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[bookmark: _Toc237359659]SECTION 1 
[bookmark: _Toc237359660]1. Organisational Classification and Global Strategy
IKEA is a Swedish multinational corporation established in 1943 by Ingvar Kamprad and it is recognised to be one of the world’s largest home furnishing retailers. The organisation offers functional, affordable, home accessories and sustainable furniture through a standardised international business model (). The organisation is going to enter Vietnam to open its new business. It successfully operates in more than 60 markets, and integrates cost leadership with product innovation and efficient supply chain management in the context of generating competitive advantage while adapting selected offerings for meeting local consumer preferences. The vision of the organisation is to generate a better everyday life for several people and the business idea is to offer a wide range of well designed, functional home furnishing products at prices so low that as few people as possible will be able to afford them (ikea.com, 2026).
[bookmark: _Toc237359661]Strategic Categorisation
The Bartlett and Ghoshal Model is defined as a global strategy framework which classifies multinational organisations in terms of their balance between global integration and local responsiveness. Bartlett and Ghoshal’s model depicts that MNCs can adopt four significant strategies such as international, multinational, global and transnational strategies (Jiang et al. 2023). IKEA is classified within a transactional strategy as it integrates international integration with local responsiveness. This company has achieved its global integration based on centralised brand management, standardised product designs and globally coordinated supply chains. Such activities have enabled the organisation to decrease manufacturing costs, achieve economies of scale, increase gross profits and maintain brand identity within countries. IKEA’s global gross profit rose to around 14.4 billion euros in 2025 from the previous year (Statista, 2026). The international approach assists the organisation’s cost leadership strategy and allows customers to access its affordable furniture worldwide. 
[image: ]
Figure 1: IKEA’s gross profit
(Source: Statista, 2026)
IKEA also illustrates local responsiveness based on the adaptation of selected services and products regarding regional requirements. For instance, product sizes, future-minute designs and store layouts would be modified through local consumer demands and housing conditions. Such flexibility is significant for Vietnam in which urban consumers need compact furniture solutions in the context of smaller living spaces. Transnational strategy often creates challenges to manage the balance between standardisation and adaptation (Adikwu et al. 2023). Higher international standardisation may reduce IKEA’s ability in responding proactively towards cultural and economic differences. Hence, the company should maintain its efficiency to ensure that its operations in Vietnam highlight local customer preferences. 
[bookmark: _Toc237359662]Global Configuration 
International operations of IKEA are formed based on the global value chain involving product sourcing, design, production partnerships, retail activities and logistics within various regions to provide competitive advantage. One of the key sources is the global sourcing network which provides effective value to IKEA. Based on the collaboration with suppliers based on multiple countries, the company benefits towards decreased manufacturing costs and large-scale buying power. Global presence of the company aids innovation and knowledge transfer. Operating business in a diverse market can allow businesses to realise changing consumer behaviour and innovate products appropriate for various lifestyles (Suherlan and Okombo, 2023). Gained knowledge based on Asian markets would assist adaptation of IKEA towards Vietnam, mainly affordable home solutions and space-efficient furniture. Although IKEA’s global configuration may create issues such as supply chain disruptions, and rising competition from local and online furniture retailers. In this case, successful expansion across Vietnam needs the company to integrate its existing global capabilities with local market adaptation.
IKEA’s global strategy has created a competitive edge based on brand strength, innovation and supply chain expertise. These capabilities offer the company strong ownership benefits to enter Vietnam. The organisation should carefully adjust pricing, customer experience and product design in achieving sustainable growth in the Vietnamese market. 
[bookmark: _Toc237359663]2. Macro-Environmental Appraisal and Market Attractiveness
PESTLE analysis is significant as it helps organisations to spot external risks, find new market openings and create smart long-term plans by looking at political, social, economic technological, legal and environmental trends. In this study, the organisation is going to enter Vietnam as a host country, therefore PESTLE analysis of Vietnam will be comprehensive for the firm to analyse its market for expanding. 
