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1. Introduction
International business research delves into the critical choices made by companies as they expand beyond their national borders. Although these decisions may initially appear tactical, they are, in fact, strategic in nature, aimed at achieving superior performance in the global arena. Multinational enterprises (MNEs) operating in diverse social, political, and economic contexts necessitate complex and interwoven decision-making strategies (Srivastava and Dhir, 2022). These strategies are planned and functionalised based on various factors that consist of customer segmentation and external analysis of the international grounds. 
Philips is a purpose-driven company committed to enhancing people's health and well-being through meaningful innovation. Their ambitious goal is to positively impact 2.5 billion lives annually by 2030, with a particular focus on reaching 400 million individuals in underserved communities (Philips, 2023). As a technology-oriented company, Philips and its brand licensees firmly believe in continuously innovating to improve people's lives. Their dedication to finding solutions that make life better underscores their commitment to creating a positive impact on a global scale. 
The decision to expand into the UK comes as part of the company's ambitious growth plans and its recognition of the UK market's potential. The UK is known for its strong economy, diverse consumer base, and supportive business environment, making it an attractive destination for multinational companies seeking to tap into new markets and increase their global footprint. Phillips' expansion to the UK involves careful consideration of market research, competitor analysis, and an understanding of the regulatory landscape. The company aims to leverage its expertise in cutting-edge technology and innovation to cater to the evolving needs of British consumers and businesses. 
One of the primaries focuses of Phillips' expansion is likely to be its healthcare division. The UK has a robust healthcare system with a high demand for advanced medical technologies and solutions. Phillips' reputation for producing high-quality healthcare equipment and devices positions the company well to serve the UK's healthcare sector and improve patient outcomes (Philips, 2022). Additionally, the UK's strong emphasis on sustainable and energy-efficient solutions aligns with Phillips' commitment to environmental responsibility. The company's lighting division can leverage this demand for eco-friendly products, offering energy-efficient LED lighting solutions for various applications. 
As a result, in order to establish a strong strategic expansion, Philips has had the need to emphasise strongly on its international strategy depending on the various external environmental factors affecting their expansion strategy. This report will discuss Philips as the case company in order to establish a robust understanding of the various factors of internationalisation and its strategies. It will begin with a discussion about Philips and its preferred international strategy among the underlying three categories of geocentric, ethnocentric and polycentric. Further, the report will identify the various environmental factor that underpins the decision-making of the strategic movement and align their strategy with the various environmental factors. 
[bookmark: _sdudf4vopy5b][bookmark: _Toc140686397]2. Main Body
[bookmark: _nsef9caunj00][bookmark: _Toc140686398]2.1 Case Study Analysis
[bookmark: _8h243mabwosh][bookmark: _Toc140686399]Background of the company 
Philips is mainly a Dutch multinational corporation which was established in the year 1891 in the Netherlands. The founders of the company are Anton Philips and Gerard. Even though the organisation delivers its products worldwide, the headquarter of the company is in Amsterdam which is situated in the Netherlands (Stewart, 2023). It has been taken into consideration that the company is known worldwide for intellectual property as well as home appliances, Philips is even known for selling medical equipment as well (Philips, 2023). The company has constantly inspired its employees by giving recognitions and awards based on the performances so that the employees can improve in each aspect. 
One of the prime purposes of the company is to help people in improving their health as well as their well-being. The aim of the organisation is to improve the livelihood of almost 2.5 billion people by the end if the year 2030 which even involves 400 million of the underserved communities (Stewart, 2023). As it is a technology based organisation, it aims at innovating for the people so that they can consistently make their life better (Philips, 2021). Apart from that, the organisation has been successful in offering an inclusive workplace which is diverse as well where employees are respected and valued and are empowered in such a manner that can help the company to grow. From the last 130 years, with meaningful innovation, Phiolips has been serving people. 
