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[bookmark: _Toc236778468]Section 1: Report
[bookmark: _Toc236778469]1. Introduction
IKEA is a Swedish origin multinational retailing company of home furnishings. It is sold using the Inter IKEA Group's franchise system. It operates over four hundred and seventy stores in a number of countries. This report uses Vietnam as the target market. IKEA does not have any stores, subsidiaries or production facility in Vietnam. For Vietnamese consumers, IKEA products are not available through official distribution channels, but rather via informal channels and/or personal imports from Singapore and Malaysia. This is a restricted form of indirect access, but there are other reasons to justify this access as discussed in Section 3. Vietnam is a market where the demand for modern, space-saving furniture is increasing in towns and cities, meanwhile, a growing middle class. The report aims to assess IKEA's worldwide strategy, the business climate in Vietnam, and an appropriate entry strategy.
[bookmark: _Toc236778470]2. Organizational Classification and Global Strategy
[bookmark: _Toc234841529][bookmark: _Toc236778471]Strategic Categorization
Bartlett and Ghoshal (1989) give four types of international strategy. These are strategy international, multinational, global and transnational. Each type represents a different level of integration of the global and local aspects of responsiveness. A company under great pressure for cost efficiency and adaptation to the local market is more likely to go for a transnational approach.
IKEA best fits into the transnational category. The design, sourcing and brand identity of products are in the central care of Inter IKEA Systems. Centralized control of this type brings economies of scale, and a uniform global image. Meanwhile IKEA adjusts the dimensions of the stores, products and marketing approaches to suit local tastes. The company had a first attempt at retailing in Japan in 1986, but failed to gauge the market appropriately and had to close all its stores in 2006; a new format, better suited to the local market, was introduced in 2006 (Alenezi, 2019). The company modified the locations of its stores, delivery channels and marketing strategy across 10 years, reflecting local shopping patterns in China (Burt et al., 2020).
This transcends integration and responsiveness. Bartlett and Ghoshal (2002) say this able to do both is a challenge to achieve and is the most sustainable choice in the competitive global industries. The balance is achieved by IKEA's franchise model, where the brand is detached from the day-to-day retailing.
[bookmark: _Toc234841530][bookmark: _Toc236778472]Global Configuration
IKEA's presence is felt throughout Europe, North America, Asia and the Middle East. It is mainly designed and sourced in Sweden and the Netherlands. Manufacturing is distributed throughout the lower cost countries in Eastern Europe and Asia. National franchisees are responsible for running the retail stores and are held to a high standard of brand and operation by the national system Inter IKEA Systems.
This is a very clear way of creating a competitive advantage. First, unit costs are reduced in all markets because they are designed and sourced centrally. Secondly, the local operators are more familiar with the local property market, the working environment and the habits of local consumers than might be a head office far away. These combine to enable IKEA to provide low prices and maintain the same shopping experience in two very different countries.
Another advantage is that the broad geographic dispersion creates a buffer against declines in demand in one area being made up by increases in another, even if the increases are not as great as the declines (Hill and Hult, 2008). This configuration is important for making decisions on a new Asian market. It demonstrates IKEA's ability to franchise its products into other nations without taking too much risk in the initial investment onto the parent company.


[bookmark: _Toc236778473]3. Macro Environmental Appraisal and Market Attractiveness
[bookmark: _Toc236778474]Host Country Analysis
Vietnam is assessed on four general areas. These are political, economic, legal and cultural factors. The impact of each factor varies with the retail and furniture industry. This is an analysis on the issues most relevant for a large-scale foreign furniture retailer, self-assembly model, and not an overview of all the environmental dimensions.