[bookmark: _Toc237359664]Political Environment
The political environment of Vietnam represents both opportunities as well as challenges for IKEA’s proposed market entry. It has been found that the country operates under a single party socialist political system led by the Communist Party of Vietnam (CPV), providing long term policy and political stability continuity (vietnam.gov.vn, 2026). Unlike several emerging economies, it has experienced repeated government changes. The country has maintained a relatively stable investment climate that supports long term foreign business operations. This effective stability has comprehensively contributed to attracting multinational corporations, especially within retail and manufacturing sectors. Along with that, the government of Vietnam actively encourages foreign direct investment through infrastructure development, investment reforms and free trade agreements. In accordance with the World Bank, the economy of Vietnam is projected to grow by 6.8% in 2025, while yearly disbursed FDI is expected to remain around US$25 billion, reflecting uncertainty of sustained investor confidence despite global economic growth (worldbank.org, 2026). Growth-enhancing public investment, especially in urban, transport, and energy infrastructure will be critical, provided the authorities can both scale it up and ensure that spending is efficient. 
The government of the country has also prioritised public investment and administrative reforms for reinforcing economic competitiveness and improving the business environment. Participation of Vietnam in major global trade agreements including Comprehensive and Progressive Agreement for Trans-Pacific Partnership (CPTPP), the Regional Comprehensive Economic Partnership (RCEP) and the EU–Vietnam Free Trade Agreement (EVFTA) further reinforce its attractiveness for global retailers (trade.gov, 2026). These agreements decrease trade barriers, improve access of the market and facilitate cross border supply chain combination, aligning well with IKEA’s internationally combined sourcing strategy. 
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Figure 2: Vietnam-CPTPP Trade Turnover
(Source: vietnamexportdata.com, 2026)
Nevertheless, political risks remain as though the country offers policy consistency, administrative procedures can often delay investment approvals and regular decision making remains highly centralised. Moreover, relative low rankings on international governance indicators of the country demonstrate counting censors about bureaucratic efficiency and transparency. These institutional limitations may maximise compliance costs and extend the timeline to establish wholly owned retail operations. From the perspective of IKEA, the advantages outweighs the risks as the extensive experience operating in regulated international markets of the organisation enables it to manage complex governmental requirements effectively. Furthermore, stable political climate, reinvestment policies and expanding global economic integration of Vietnam will provide favourable conditions for establishing long term retail operations. However, the organisation must maintain strong relationships with government authorities as well as local stakeholders to decrease regulatory uncertainty and facilitate smoother market entry. 
[bookmark: _Toc237359665]Economic environment 
Strong macroeconomic performance of Vietnam represents one of the most comprehensive drivers supporting the proposed expansion of IKEA. It has become one of Southeast Asia’s fastest growing economies driven by export-oriented industrialisation, rising household incomes and sustained foreign investment. The World Bank said the country saw 8.0% real GDP growth in 2025, with economic growth expected to stay strong at 6.8% in 2025. At the same time, GDP was close to US$476.4 billion in 2024 and GDP per capita peaked at close to US$4,717, a sign of growth in purchasing power and the emergence of a bigger middle-income customer segment. 
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Figure 3: Economic condition of Vietnam
(Source: data.worldbank.org, 2026)
In the case of IKEA, rising disposable incomes are especially significant as furniture purchasing generally maximises alongside improvement in living standards and ownership of home. Rapid urbanisation of the country has accelerated demand for modern residential developments, home improvement products and apartments, generating favourable conditions for affordable furniture retailers (worldbank.org, 2026). Along with that, the World Bank also projects that domestic consumption as well as service sector activities will continue reinforcing as the property market gradually recovers, providing additional opportunities for IKEA’s low cost, functional home furnishing concept. FDI (Foreign Direct Investment) has become another major indicator of Vietnam’s economic attractiveness. It has been estimated by the World Bank that yearly disbursed FDI will remain around US$25 billion, demonstrating Viet Nam’s continued appeal to global investors (worldbank.org, 2026). Maximised public investment and an accelerated recovery in the real estate market, thanks to faster project clearance, could support demand domestically and partially offset external risks. The country has successfully attracted multinational corporations such as LG, LEGO, Samsung and Intel through competitive labour costs, favourable investment policies and improving infrastructure (vietnam-briefing.com, 2026). These effective investments have reinforced manufacturing capability, supplier ecosystems and logistics networks, all of which complete global sourcing of IKEA and distribution strategy. The existence of well-developed manufacturing clusters also offers opportunities for the organisation to increase local sourcing, reducing transportation costs and enhancing supply chain resilience.