[bookmark: _5n4jjdj1fnmt][bookmark: _Toc140686400]Financial performance  
As per the observation of Koninklijke Philips, the company has earned a massive amount of profit by the end of the first quarter of the year 2023, March 31. It has been reported that the sales of the company was 4167 million Euro in the first quarter of the year 2023. If compared with the sales of the previous month, it was 3918 million Euro and thus, it can be stated that the company has performed well in this current year (Philips, 2023). It has also been observed that in the year 2022, the company has been able to generate a revenue of approximately 17.83 billion which is one of the highest revenue of the organisation if compared from the year 2018 till the year 2022 (Philips, 2023). In the year 2022, in the month of September, the company successfully earned 18.722 billion which has declined from one year to the other by 18.35% (Koninklijke Philips NV (PHG), 2023). 

[image: ]
Figure 2.2.1: Financial growth of Philips
(Source: Philips, 2023)
The organisation has performed well in the market and has even been able to compete with various big companies of the industry. 42% of the global sales of Philips are generated from healthcare as the company operates its business globally. As per the report, the company has earned 14% of its annual income from the healthcare sector which is 5546 crore against that of 4883 crore (Philips, 2021). In the healthcare sector, Philips has to compete constantly with companies such as Siemens and GE Healthcare (Philips, 2023). In terms of performance, the firm has ranked 3rd in the context of Employee Net Promoter Score which is based on Comparably. Due to the sustainable growth of the firm, it is widely known across the globe. Philips is known for sustainable collaboration and for valuing its employees. The firm has become the first organisation in the health care sector that has the CO2 emission reduction target of its value chain (Philips, 2023). As the company operates with scientific based target initiatives, the organisation has been able to implement its strategic action plans effectively. 
[bookmark: _iw3oorc2rs5r][bookmark: _Toc140686401]International activities 
Philips is known for lighting, dictation of solutions, automotive, display of solutions and hearing solutions. The organisation tries to be keen in order to attract as well as develop talented candidates as their employees whenever the company feels that those employees share similar purposes (Koninklijke Philips NV (PHG), 2023). The firm tries to help in the growth of those employees and offers job positions as well. With the help of the usage of modern technologies, the organisation tries its best so that it can reach out and help people that are in need (Stewart, 2023). As the firm cares about the planet, through its corporate social responsibilities, Philips has been successful in reducing the emission of carbon dioxide as well as other greenhouse gases that are harmful for the environment. 
The organisation has even planned that it is going to expand its business in other parts of the world through various global market strategies so that it can reach the maximum number of people (Koninklijke Philips NV (PHG), 2023). Philips even makes sure that its employees are getting proper treatment when in need. In the future the firm made sure that people do not suffer from any kind of health issues so it made the future of healthcare fresh and prosperous. 
[bookmark: _z19yr1a8e8ue][bookmark: _Toc140686402]Competitor analysis 
The market is massive so even if new competitions try to enter into the market, they will never be able to compete with such a vast company like Philips that has gained recognition all over the world. On the other side of the coin, the company can get major threats from companies like LG Electronics North America as this company has a massive amount of loyal customer base (Stewart, 2023). However, even though Fitbit and Samsung are some of its biggest competitors, it can never exceed the firm in terms of their gross revenue. The products that the organisation offers spin-offs other competitors in terms of their quality and services (Philips, 2021). As this company has a loyal customer base, it is able to meet the expectations of its customers in an effective manner. 
Host country 
The host country of Philips is the United Kingdom, to be more precise, the organisation is planning to expand its market in the United Kingdom and make the local customers of the United Kingdom aware of the products and services that Philips offers (Philips, 2021). 

[bookmark: _7v6pgxd2l50z][bookmark: _Toc140686403]2.2 International Strategy 
[bookmark: _vx3jo992t9kw][bookmark: _Toc140686404]Ethnocentric Strategy
[bookmark: _ndt34wyegj9j][bookmark: _Toc140686405]Definition
A company from one nation manages its subsidiaries there using the same goods, services, and management methods as in its home country. This method is known as the ethnocentric strategy (Sengupta et al., 2022). The company may disregard regional preferences and cultural variations by uniformly adopting the superior domestic processes that it believes to be superior.