[bookmark: _Toc234841533][bookmark: _Toc236778475]Political factors
Vietnam is a one-party state and the leader is the Communist Party (Thoa and Cuong, 2022). This has led to the development of long-term policy stability, an important factor for the foreign investors in planning large capital commitments (Hill and Hult, 2002). It has been the government's policy to adopt an open trade policy over the last 30 years. It has entered into important trade agreements such as the Comprehensive and Progressive Agreement for Trans Pacific Partnership, the EU Vietnam Free Trade Agreement and the Regional Comprehensive Economic Partnership. Such agreements help facilitate trade and lower the tariffs of many imported items, such as furniture parts (Vu Nguyen Hanh, 2026).
Even so, political risks are still present with respect to large format foreign retail projects. Retail limits per foreign investor can be imposed by local authorities. It is a process that involves an Economic Needs Test, taking into account various factors including the size of the current market and the concentration of retail outlets in the surrounding area (Pritesh Samuel, 2021). This test serves as a delay and uncertainty to any expansion plan other than a single store.
Another area of concern is the trade tension that is present globally. Vietnam is heavily reliant on manufacturing exports and continues to be vulnerable to the changes and uncertainty of U.S. trade policy. Nevertheless, the ongoing diversifications of the supply chain toward Vietnam under the “China plus one” strategy have helped to maintain investor confidence in this region in the face of this uncertainty (OECD, 2025). Vietnam offers overall political appeal for IKEA, but isn't risk-free. A staged entry would minimize the impact of any abrupt regulatory shift.
Foreign investment is also being attracted by competition among central and local government bodies, and the recent changes in the laws have reduced licensing requirements and delegated more power to the people's committees at the provincial level (Lisa Zhang, 2025). During 2025, Vietnam licensed 4,054 new FDI projects with a total registered capital of US$17.3 billion (Stable Wood Financial, 2025; Vu Nguyen Hanh, 2026). The number of newly approved projects has significantly increased by 20.1 percent year on year, while registered capital has decreased by 12.2 percent, indicating that the projects are smaller in size (Stable Wood Financial, 2025; Vu Nguyen Hanh, 2026). It could be beneficial to IKEA if the competition between provinces plays out in its favour because local authorities can incentivise a large and prominent foreign brand. Meanwhile, each province might have its own set of policies; if IKEA were to choose a single location between Hanoi, Ho Chi Minh City and Da Nang, it would be necessary for them to make an assessment of the conditions in each.
The overall foreign policy climate towards Vietnam is fairly stable with the major trading partners like the European Union, the United States and neighbouring ASEAN countries. The stability helps facilitate the tariff schedule and customs procedures under the trade agreements mentioned above (Vu Nguyen Hanh, 2026). As a result, political risks to IKEA in Vietnam can best be described as moderate rather than severe, largely focusing on the licensing process and not so much on Vietnam's overall political instability.
[bookmark: _Toc234841534][bookmark: _Toc236778476]Economic factors
In 2025, Vietnam's GDP grew 8.02 percent, which was one of the highest GDP growth rates in Southeast Asia (Vu Nguyen Hanh, 2026). In the same year, the volume of retail sales of goods and services increased 9.2 percent (Vu Nguyen Hanh, 2026). GDP per capita was approximately 5026 (USD). It is still very low, compared with IKEA's main markets in Europe and North America but it is growing rapidly (Vu Nguyen Hanh, 2026).
Middle class is growing rapidly. Estimated by analysts to be up to 26 million by 2026 (Verified Market Research, 2025), the middle-class population is expected to grow. On average, per capita disposable income has risen from EUR 2700 in 2015 to EUR 3740 in 2023, leading to a rise in demand for new retail forms, luxury products and ecommerce growth (Verified Market Research, 2025). This group is more inclined to spend money and are interested in contemporary furniture and home design. Vietnamese households are also becoming more urbanized, and have shifted to having more households living in apartments, which require compact, flexible furniture. It is the same trend as with the main IKEA product range.