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Figure 4: Vietnam's Total Registered vs. Disbursed FDI
(Source: vietnam-briefing.com, 2026) 
Moderate inflation rate enables IKEA to maintain competitive pricing without experiencing severe cost volatility, whereas low unemployment reflects strong economic activity and maximising household purchasing power. Moreover, Macroeconomic stability supports investment decisions as customer price inflation remained nearly 3.6% in 2024, while unemployment was only 1.5% in 2025, demonstrating a relatively stable labour market in comparison with several emerging economies (worldbank.org, 2026). Therefore, it can be stated that sustained GDP growth, expanding urban populations, stable inflation, continued FDI inflows and increasing household incomes collectively enhance market attractiveness for IKEA. 
[bookmark: _Toc237359666]Social environment 
The social environment of Vietnam provides favourable conditions for IKEA due to its young population, rapid urbanisation, changing lifestyle of customers and expanding middle class. According to the World Bank, the population of the country exceeded 101 million, creating it one of the latest consumer markets of Southeast Asia (worldbank.org, 2026). Nearly 40% of the population is under 35 years of age, generating a comprehensive customer base with maximising demand for modern, functional and affordable home furnishing. Younger consumers are generally more receptive to global brands and contemporary interior designs that align with IKEA’s value proposition. Along with that, urbanisation has become another major driver of furniture demand. As per the data of World Bank, nearly 39% of Vietnam's population now lives in urban areas with cities such as Hanoi, Da Nang and Ho Chi Minh City, experiencing continuous development of residential (worldbank.org, 2026). 
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Figure 5: Social conditions of Vietnam 
(Source: data.worldbank.org, 2026)
Behaviour of customers has also evolved comprehensively because of rising education level and greater exposure to global lifestyles through digital media. Customers of Vietnam increasingly prioritise quality of product sustainability, convenience and modern design instead of purchasing solely on price (Ngo et al. 2024). Therefore, it can be stated that this transition will support brand positioning of IKEA that combines affordability with environmentally responsible products and Scandinavian design. Along with that IKEA must adopt a selective localisation strategy through incorporating Vietnamese lifestyle preferences into showroom layouts, product assortments and designs of rooms while maintaining its international brand identity. 
[bookmark: _Toc237359667]Technological environment 
The technological environment of Vietnam has developed quickly over the past decade, generating favourable conditions for global retailers. The National Digital Transformation Programme of the government aims to establish a digital economy that contributes nearly 30% of national GDP by 2030 through investment in smart technologies, e-commerce development and infrastructure (baochinhphu.vn, 2026). These effective initiatives have comprehensively improved internet connectivity, systems of digital patent and logistics networks, enabling organisations to operate more efficiently. Along with that the internet penetration in the country reached nearly 79% of the population in early 2025, representing 80 million internet users and 78 million social media users (datareportal.com, 2026). Thus, this widespread use of digital platforms, smart phones has transformed the purchasing behaviour of customers with online shopping becoming increasingly popular among urban households. 
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Figure 6: Mobile Subscribers over time 
(Source: datareportal.com, 2026)
Based on the analysis, it can be stated that IKEA can leverage these digital trends through combining its omnichannel retail strategy, allowing consumers to browse products online, use virtual room-planning tools and access home delivery services alongside physical retail stores. The e-commerce sector of Vietnam has also experienced remarkable expansion. In accordance with e-Conomy SEA Report, the country remains one of the fastest growing digital economies of Southeast Asia, supported by maximising online retail sales and widespread adoption of electronic payment systems. This environment will complement the digital business model of IKEA that combines physical stores with online platforms to improve consumer convenience and operational efficiency. Therefore, the rapidly developing technological ecosystems of the country provide substantial opportunities for IKEA to reinforce customer engagement, support long term omnichannel retail growth and improve efficiency of the supply chain. 