[bookmark: _sbxlbgm023is][bookmark: _Toc140686406]Functions
The ethnocentric method maintains a centralised and consistent approach throughout all global businesses. It helps the parent company to exercise control over international subsidiaries, ensuring adherence to the core values, culture, and operating procedures of the company. However, the technique could make it harder to adapt to local cultures, preferences, and legal systems, which might make the market less responsive (Dobrowolski et al., 2020). This strategy promotes a consistent company identity, it may lead to missed opportunities and make it difficult to understand and successfully address the diverse needs of international markets.
[bookmark: _62mqdcyagg7x][bookmark: _Toc140686407]Example 
A multinational corporation from the USA managing its international subsidiaries utilising the same managerial practises, organisational structure, and goods on offer as in its home country is an instance of an ethnocentric approach since it assumes that its domestic method is inherently superior (Zdravkovic et al., 2022).
[bookmark: _lj1l36bq81rg][bookmark: _Toc140686408]Advantages and Disadvantages
Advantages:
· maintains consistency in management practises, organisational values, and corporate culture across all foreign operations.
·  allows for improved utilisation of resources and decision-making by giving the parent company more control over its international subsidiaries..
Disadvantages: 
· Overlooks cultural differences, which could cause misunderstanding and make it challenging to adapt to local customs and preferences.
· Rigidity in responding to shifting consumer demands and emerging trends in global markets.
[bookmark: _c2xoels6a13e][bookmark: _Toc140686409]Polycentric Strategy
[bookmark: _8d6o1lh21tc7][bookmark: _Toc140686410]Definition
With the polycentric method, an organisation can tailor its offerings, marketing campaigns, and internal processes to the particular needs and preferences of each market it targets (Guan et al., 2022). Decentralisation is extensively promoted, and it provides its foreign subsidiaries with a great deal of discretion in making decisions. The objective of this approach is to adapt operations to local interpersonal, governmental, and customer demands while taking into account the diversity of international markets.
[bookmark: _e7vi9y9kj3om][bookmark: _Toc140686411]Functions
With the use of decentralised decision-making for overseas subsidiaries, the polycentric strategy can tailor products, marketing tactics, and management procedures to local market demands and cultural differences, improving responsiveness and market placement (Qi et al., 2020)
[bookmark: _g6gwuwpkux8a][bookmark: _Toc140686412]Example
One of the best examples of a polycentric strategy is a multinational fast-food chain that adapts its food offerings and marketing to suit regional preferences and customs in several countries (Park et al., 2020). This enables each subsidiary to decide independently depending on the particular needs of the market at hand.
[bookmark: _kveps7vdesgc][bookmark: _Toc140686413]Advantages and Disadvantages
Advantages
· To better service and draw clients, local tastes may be catered to.
· Decentralised decision-making offers quick responses to fresh trends and local market conditions.
Disadvantages
· Diverse practises could lead to an inconsistent business identity and operational challenges.
·  Repeating product development, marketing, and research & development efforts for every market may get pricey.
[bookmark: _4szozhcdh7j2][bookmark: _Toc140686414]Geocentric Strategy
[bookmark: _iswzyv86sedx][bookmark: _Toc140686415]Definition
The geocentric strategy is an approach to international company that strives to integrate global operations and resources (Kehm et al., 2022). It prioritises locating the best talent worldwide, regardless of nationality, and practises and promotes an integrated company culture that maximises success, creativity, and adaptability to regional market needs.
[bookmark: _jct5f2vpyrnm][bookmark: _Toc140686416]Function
The geocentric strategy uses the best people and techniques from around the world to create a business that is seamless and integrated on a global scale. It lays a high focus on collaboration, information sharing, and global synergies in order to create a cohesive business environment that brings together global effectiveness with regional responsiveness and maximises profitability and adaptability in a range of markets (Calderón et al., 2019).