FDI inflows continue to be high. As compared to other years, the amount of disbursed FDI in 2025 was 27.62 billion US dollars, which was the highest amount of FDI in 5 years (OECD, 2025). The majority of the investments are made in manufacturing but there is also a demand from the retail and consumer industry. In addition, ecommerce is also booming, reflecting the growing acceptance of Vietnamese consumers in making purchases online (Verified Market Research, 2025). This will enable an online first entry strategy for a new foreign retailer, the market size is expected to reach around USD 952.6 Billion by 2032 with CAGR of 15.6% from 2026 to 2032 (Verified Market Research, 2025).
[image: ]
Figure: Vietnam Retail Marlet; Source: (Verified Market Research, 2025)
However, premium priced furniture is still not in demand due to lower income. There are still many households that are not as price insensitive when purchasing home goods. IKEA will need to tweak prices and their stock on the local market to match; not just taking all the products over without adapting to the local market.
Competitive landscape is also a key factor for economic attractiveness (Vîrjan et al., 2023). Domestic furniture manufacturers already provide low cost locally produced furniture products and the retail industry is seeing an increasing number of foreign investors. The domestic furniture industry has low-cost, locally produced furniture and the retail sector is getting more foreign investors interested. IKEA would not be entering into a virgin marketplace, but rather into a marketplace where there is already some supply, and therefore, a consideration of pricing strategy and product differentiation would be warranted prior to the product's launch.
The economic climate is favourable, with continued growth in GDP, that makes Vietnam a market to be considered for long term investment, though may not be an attractive market for short term return during the ‘cautious entry stage' (OECD, 2025).
[bookmark: _Toc234841535][bookmark: _Toc236778477]Legal factors
Foreign investment law is largely contained in the Law on Investment and the Enterprise Law in Vietnam. While some of these laws permit 100 per cent foreign investment in most retail segments, some restrictions remain (Pritesh Samuel, 2021). Foreign investors are subject to the Economic Needs Test above, in addition to a first retail outlet. This forms a definite legal obstacle to rapid, multi store expansion.
Another critical issue is ownership of land. In Vietnam there is no private ownership of land. The ownership of land is in the hands of the state and enterprises are assigned through long-term lease agreements, usually ranging from 50 years and more. (Vietnam Embassy USA, 2026). This has an impact on any scheme of large format stores or distribution centres as site selection will be based on negotiation with the local authority, not direct purchase.
With the latest trade deals, the protection of IP rights has been enhanced, but there is a lack of enforcement actions in practice, (Quan, Thuy and Tuyet, 2025). It's important for a brand such as IKEA, which relies on a unique concept and product design. Insufficient enforcement increases the likelihood of the presence of counterfeit products or that unauthorised use is made of the brand, especially in the informal market which already exists in Vietnam.
Labour law establishes definite rules regarding contracts, minimum wage and hours of work. In most developed markets, compliance costs are higher, which may help an entrants cost competitive retail price.
The law of consumer protection is also applicable. This is good for a brand like IKEA, where quality and trust of consumers is always around the corner to be kept clear. IKEA would, however, need to make sure that the standard warranties and returns policy, designed for an environment of private car ownership and easy delivery to consumers' homes, can be fairly adapted according to the Vietnamese consumer law.
Another area of law of immediate impact is customs and tariff regulation. Certain trade agreements could be applied to lower the duty rate for furniture components imported from outside ASEAN, compared to those imported from inside ASEAN (Vu Nguyen Hanh, 2026). IKEA also would require solid legal guidance on the rules of origin in international treaties like the Regional Comprehensive Economic Partnership (RCEP), as this could substantially impact the price of its range of products from Vietnam depending on the production location of its components.
[bookmark: _Toc234841536][bookmark: _Toc236778478]Cultural factors
Within the context of Hofstede's cultural dimensions, Vietnam is a country that is characterized as having a high-power distance and a low individualism, and a high collectivism (Hofstede et al., 2014). Household decisions-making may be a collective one, and family opinions are likely to have a great impact on furniture and home buying (AHK Knowledge Hub, 2021). This is in contrast to IKEA's more traditional Scandinavian markets, where there is a more individualistic approach towards consumers' purchasing decisions. The Hofstede cultural factors analysis of Vietnam is given below.