[bookmark: _Toc237359668]Legal Environment 
The legal environment of Vietnam has become increasingly supportive of foreign direct investment through continuous regulatory reforms and global trade integration. The government of the country has modernised its investment framework through implementation of the Law on Investment 2020 and the Law on Enterprises 2020 that simplify registration procedure of businesses, promote equal treatment for foreign and domestic enterprises and improve investor protection (unctad.org, 2026). Participation of Vietnam in major global trade agreements such as EVFTA, RCEP and CPTPP further enhances the legal attractiveness of the country. These agreements decrease tariffs, reinforce legal certainty and improve market access through transparent trade regulation and mechanism of investment protection. In the context of IKEA, these agreements facilitate the import of furniture products, decrease supply chain costs and generate opportunities for integrating Vietnam into its international sourcing network. Along with that, stronger IP protection is especially significant for IKEA as the competitive advantage of the company relies on its unique design of products, innovative retail concepts and trademarks. However, the cybersecurity law of Vietnam has impossible obligations about data storage and digital operations that global retailers must carefully manage. Therefore, collaboration with experienced legal advisers, maintenance of regulatory compliance and engagement proactively with Vietnamese government agencies would decrease legal uncertainty and support effective entry to the market. 
[bookmark: _Toc237359669]Environmental factors 
Sustainability regarding the environment has become an increasingly significant factor influencing foreign investment decisions in Vietnam. According to the World Bank, climate-related risks could decrease Vietnam's gross domestic product by nearly 12–14% by 2050 if effective adaptation measures are not implemented (Worldbank.org, 2026). The government of the country has reinforced environmental regulations and committed to achieving net zero carbon emissions by 2050. These regulations will align closely with the long term sustainability strategy of IKEA that focuses on decreasing carbon emissions, increasing renewable energy use and promoting circular business models. Therefore, Vietnam represents an attractive long-term destination for expansion strategy of IKEA and supports the company's objective of reinforcing its presence within Southeast Asia.
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Figure 7: Environmental conditions of Vietnam 
(Source: data.worldbank.org, 2026)
[bookmark: _Toc237359670]Application of Dunning's Eclectic Paradigm (OLI Framework)
Dunning's Eclectic Paradigm (OLI Framework) generally provides a significant approach for evaluating whether a multinational corporation must expand into a foreign market through foreign direct investment. The mentioned framework mainly suggests that global expansion is successful when an organisation possesses ownership (O), location (L) and internationalisation (I) advantages that collectively generate sustainable competitive benefits (Ashiru and Oni, 2022). Application of this framework demonstrates that Vietnam represents a strategically appropriate market for IKEA as the organisation possesses strong ownership advantages. The country offers attractive location-specific benefits and internationalisation provides greater long-term value instead of alternative market entry arrangements. 
Ownership advantages (O)
Ownership advantages are referred to as the unique resources and capabilities that help to differentiate a multinational organisation from domestic competitors. IKEA effectively possesses several strategic assets that support successful global expansion. The organisation has developed one of the globe’s strongest furniture grids, recognised for its affordable pricing, sustainable business practices, functional products and Scandinavian design. In accordance with the Inter IKEA Group Annual Report (2025), the company operates in more than 480 stores over 60 markets, serving hundreds of millions of consumers yearly and announces total revenues of EUR 26.3 billion for financial year 2025 (inter.ikea.com, 2026). This extensive global experience enables the organisation to transfer managerial knowledge, efficient retail systems and operational expertise into new markets. Another significant ownership advantage of IKEA is its highly combined international supply chain. The organisation collaborates with nearly 1600 suppliers across more than 50 countries that enable large scale procurement, consistent quality of product and cost efficiency. These capabilities allow the organisation to achieve comprehensive economies of scale while maintenance of competitive pricing, creations of barriers that several domestic Vietnamese furniture retailers would find difficult to replicate. 