[bookmark: _gjr2xecjz2tl][bookmark: _Toc140686417]Example
The geocentric strategy is exemplified by a global technology company that works with the best employees, regardless of their country of origin, and collaborates on projects across various countries. The company develops a shared corporate culture to foster creativity, efficiency, and market responsiveness on a worldwide scale.
[bookmark: _g9jnzp2ibm2c][bookmark: _Toc140686418]Advantages and Disadvantages
Advantages
· Innovation and competitiveness are boosted by the global appeal of talent.
· Working in teams results in the application of a range of information, which generates creative ideas and improved performance.
Disadvantages
· Hiring global talent may involve challenging immigration and visa issues.
· Working together and communicating may be challenging when managing multiple teams.
[image: ]
[bookmark: _1vww9kjtk4lc]Figure 1: Different types of International Strategy
[bookmark: _75lqdm1lnl1y][bookmark: _Toc140686419]2.3 Application of the Strategy to the Case study
According to Huang et al., (2020), the corporation employs nationals of the candidates' native countries to fill positions all across the world employing an ethnocentric hiring strategy. Even though Philips had an ethnocentric viewpoint, it's possible that they offered identical services and products in the UK in the hopes that British consumers would tolerate them on a par with their domestic market offerings (Ogunsiji et al., 2022). This might include goods that have already been successful in the nation where the business is based, such as consumer electronics, home appliances, and medical equipment. Philips may only need to make minor adjustments to its product, promotion, and communication tactics when it enters the UK market if it adopts an ethnocentric strategy (Bakti et al., 2020). It can entail employing the same public relations tactics, packaging concepts, and advertising techniques that were effective in their own nation. It was likely that individuals not from the nation of the organization's origin held important positions of management in the UK company (Pawar et al., 2020). To guarantee that the corporate atmosphere and values of the concerned business are upheld in the overseas subsidiary, this is done. 
It was possible that the ethnocentric strategy will give the UK subsidiary little leeway. Corporate headquarters may make crucial choices, leaving the subsidiary with less leeway to adapt to changing market conditions or client preferences (Dekhili et al., 2021). An ethnocentric strategy could lead to cultural barriers in the UK market. Misunderstandings or misunderstandings of regional conventions, preferences, or market trends may limit the company's ability to satisfy the needs of British clients.  Philips fails to adequately adapt to the local market, it may miss out on opportunities to benefit from specific trends, preferences, or technological advancements in the UK (Costa et al., 2023). Competitors in the area that are more knowledgeable about the market can be ahead.  If other multinational companies or local competitors adopt a more locally focused or polycentric strategy that prioritises local customization and responsiveness, they may gain an advantage in the UK market.
In order to sum up, Philips' ethnocentric approach in the UK would require few adjustments, identical goods, and little autonomy for locals. While this approach may have certain advantages in terms of consistency and alignment with the organization's worldwide aim, it might also make it challenging to recognise and satisfy the particular needs of the UK market.
[image: ]
[bookmark: _u7ev4mapszzw]Figure 2: Philips marketing growth
(Source: Karthikeyan, 2023)

[bookmark: _upo4o9yyarvv][bookmark: _Toc140686420]2.4 Contextual Factors
Amidst a dynamic global landscape, characterised by the influence of globalisation on consumer behaviour and constant market fluctuations, strategic agility stands out as a crucial determinant of success for international companies (Shams et al., 2021).  Hence, in order to strategise the internationalisation of a business, there are various frameworks that determine several contextual factors that are essential for international expansion. Following the PESTLE Analysis, the contextual factors determined from the framework are “political”, “environmental”, “social”, “technological”, “legal” and “environmental” factors. Each of these factors defines individual units like political stability, environmental sustainability, technological adaptability, economic competence and many more for an informed expansion in the host country. 