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Figure: Hofstede cultural factors of Vietnam; Source: (Geert Hofstede, 2025)
Furniture demand also is influenced by housing patterns. A lot of the Vietnamese people living in urban areas reside in tiny apartments and space-saving furniture is very important. This trend is in line with IKEA's core product philosophy - compact, multipurpose design. But this concept of self-assembly furniture is still new to a lot of consumers in Vietnam, as furniture is more often sold in Vietnam as fully-assembled furniture. IKEA would require clear instructions, support from staff or the hire of an assembly service to assist customers to adapt to this format.
Transport practices make another challenge. In Vietnam, families are mainly using motorbikes as their means of transport, not private cars (Huu and Ngoc, 2021). Customers don't do the typical flat packed furniture model that IKEA uses, in which they carry the furniture home themselves. A solid home delivery service will probably be the factor to success in this market.
Consumers under 30 years of age, living in urban areas and who are educated are very interested in international brands and modern design (Verified Market Research, 2025). While the wider population's adoption process will be longer, this group is the most realistic early adopters for IKEA.
Vietnamese consumers highly use social media, especially younger generations, which has become a new trend in furniture and home decor in urban areas. This allows IKEA to market itself to potential customers without the pressure of having to open a physical outlet, as recommended later in this report.
In Vietnam, the preferences for the layout of the home are also influenced by the gift giving and hospitality practices. In keeping with the collectivist approach mentioned above (Hofstede et al., 2014), living rooms are often organized to accommodate visitors and extended family. Product ranges and in store room displays may have to be adapted to better show these hosting priorities, and the space saving features already adapted to smaller Vietnamese apartments.


[bookmark: _Toc236778479]Market Entry: Applying the Eclectic Paradigm
Dunning's eclectic paradigm, or OLI model, is a model that deals with the question of why and where firms invest in foreign countries (Dunning, 2001). It takes into account three sets of advantages. These are the three dimensions of ownership, location and internalisation. Adopting such a framework with a potential IKEA Vietnam entry provides a clearer picture of the factors and risks involved in the market entry process than a descriptive review.
[image: Eclectic Paradigm - What Is It, Dunning's OLI Framework, Example]
Figure: Eclectic Paradigm Source: (Gayatri Ailani, 2025)
[bookmark: _Toc234841538][bookmark: _Toc236778480]Ownership advantages
IKEA has significant ownership benefits. These are a globally recognised brand, a unique flat pack and self-assembly model, and a very efficient global supply chain (Bartlett and Ghoshal, 2002). The company also has a sound design capacity which enables production at low cost without compromising on style. These benefits also apply to Vietnam with only a few adaptations: the "low price" and "functional design" characteristics of the product are relevant to Vietnam's increasingly middle class and therefore still attractive.
IKEA's ownership advantage also is present on the retail side. Product range is the brand's competitive identity; it is not the showroom format, in-store restaurant and the guided customer journey (Burt et al., 2020). Even without taking price into account, this experiential advantage is more difficult to imitate immediately by local rivals, thus creating an even greater advantage for IKEA.
[bookmark: _Toc234841539]

[bookmark: _Toc236778481]Location advantages
Vietnam is easy to find. Among these are high rates of GDP growth, youthful population, urbanisation and better access to trade due to regional trade agreements (OECD 2025). In 2025 and 2026, GDP is expected to grow 6.2% and 6.0%, respectively, driven by domestic demand, while export demand is forecast to decline (OECD, 2025). But there are drawbacks to location. Some furniture categories from non-ASEAN countries are subject to high import duty which may increase landed cost of imported goods, unless there are trade agreement exemptions (Vu Nguyen Hanh, 2026). The infrastructure for large-format retail, which involves logistics networks and land close to major cities, is yet to be developed. All these contribute to Vietnam's appeal, although not as immediate as in Malaysia or Thailand.