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Figure 8: financial results
(Source: inter.ikea.com, 2026) 
[bookmark: _Toc237359671]Location advantages (L)
Location advantages generally explain why a multinational organisation chooses a particular host country rather than serving the market through explorers alone. Vietnam offers several location specific advantages to IKEA that will support its expansion strategy. In the context of economy, the country has maintained the highest growth rate with the World Bank forecasting 6.8% GDP growth in 2025 (worldbank.org, 2026). Quick urbanisation, expansion of the middle class and cruising disposable income continue to increase demand for modern household furniture. Along with that, the population of the country has exceeded 101 million, providing the organisation with access to a large and growing consumer market. Several strategic geographic advantages have been offered by Vietnam as the location of Vietnam provides access to ASEAN markets while participating in major global trade agreements such as CPTPP, RCEP and EVFTA (trade.gov, 2026). These agreements decrease tariff barriers, reinforce supply chain integration and facilitate regional distribution, supporting the long-term international growth strategy of IKEA. Consequently, IKEA must manage these external risks through effective strategic planning and government engagement. 
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Figure 9: IKEA retail sales in billion EUR
(Source: inter.ikea.com, 2026) 
[bookmark: _Toc237359672]Internalisation advantages 
Internationalisation advantages mainly explain why multinational organisations prefer direct ownership rather than licensing, exporting or franchising for IKEA, maintaining internal control over operations of the business is especially important as its competitive advantage relies on consistent quality of product, international brand reputation, pricing strategy and customer experience. Therefore, a wholly owned retail operation would allow IKEA to maintain direct control over inventory management, sustainability standards, inventory management, supplier relationships and design of the store. This kind of control makes sure that consumers experience the identity of the same brand and quality of service found in the existing international market of IKEA. Globalisation also protects proprietary knowledge linking to development of product, operational process and digital technologies from imitation by the competitors (Moro-Visconti, 2025). Based on the analysis, it can be stated that application of OLI framework reflects that IKEA possesses substantial ownership advantages through its internationally recognised brand, sustainable business model and efficient supply chain.
[bookmark: _Toc237359673]3. Entry Mode Strategy and Strategic Synthesis 
[bookmark: _kimlia3jikdz][bookmark: _Toc237359674]Historical Pattern Recognition: IKEA’s Global Entry Mode Strategy 
IKEA has historically followed a high-control international expansion mainly with the use of wholly owned subsidiaries. It also includes company-owned stores large scale investment in global markets. Unlike many multinational retailers, it is not dependent heavily on franchising or licensing. The company has mainly preferred maintaining ownership of core operations to protect its unique business model, along with customer experience and identity. The approach has been effective in allowing IKEA to maintain control over product quality and supply chain operations. It operates with 604 stores and is present in major markets (Statista, 2025) It also helped in maintaining store layouts and sustainability standards across different countries. 
A major feature of the company’s global expansion is the setting up of large format retail stores. This is supported by local distribution networks and warehouses. In markets such as China, Japan and India, IKEA has invested directly through subsidiaries to develop stores. It has set up logistics infrastructure and market capabilities. This market entry approach has reflected on the company’s long-term commitment rather than short-term market access. The company operates based on 13 franchise groups managing more than 800 customers over 60 markets (Ikea, 2026). IKEA gets the chance to transfer organisational knowledge through direct investment. It includes a self-service retail model and cost-efficient supply chain practices. The company has also applied franchising arrangements in selected markets where direct ownership is not effective. The franchising method is used in countries where there is uncertainty with regulatory restrictions, market complexity, or strategic considerations. This makes full ownership less attractive. This is a hybrid approach allowing the company to maintain a balance between global consistency and local adaptation. The main pattern of the company’s global expansion represents a combination of FDI based on wholly owned subsidiaries along with selective franchising. The approach highlights the company’s global strategy to achieve global integration. It is all about keeping sufficient local responsiveness. Direct investment requires significant financial resources. It also exposes the company to country-specific risks. It also gives greater control over brand reputation and operational efficiencies. These are the critical sources of the company’s competitive advantage.
[bookmark: _Toc237359675]Strategic Fit and Justification: Suitability of IKEA’s Entry Mode for Vietnam 
Vietnam represents an attractive emerging market for the company with urbanisation and increasing disposable income. The household disposable income is around US$3.24k (Statista, 2026). There is an expansion of the middle class. It has resulted in high demand for modern home furnishing solutions. Selection of a suitable entry model is critical as Vietnam presents challenges linked to regulations, consumer preferences and operational infrastructure. Vietnam is considered to be an attractive market for the company despite of the challenges. Maintenance of the company’s historical wholly owned subsidiary model can give significant strategic advantages in Vietnam. A high level of ownership allows the company to maintain control over product standards and pricing strategies (Kormakova et al. 2023). This also enhances store experiences and sustainability practices. As the company’s competitive advantage is based on operational consistency and efficient supply chain management, direct investment can transfer its established global capabilities into the Vietnamese market. There are also benefits, as full ownership reduces the risk of brand dilution. 