Political
Political stability in the UK is undoubtedly an advantage for businesses looking to expand into the electronics industry. According to the political stability indicator as shown in the Figure below, the average score for the United Kingdom was 0.48 points (The Global Economy, 2023). The lowest value observed was 0.08 points in 2018, while the highest recorded value was 1.03 points in 2000. As of the latest data from 2021, the score stands at 0.54 points (The Global Economy, 2023). This indicates a relatively stable political influence which initiates greater opportunities for the expansion of organisations in the UK. 
[image: ]
Figure 2.4.1: Political Stability in the UK
(Source: The Global Economy, 2023)
However, it's crucial to recognise that political landscapes can change rapidly, and uncertainty may arise due to factors such as Brexit or shifts in government policies. The UK's exit from the EU has caused significant and lasting uncertainty, leading to a notable decrease in investment by approximately 11% compared to what it would have been otherwise (Bloom et al., 2019). Additionally, the Brexit process has resulted in a decline in UK productivity ranging from 2% to 5% over the three years following the referendum (Bloom et al., 2019). Further, the UK is facing challenges in adapting to new paperwork and software systems post-Brexit, leaving British businesses on the sidelines (McCarthy, 2021). As shown in Figure 2.4.2, Northern Ireland, with special trade provisions, has a relatively better situation, while Gibraltar is working towards a new treaty with similar trading provisions to Northern Ireland.
[image: ]
Figure 2.4.2: UK Trade agreements post Brexit
(Source: McCarthy, 2021)
Moreover, the UK's political stability is not without challenges. Geopolitical tensions, both regionally and globally, can create uncertainties in the international trade environment (Depledg et al., 2019). Companies expanding to the UK need to be aware of the potential repercussions of political conflicts or trade disputes, which could disrupt supply chains and impact their business operations. 
Economic
While the UK boasts a strong and diverse economy, businesses seeking expansion in the electronics industry must be mindful of economic fluctuations and market dynamics. In May 2023, the monthly “real gross domestic product (GDP)” for the UK experienced a decline of approximately 0.1%, following a growth of 0.2% in April 2023, which remained unchanged from the previous report (Office for National Statistics, 2023). When looking at a broader timeframe, the GDP exhibited a stable and still position during the three months leading up to May 2023. The main contributing factor to the May 2023 GDP decline was the production output, which fell by 0.6%, and the construction sector also experienced a decrease of 0.2% (Office for National Statistics, 2023). As understood from Figure 2.4.3, the decline in the GDP results in a declined supply chain management and availability of resources and suppliers in the country for international business. 
[image: ]
Figure 2.4.3: GDP Index for the UK
(Source: Office for National Statistics, 2023)
The decline in GDP has resulted in an increased inflation rate in the UK which provides a negative impact on companies expanding in the UK. Figure 2.4.4 shows, in the 12 months leading up to June 2023, there was a 7.9% increase in the Consumer Prices Index (CPI), showing a decrease from the 8.7% rise observed in May (Office for National Statistics, 2023a). Increasing expectations of inflation should result in reduced “real interest rates”, thereby stimulating higher spending by businesses and households (Rondinelli and Zizza, 2020). This will result in a shift in consumer buying behaviour which produces a shift for businesses to grow their opportunities in the UK industries. 
[image: ]
Figure 2.4.4: Inflation Rates in the UK
(Source: Office for National Statistics, 2023a)
However, the electricals market in the UK achieved a total value of GBP 24.1 billion in 2021 (The Global Data, 2023). Hence, this demonstrates a positive market for Philips as it operates solely in the electrical industry if the other factors are considered and strategised accordingly. 
Social 
Currently, the UK population is approximately 67.76 million with a growing movement as per the indicator (Worldometers, 2023). This develops opportunities for organisations like Philips who operate in the electric industry, as with the growing population, there will also be a significant growth in the demand for electric supplies. Electric supplies are the most common requirement for offices, schools, and households. 