[image: ]
Figure: Vietnam GDP Growth; Source: (OECD, 2025)
Further future cost reductions may be achieved if assembly or regional distribution is located in Vietnam or in one of the adjacent ASEAN countries. This will not be required initially, but once sales volume makes it a viable option, it will be considered.
[bookmark: _Toc234841540][bookmark: _Toc236778482]Internalisation advantages
Internalisation advantage relates to the directness or indirectness of the operation of IKEA. In general, Inter IKEA Systems safeguards its brand and concept by undertaking the complete IKEA Concept via license agreements with franchisees, instead of exporting or open licensing the IKEA Concept (Narula, 2010). This close control system is called a franchise which enables IKEA to maintain a consistent quality and design and reduces the risk incurred by the parent company.
In Vietnam, the internalisation model through a firm contractual relationship (franchise agreement) seems more appropriate than a 100 per cent subsidiary. This corresponds to the above-mentioned weak enforcement of IP rights, complexities in land leasing and the limitation of the Economic Needs Test to various outlets. These local legal and cultural barriers can be overcome on behalf of IKEA by a trusted local franchise partner, within the framework of a franchise contract, which maintains control over IKEA's concept, design and brand standards.
[bookmark: _Toc236778483]4. Entry Mode Strategy and Strategic Synthesis
[bookmark: _Toc234841542][bookmark: _Toc236778484]Historical Pattern Recognition
IKEA has adopted a number of different modes of entry. Franchising continues to be the preferred method. IKEA Concept and the trademark is owned by Inter IKEA Systems B.V. It franchises this concept to national franchisors in every country with a physical store, most notably the Ingka Group which runs most of the physical stores (Burt et al., 2020). This set-up allows IKEA to grow rapidly, but not necessarily absorb all of the risk financial burden of the expansion as a parent company.
However, IKEA cited local regulation as the reason for using joint ventures in some markets. Joint ventures were needed in the 1990s before local rules came into effect in China. Following this, IKEA eventually shifted its Chinese business towards complete ownership due to regulations (Chen, 2021). Unlocking foreign investment policies has enabled IKEA to enter India through a WOS (Wholly Owned Subsidiary) after years of restricted access to the market. Foreign investment rules have been changed in India, enabling IKEA in 2018 to gain access through a WOS (Wholly Owned Subsidiary).
Recently, IKEA has experimented with these markets with an online-only first, and then follows a physical retailer setup, a strategy in line with IKEA's overall strategy of gradual and careful expansion to new markets (Burt et al., 2020). It is a gradual transition from an indirect access to online sales, and then to full stores, which indicates their cautious and evidence-based approach to new and uncertain markets.
The one thing that remains consistent from almost every market is a feature. IKEA usually doesn't get in through the back door - simple export - and most of the time doesn't give an independent license without contracting a good deal of control over the concept (Narula, 2010). This balance is consistent, and indicates that IKEA's growth is more brand-driven and format-driven than it is fast and uncontrolled, despite the fact that a franchise partner oversees IKEA's daily operations.
[bookmark: _Toc234841543][bookmark: _Toc236778485]Strategic Fit and Justification
There are a number of common characteristics in Vietnam that are shared with markets that went in through a phased or franchise approach with IKEA. Some of these are legal constraints on several stores in a single area, building up infrastructure and the fact that IKEA's product mix is far more international than local price sensitivity.
In this context, a wholly owned subsidiary is more financially and politically risky. If IKEA entered without a partner, it would come with a host of issues that would fall on its own shoulders, including the negotiation of land leases, the Economic Needs Test process and the uncertainty about enforcing IP rights. Having full ownership also requires a significant investment before the demand of the local population is confirmed, as this requires a flagship store.