Based on the financial perspective, a wholly owned subsidiary needs substantial capital investment. The setting of large IKEA stores, with warehouses and logistics networks, require significant initial costs. Vietnam is an attractive market although it is not feasible as purchasing power remains lower compared with developed markets. This means that IKEA may require a longer period to achieve profitability. Direct investment therefore creates higher financial exposure if market adoption is slower than expected. Political and regulatory factors have an influence on the suitability of the entry mode. Vietnam gives support for foreign investment based on economic reforms and policies. It gives support to global businesses. Foreign companies need to navigate regulations related to land ownership and retail licensing (Nguyen et al. 2026). There is a need to develop strong local regulatory knowledge, which increases administrative complexity for a fully owned operation. Operational considerations need to give support to a more flexible approach. Vietnam is known for having a growing manufacturing sector. The company can get the benefits in terms of developing relationships with local suppliers. It is effective in reducing transportation costs and enhancing supply chain efficiency. Managing local suppliers would require the company to invest in quality control systems along with supplier development programs. There is a need for a phased market entry strategy considering joint venture investment. It then proceeds with gradual movement towards greater ownership. It would provide better strategic fit for Vietnam. Thus, over time, IKEA can gain market knowledge with customer acceptance. It may increase ownership, setting up more independent operations. It is particularly justified for Vietnam as the market gives growth potential though require adaptation to the local market conditions. 
[bookmark: _159lj099727x][bookmark: _Toc237359676]Conclusion and Recommendations 
The previous expansion of the company has been done based on FDI along with wholly owned subsidiaries. It is because ownership gives better control over brand standards and customer experience. The strategy has given support to the company’s global competitiveness. It gives a kind of consistency in the implementation of its cost leadership and sustainability-driven business model. However, directly transferring the approach to Vietnam may incur excessive financial and operational risks. This is due to market uncertainty and regulatory challenges. There are also differences in consumer purchasing behaviour. Full ownership often limits flexibility at the early stage of market development, although full ownership gives maximum control (Nguyen and Duong, 2022). It is recommended that IKEA follow a phased joint venture entry. It should be followed by increased ownership when the market conditions become more favourable. There is a need to collaborate with a reliable Vietnamese partner. It would allow the company to gain access to local knowledge. It may also result in reduced risks of investment. As IKEA achieves market stability, it can focus on expansion gradually towards wholly owned operations to enhance control. The recommendation gives the best strategic fit while balancing risk reduction and long-term growth. It allows the company to maintain its global capabilities while adapting to the country’s environment. A flexible expansion strategy increases the probability of sustainable success in expansion. 


[bookmark: _Toc237359677]SECTION 2 
[bookmark: _Toc237359678]Description 
The reflective section gives an evaluation of the learning experience gained at the time of conducting research. It is based on the process of preparing the global business report on IKEA and the proposed market entry into Vietnam. The assessment requires analysing the global strategy of the MNC. It has been done by focusing on the host country environment to recommend the suitable entry mode. The research started with the process of selecting a suitable MNC and considering Vietnam as an attractive emerging market. At first, I approached the task by understanding the requirements of the assessment. It was preceded by dividing the report into different analytical sections. Data on international expansion has been gathered from academic journals and company reports. Apart from this, the country’s economic, legal and cultural environment has been analyses to evaluate whether the existing global strategy is suitable for the market. Conducting research requires linking theoretical concepts with practical business decisions (Hossan et al. 2025). I have mainly focused on critically analysing why certain entry modes were selected rather than just describing the expansion activities of the company. The recommendation is developed with the comparison of alternatives present for entering the market, looking into the investment requirements and long-term strategic objectives. 