[image: ]
Figure 2.4.5: Population of the UK
(Source: Worldometers, 2023)
Due to the increasing demand, the projected revenue for the industry in 2022 is approximately 14 billion Pounds (Statista Industry Report, 2023). In 2021, the subindustry specializing in the "Manufacture of electric motors, generators, transformers, and electricity distribution and control apparatus" experienced growth of 0.4%, which was slower compared to the overall industry's average growth rate (Statista Industry Report, 2023). The electronics sector is highly competitive, and companies need to stay ahead of economic trends and consumer behaviour to remain successful. 
Lastly, consumer behaviour in the UK has massively moved towards the sustainability of the environment and resources (Hardcastle, 2021). The emphasis on sustainability and environmental consciousness can be both an opportunity and a challenge for the electronics industry. While eco-friendly and energy-efficient products are gaining popularity, implementing such features may require significant investment in research and development. Moreover, meeting stringent environmental regulations may add to production costs, impacting product pricing and competitiveness. 
[bookmark: _ofr3iysxhwet][bookmark: _Toc140686421]2.5. Comparing the strategies
The strategy needs to be brought under direct competition in order to ensure that Philips gets a proper overview of the particular strategy that can be implemented and inaugurated into the company operations for induction into international business (Areiza-Padilla and Cervera-Taulet, 2023). This is the reason as to why comparison needs to be brought about these particular three distinctive strategies on the account of the definition functions and their benefits and disadvantages. This will not only help the company to distinguish the best possible International strategy which needs to be implemented but will also deal with the risk averting factors that can only be culminated if the most effective strategy is considered. Therefore the three strategies comparison on the basis of their aspect as a whole is explained below in a detailed manner:
[bookmark: _hhfqssy5qe58][bookmark: _Toc140686422]Comparison based on definition 
Ethnocentric strategy is seen to bear along a constant approach as far as inducing operations all over the globe is concerned. This particular strategy makes it certain that proper control is exercised by the parent company on all international subsidiaries by abiding with the international culture and values (Ramadania et al., 2023). On the other hand, polycentric strategy focuses on the particular requirements of the international market where the parent company is trying to either enter or focus upon (Pain et al., 2023). This strategy offers significant benefits to its international subsidiaries by offering them rightful laws and principal in order to make most of the decisions associated with the company expansion and business. Last but not the least geocentric strategy always tries to incorporate largely with the global resources and operations (Kant  et al., 2023). This particular strategy tries to locate and hire global talent irrespective of their practices and nationality which in turn helps a company to maximise or enhance their adaptability, success and last but not the least creativity on the basis of their marketing needs. These strategies that have been discussed on the basis of the definition quite well signifies the level of distinctness each holds against the other. 
Definition wise, if the three strategies need to be compared then it can be suggested that as to what global business orientation is concerned, geocentric strategy is found to be immensely cooperative in nature. This particular strategy can significantly help in using proper benefits of the global grounds based on which an international marketing policy can be designed (Panou and Korakitis, 2023). This strategy when compared with that of the rest of the two strategies suggest quite precisely that as Phillips is trying to expand its business on the international grounds this particular strategy is going to help it out on a proficient basis by keeping the parent company in sync with the International requirements. 
[bookmark: _42grfgv0wizc][bookmark: _Toc140686423]Comparison based on function
Ethnocentric strategies, when implemented, find it immensely difficult in order to comply with the local values and approaches of the international market where the company is showing to enter or has started its operations (Areiza-Padilla and Cervera-Taulet, 2023). This particular strategy does not allow the entire market to act in a responsive manner because of the faults that are existing all around it. This strategy with its specific approach and refusal to integrate with the local culture and values majority of the time leads to missed opportunities, which can severely hamper not only the reputation of the parent company but can also bring monetary damages to the strategist (De Yusa et al., 2023). Polycentric strategy on the other hand, is quite opposite to the foremost strategy by initiating that an improved responsiveness is triggered towards the local market so that a proper understanding between the company culture and the local area can be ensured (Gatignon and Capron, 2023). This strategy is found to be immensely collaborative with that of the existing local cultures which helps a parent company to gain the local advantages to a great extent (Jordan et al.,  2023). This quite well denotes the way through which an overall basis of asserting proper areas of marketing culture is found out to be an advanced one as far as polycentric strategy and its implementation is concentrated. 