A better strategic fit could be a joint venture or a good franchise with a known retail group in Vietnam. Characterized by its existing shopping mall operator or retail conglomerate, a local partner is a business that already has an understanding of land lease processes, local supplier networks, and consumer behaviour. This helps to minimise operational risk and accelerate time to market. It also shields IKEA from the risk of a bad reputation that can happen as a result of their initial unsuccessful effort in Japan in the 1970s (Alenezi, 2019).
One of the trade-offs in this decision is the balance between control and flexibility. A joint venture paves the way to lower the direct influence on everyday activities and brand implementation. But IKEA can ensure it retains its original concept by imposing strong franchise agreements that encompass the layout, product assortment and pricing strategy. This is consistent with the internalisation advantage that was recognised in the eclectic paradigm analysis above.
The following steps are suggested for long term strategic fit: IKEA should start from an online shop, followed by a small format showroom/ planning studio in the Large city like Ho Chi Minh city or HaNoi. This helps to reduce capital risk, increase brand recognition and trial local delivery operations. As long as the demand and infrastructure allow for it, the same approach as in other emerging markets in Asia can be pursued: IKEA can negotiate a full franchise. This step-by-step strategy is designed to align with Vietnam's regulatory framework, which supports a slow and measured approach to investment rather than a fast direct approach, with a focus on risk management, investment volumes and potential long-term growth.
Along with this plan, there should be a gradual increase in resource commitment. Fixed costs are low during the early stages and consist of warehousing, a small showroom lease and a delivery partnership. Later stages would require much more investment in land lease, staffing and store fit out, when a full franchise store makes sense. The best way to proceed with resource allocation in the face of the uncertainties discussed in the political, legal and cultural analysis above is to ensure that the resources are matched to existing demand, and not used prematurely.


[bookmark: _Toc236778486]5. Conclusion and Recommendations
IKEA can be described as a transnational business company in which there is a central organizational system for designing and sourcing products, but there is also a component of adjusting the products to local markets. Vietnam has good economic growth, a growing middle class and enhancing access to trade, making it a promising market. But as with any other area of politics, law, and culture, one needs to take that cautious approach and not make a massive investment first.
The eclectic paradigm indicates that IKEA has many ownership advantages, which can be transferred to Vietnam, albeit with a certain degree of adjustment. The location advantages are good, but limited by infrastructure and import cost challenges. In view of current legal and enforcement uncertainty, the best way to achieve internalisation is by means of a franchising and/or a joint venture, not a wholly owned subsidiary.
Phased entry is the recommended entry mode. IKEA must start with an internet shopping site and a miniature format showroom, with a robust neighbourhood associate. This minimises capital risk, and allows to develop the market knowledge prior to bigger investments. After growth and infrastructure development, IKEA can escalate to a full network of franchise stores.
It is a method used by IKEA in other developing Asian countries, and is suitable for the current regulatory and cultural environment in Vietnam. It provides a realistic path to a sustainable and profitable market entry and at the same time safeguards the original idea of the brand and its long-term reputation in a promising, but still emerging market.


[bookmark: _Toc236778487]Section 2: Reflective Account
The Gibbs Reflective Cycle is a structured framework designed to guide individuals through the process of reflecting on experiences in a systematic way.
[image: ]
Figure: Gibbs' Reflective Cycle (Sellberg and Wiig, 2020)
[bookmark: _Toc234841546][bookmark: _Toc236778488]Description
For this assessment, I was asked to pick one multinational company and one target country where there was no significant presence of the company, and then analyse their international strategy and entry points. I selected IKEA and Vietnam. My starting point was the research into the history, ownership and global footprint of the IKEA with a focus on my home country of Sweden. I then analysed the economic and political context in Vietnam based on the most recent data from government and institutions. Guided by this factual foundation, I used academic models such as Bartlett and Ghoshal's model, and Dunning's eclectic paradigm to organise my analysis. Additionally, I conducted research on the Vietnamese legal landscape of foreign retail investment and factors which might influence the purchase of furniture. Finally, I used these findings to recommend a suitable entry mode, before writing this reflective account of the whole process.