[bookmark: _Toc237359679]Feelings
I felt uncertain to evaluate IKEA's expansion of IKEA into Vietnam at the beginning of the assessment as global international market entry includes various several complex factors such as political conditions, economic attractiveness, cultural differences and strategic risks. The application of the theoretical frameworks inclined Bartlett and Ghoshal’s model and Dunning’s OLI framework have been challenging as I had a lack of confidence to connect theoretical concepts regarding real business decisions. Confidence level can be increased to understand the ways of development of the global strategies by the multinational companies (Pereira et al. 2022). The analysis of IKEA’s transnational approach has helped me to identify that international businesses depend on standardisation and adapt as per the conditions of the local market. The evaluation of Vietnam as a potential market has enhanced my awareness of how multiple elements including government policies, consumer behaviour and economic growth influence businesses' expansion decisions. This procedure has enhanced my confidence level to conduct strategic research and establish evidence-based recommendations.
[bookmark: _Toc237359680]Evaluation
The entire research process has been effective for me as it facilitated a structured understanding of the decision-making process by the global businesses. My analysis quality and skill have been improved through the utilisation of theoretical frameworks as I evaluate IKEA’s strategy effectively instead of general illustration to describe its international operations. The model of Bartlett and Ghoshal is effective to maintain balance between international integration and local responsiveness (Chung and Sparrow, 2024). In addition, the OLI framework also helped to evaluate key causes behind the expansion in the foreign market. I have experienced various issues during the preparation of this report. The main challenge has been addressing particular information about IKEA’s future entry within Vietnam as the organisation currently has no particular operational presence in this market. Hence, I had to assess existing global practices of the business and integrate them with the market conditions of Vietnam. Another issue has been to ensure that the evaluation remained critical instead of descriptive. Such issues have been managed by me based on extensive research and comparison of various sources and continuous analysis of strategic alternatives. 
[bookmark: _Toc237359681]Analysis
I have strengthened my understanding based on this assessment that global business decisions need consideration of several interconnected factors instead of prioritising solely on market opportunities. I have initially reviewed international expansion as a significant method to enhance sales and enter new customers before accomplishing the task. Although the overall research has illustrated that multinational companies should prudently examine and assess investment risk, strategic fit and local market conditions. The use of Bartlett and Ghoshal’s model has offered meaningful insight over the global business strategy of IKEA. I have learnt that the organisation's competitive edge derives based on the integration of global efficiency regarding selective adaptation. However, supply chain integration and standardised designs aid cost leadership, local adaptation is essential to meet Vietnamese consumer demands. It reflected the significance of maintaining a proper balance of efficiency with responsiveness while entering emerging markets.
The application of the OLI framework has enhanced my understanding of the reasons for choosing specific countries by firms regarding investment. Ownership advantages of the company regarding brand reputation and supply chain expertise contributed a solid foundation for global expansion (Massa et al. 2023). The young population, economic growth and improving investment environment of Vietnam has represented significant location benefits. Ownership advantages solely do not guarantee success beyond understanding local issues. The analysis of entry modes has strengthened my strategic thinking to identify that the highest level of control cannot represent the most appropriate decision. However, IKEA generally utilises wholly owned operations, a phased approach including local partnerships may decrease uncertainty within Vietnam. Such learning would improve my future ability in establishing realistic business recommendations.
[bookmark: _Toc237359682]Conclusion
It has been concluded that this assessment has developed my understanding of global business strategy and the issues included with multinational expansion decisions. My ability for the application of theoretical frameworks, analysis of the market conditions and development of strategic recommendations have been improved through evidence. However, various issues have been raised during data collection and strategic analysis, overcoming such difficulties increased my analytical and research skills. 
[bookmark: _Toc237359683]Action Plan 
	Development Area
	Actions
	Time-frame

	Strengthen theoretical application
	Practise the application of global business models to various MNC case studies.
	Next 3 months

	Improve research ability
	Utilise more government sources, academic journals and company reports for evaluation
	Before next project

	Develop critical thinking
	Prioritise on the comparison of strategic alternatives rather than only defining information
	Continuous


Table 1: Action plan
(Source: Self-created)
This action plan has focused on the improvement of theoretical knowledge, research capabilities and critical thinking skills which would be effective for managing future international business projects.
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