Geocentric strategy is  to integrate seamless experience by ensuring that advanced techniques are well implemented from all over the world so that global business can be initiated. This particular strategy can be considered to be an advantageous one with reasons accounting the fact that it emphasises largely on sharing information on a global note by integrating proper team collaboration which incorporates both local and international skilled workers and last but not the least all aspects of global synergies are brought into functioning (Zhang and Mu, 2023). On the basis of the comparison that has been initiated about the three strategies on the basis of the function, it can be well suggested that geocentric strategy is found out to be the most proficient one (Li and Pilz, 2023). The reason for suggesting this particular fact or reasoning is the function and description of the geocentric strategy which completely suggest that as far as international business is concerned, it does favours global scale and seamless experience. This fact alone makes this particular strategy stand out from the rest when compared with that of the polycentric and ethnocentric strategies. 
In this regard, although detailed discussion about the three strategies on the basis of the definition and function have been initiated, a picture illustration of the same will help in getting proper acknowledgement of the distinct existing among the three. Therefore the distinctive are presented below in the form of a table:

	Comparison among ethnocentric, polycentric, and geocentric strategy

	Ethnocentric
	Polycentric
	Geocentric

	· Definition: It focuses on the operations and work culture of a parent company (De Yusa et al., 2023)
	· It significantly emphasises on the local needs of an international market (Gatignon and Capron, 2023)
	· It suggestively focuses on globalised approach in ensuring international business (Li and Pilz, 2023)

	· Function: It restricts itself and the skills of the parent company (De Yusa et al., 2023)
	· It significantly ensures to focus only on the specific area of marketing needs (Gatignon and Capron, 2023)
	· It offers a globalised approach on an overall basis (Li and Pilz, 2023)



Table 1: Comparison of strategies
Therefore, on the basis of these comparisons, Philips should choose geocentric strategy suggestively, in order to expand its business internationally. 

[bookmark: _t6b9fspezwmi][bookmark: _Toc140686424]Conclusion
The analysis of the case study regarding international strategies for expansion reveals that different approaches can be adopted by companies depending on their objectives and market conditions. The ethnocentric strategy involves managing subsidiaries in foreign countries using the same goods, services, and management methods as in the home country. This approach promotes consistency and control but may hinder adaptation to local cultures and preferences. The polycentric strategy, on the other hand, allows tailoring products and marketing to specific market needs, providing better responsiveness, but it can lead to inconsistency and duplication of efforts. The geocentric strategy integrates global operations and resources, maximizing creativity and adaptability, but may face challenges in hiring and communication.
Applying the ethnocentric strategy to the case study of Philips, the company employs nationals from the host countries for global positions, offering identical products and services as in its home country. While this approach may result in consistency and a unified corporate culture, it might limit the company's ability to recognise and fulfil the unique needs of the UK market. The uncertainty caused by events like Brexit and the need to adapt to local customs and trends could pose challenges to Philips' expansion.
Considering contextual factors, the UK's political stability offers an advantage for expansion, but geopolitical tensions and shifts in government policies should be monitored. The economic landscape, characterized by fluctuations in GDP and inflation rates, may impact market conditions and consumer behaviour. The growing UK population provides opportunities for the electrical industry, but meeting sustainability demands could require substantial investment in research and development.
In conclusion, the international strategy a company chooses must align with its objectives, market conditions, and adaptability to local cultures and preferences. Philips' ethnocentric approach may provide consistency, but it needs to be aware of the challenges posed by Brexit and changing market dynamics in the UK. To succeed in the global landscape, companies need to be strategically agile, considering the political, economic, social, technological, legal, and environmental factors of the host country. Adapting to evolving consumer behaviour and environmental consciousness will be essential for companies to thrive in the competitive electronics industry.
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