2 Final Recommendations
With reference to the UAE market, this report suggests a three-phase approach in Patagonia as it progressively increases commitment with gradual market learning, in line with the incremental approach of the Uppsala model.
Phase One: E-Commerce and Curated Partnership (Year One to Two): Patagonia should introduce a UAE-specific iteration of it's E-Commerce website, with a value-aligned brand-specific partnership with a premium UAE based distributor to provide physical presence, presence of mind and awareness. This way, they can reduce risk on investing capital and build brand awareness while also gaining market intelligence. Agreements between partners should be legally bound according to Patagonia's sustainable principles.
Phase Two: Flagship store Launch (Year Two & Three): With brand awareness and consumer insights, Patagonia should consider opening a fully owned flagship store in Dubai preferably in the DIFC or City Walk, set up as a Limited Liability Company (LLC) under Federal Decree-Law No. 32 of 2021. The store should add the Worn Wear repair service and community events and environmental programming consistent with global Patagonia flagships. During this period, Patagonia is also inspired to implement its vision of sustainable storytelling in a market that is more keener on ESG stories since COP28.
Phase Three: GCC Expansion (Year Three Onwards): Once Patagonia is operational and has developed its brand equity in Dubai, it can consider spreading its operations out across the GCC, using the UAE entity as a base for regional expansion and possibly Saudi Arabia. UNCTAD (2024) emphasizes that the GCC markets are still significantly closer in terms of regulations and cultures, allowing for operational models tested in UAE to be rolled out following more manageable adaptation costs.
SECTION 2: REFLECTIVE ACCOUNT 
Applying Gibbs' Reflective Cycle 
Reflection is an essential tool to reinforce experiences and enhance skills. The Gibbs (1988) reflective cycle is used as a six-stage process of learning outlined below, to explore the learning process that took place over the preparation of this assessment. 
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Figure 8: Gibbs' Reflective Cycle
Source: (Gibbs, 1988)
Description
This reflection serves to assess the research, analysis and writing process which has been followed in completing the macro-environmental appraisal and entry mode strategy sections of this assignment. I had to evaluate and analyse the UAE's political, economic, legal and cultural contexts using a structured PELC matrix, justify Patagonia's FDI prospects using OLI eclectic paradigm and suggest a number of phases for entering the market based on the Uppsala model theory. For this I engaged in systematic review of primary government sources, international economic data, academic textbooks and consumer research publications and then consolidated into a coherent analytical argument.
Feelings
The first time I approached this problem it created a mental curiosity as well as a feeling of methodological confusion. The interest arose from the richness of the Patagonia case: a company that has restructured its ownership model to legally subordinate profit to environmental mission offers a genuinely unusual lens through which to apply mainstream international business theory. The uncertainty arose from the challenge of applying frameworks developed predominantly for profit-maximising multinationals to an organisation that explicitly rejects that rationale. I also felt there was a risk of confirmation bias; the genuine acceptance of Patagonia's model has created an attractive possibility to draw evidence in favor of UAE entry and minimise the actual cultural and commercial obstacles that emerged in the analysis. This awareness is an analytical discipline that has to be practiced.
Evaluation
The experience highlighted a number of strengths and weaknesses that were identifiable. There was a bright side to the approach taken to include the environmental analysis in primary government sources, such as the UAE's Net Zero 2050 policy documentation and its recordkeeping for the hosting of COP28, as this gave the political assessment a more authoritative and credible source than could secondary commentary only. The OLI framework has been a particularly fruitful approach as it allows to separate OLI based firm attributes from OLI based attractions, such that the brand appeal of Patagonia is separated from the attractiveness of the UAE as a travel destination. However, on the down side, the literature search was more geared towards sustainable data but on a global level than towards UAE-specific data for the consumer so that the cultural component was changed again when more geographical specific data was discovered. The use of generalised global datasets at this stage was a problem in the study design.
Analysis
Looking back on this limitation, I acknowledge that the process of research was not well documented in the order it transpired. To determine theoretical frameworks I used the methods of determining first and then looking up evidence, opposed to an open exploration of UAE-specific literature before defining an analytical structure. This could lead to the evidence to be fitted into frameworks not selected. The theory lessons and reading, in particular on ‘psychic distance' and ‘liability of outsidership' gave me the means to critically question Patagonia's position. The theoretical inputs avoided the descriptive analysis and drove toward an effective evaluative approach to worthy consideration of whether the ownership advantage of Patagonia is transferable to the UAE market and its cultural environment.
Conclusion
Finally, the most important thing learned from this process is not what they learned about content, but how they learned about it. Better would have been to search the database for the UAE first and use this evidence base in the analytical phase and also in the revision stage itself. The experience also has underscored the need to make a conscious effort to question their own potential evaluations bias if the subject firm has attributes which elicit significant evaluations. Ethical differences in Patagonia made it easy to build an optimistic entry case; intellectual rigor necessary to balance a critical one was a more challenging but ultimately deeper learning project than I first thought.
Action Plan
The following action plan identifies specific development areas and structured interventions to enhance the quality and analytical rigour of future academic performance:
	Development Area
	Specific Action
	Resources / Tools
	Target Timeline

	Literature Review Strategy
	Conduct targeted searches for UAE-specific retail and sustainability literature before the analysis phase, ensuring theoretical claims are grounded in geographically relevant empirical evidence rather than relying solely on global datasets.
	Google Scholar; ProQuest; Business Source Complete; EBSCO Academic Search Premier
	Week 1 of research phase

	Framework Integration
	Map explicit analytical connections between the PELC framework, OLI paradigm and Uppsala model at the outline stage to avoid compartmentalised section drafting and ensure conceptual coherence is maintained throughout.
	Concept mapping tools; Hill (2021); Ietto-Gillies (2019); Cavusgil, Knight and Riesenberger (2020)
	Outline phase (Week 2)

	Confirmation Bias Management
	Apply a structured critical appraisal review at each analytical stage to detect and correct confirmation bias, particularly when evaluating the market readiness of a values-aligned subject firm such as Patagonia.
	Study group peer review sessions; contrarian academic perspectives on sustainable brand limitations in premium emerging markets
	Throughout drafting (Weeks 3 to 4)

	Statistical Evidence Sourcing
	Identify all required statistical data points and verify each against official primary databases before commencing section drafting to ensure accuracy and credibility of all quantitative claims.
	World Bank Open Data; IMF Article IV publications; UAE Ministry of Investment Annual Report; UNCTAD World Investment Report series
	Week 1, concurrent with literature review
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