[bookmark: _Toc234841547][bookmark: _Toc236778489]

Feelings
Initially, I was a little daunted by the amount of information I found out there about the international business environments. The Vietnam regulatory regime proved mysterious and complicated at first. I also didn't feel confident that IKEA was truly functioning in Vietnam, and that it was a country that did not have a significant presence. My confidence in my sources grew as I collected more. Once I knew how to clearly assign ownership, location, and internalisation factors to the problem, I felt gratified with the use of the OLI or Eclectic Paradigm framework. The entry mode section was the most fun because it allowed me to use theory and practical thinking with regard to risk and control. I also felt good about myself when the various frameworks started to complement each other; not to mention sitting in isolation.
[bookmark: _Toc234841548][bookmark: _Toc236778490]Evaluation
What worked best in this process was using more than one framework not only to build the framework, but to use it alongside other frameworks. Bartlett and Ghoshal's model provided a framework from which to begin to categorize IKEA's global approach. The eclectic paradigm then allowed me to see if it was economically viable in practice to have entered the market. These two models, coupled with the country analysis, prevented me from simply describing the report, as I would have to provide some reasoning for the significance of these factors in the context of IKEA and not foreign investment in general. One of the things I struggled with in my process was source management. There were numerous statistics about Vietnam's economy in recent years, but fewer peer reviewed academic articles that had a specific focus on Vietnam's retail sector. This involved some claims being based on economic reports, or quality news sources, instead of journal articles. I also observed that although my first drafts were pretty good in terms of describing the background, it did not always make it back to the point of IKEA's actual entry decision, which I needed to revise.
[bookmark: _Toc234841549][bookmark: _Toc236778491]Analysis
On reflection, I can see how this particular lack of academic writing might have arisen. Retail in Vietnam is rapidly changing, with academic publications lagging behind in reporting the economy or analysis of policy. This is a frequent difficulty in international business research, in which the real markets evolve quicker than mentioned in the literature. I managed the gap through the learning I have gained from the International Business Concepts module. I was reminded of the importance and legitimacy of lecture content on institutional theory, as indeed government reports and reputable economic organisations, like the OECD, are legitimate and often more up to date sources of emerging market analysis. This module also highlighted the need for not applying frames mechanically. I attempted to do this in the explanation to the students, explaining for each of the environmental factors why it is important specifically for my furniture company, and not for any other company entering any market. This was a more critical analysis than expected given the assessment, making very good use of the experimental method. By also using organisational level frameworks alongside country level frameworks, it also prevented me from addressing the topics of strategy and environment separately, enhancing the overall argument of the report. I also found that it was helpful to continually refer to the actual framework of IKEA, as it provided the theoretical sections with a concrete point of emphasis as opposed to just an abstract conversation.
[bookmark: _Toc234841550][bookmark: _Toc236778492]Conclusion
Overall, this task enhanced my theory-to-the-business-judgement combination, in general. I am now more confident of using entry mode theory in markets that I have never entered before. Also picked up some tips in choosing sources for fast-changing regulatory or economic issues. If I were to do this again, I would have started gathering sources earlier to be able to find more academic journal articles that specifically discussed retailing in Southeast Asia, and not so much economic/policy sources. I would also try to get a broader spectrum of opinion about the legal impediments on Vietnam, where at times the same issues were raised, but with less dissent.
[bookmark: _Toc234841551][bookmark: _Toc236778493]Action Plan
In future assignments, I will start off with a source list, creating it early and differentiate between academic journal and supporting website sources from the start. I will also apply more than one framework of analysis in some of my earlier research practices as this enriched my analysis in this assessment. Lastly, as this was the area that had the most difficulty, and I wish to build on this ability before my next international business assignment, I will ask for comments regarding linking the environmental factors to the implications of the firm.
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& Table 1. Growth has held up well
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