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M13 – Global Business Environment
Option 1: Globalisation and International Business Strategy
























Abstract 
Globalisation has transformed the competitive environment by increasing cross-border flows of goods, services, capital, technology, information and knowledge. For contemporary organisations, international expansion can provide access to larger customer markets, lower-cost resources, specialised capabilities and opportunities for innovation; however, it simultaneously creates exposure to political, cultural, regulatory and economic uncertainty. This report critically analyses how globalisation influences business operations, competitiveness and international expansion strategy. Particular attention is given to major drivers of globalisation, including technological development, trade liberalisation, economic integration and changing consumer behaviour. The report evaluates alternative international market-entry strategies, including exporting, licensing, franchising, strategic alliances, joint ventures and foreign direct investment (FDI), demonstrating the trade-off between resource commitment, risk and managerial control. Research indicates that entry-mode decisions are influenced not only by firm capabilities but also by cultural and institutional differences between home and host markets. ScienceDirect Digitalisation is also changing international business by facilitating cross-border information exchange, coordination and new digitally enabled business models. DOI The report concludes that successful internationalisation requires organisations to balance global integration with local responsiveness. Sustainable international competitive advantage therefore depends upon appropriate market selection, context-sensitive entry strategies, technological capability, cultural adaptation, institutional awareness and continuous management of geopolitical and economic uncertainty.
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1.0 Introduction 
Globalisation represents the growing interconnectedness of national economies through international trade, foreign investment, technology, information, financial flows and cross-border business relationships. It has substantially changed how organisations compete because businesses are increasingly able to source resources internationally, serve customers across multiple countries and coordinate geographically dispersed operations. At the same time, companies face competition from organisations originating far beyond their domestic markets.
Technological development represents an especially important contemporary driver. Digital technologies facilitate real-time information flows and cross-border collaboration, while digitally based firms can internationalise parts of their business without establishing extensive traditional physical infrastructure. Recent international-business research therefore argues that digital transformation is reshaping multinational-enterprise activity, internationalisation and competitive advantage. DOI Empirical research across 183 countries has also found a positive relationship between globalisation and digital-technology adoption and spillovers. DOI
Nevertheless, global expansion creates substantial strategic challenges. Organisations entering foreign markets must determine which countries to target, how much capital to commit, how much control to retain and how extensively products and business practices should be adapted. Exporting provides relatively low commitment, whereas wholly owned foreign investment offers greater control but exposes the organisation to higher financial and institutional risks. Research indicates that cultural distance, governance quality, political risk and institutional differences can materially affect these entry decisions. 
This report therefore critically evaluates how globalisation influences business operations, competitiveness and international expansion. It examines globalisation drivers, internationalisation theories, market-entry strategies, global competitive approaches and the principal cultural, political, regulatory and economic challenges confronting multinational organisations.








2.0 Literature Review 
2.1 Globalisation and the Modern Business Environment
Globalisation can be understood as an intensification of economic and organisational connections across national boundaries. From a business perspective, its significance lies in the increasing international mobility of products, services, capital, information, technologies and organisational knowledge. Firms that once depended largely on domestic suppliers and consumers can now coordinate global supply chains and access geographically dispersed markets.
Globalisation consequently affects both opportunity and competition. International markets provide opportunities to expand revenue, achieve economies of scale and access specialised resources. However, domestic firms simultaneously face stronger competition from foreign businesses.
For multinational enterprises (MNEs), the strategic problem is therefore not simply whether to internationalise but how to configure activities internationally while preserving competitive advantage.
A useful representation is:
Globalisation → Greater Market Access → Greater Competitive Pressure → International Strategic Response
The process is not uniform or irreversible. Contemporary international business is also characterised by geopolitical tensions, regulatory fragmentation and pressures towards regionalisation or selective deglobalisation. Recent research on digital international business notes that digital opportunities coexist with national-security concerns, complex regulation and geopolitical tension. 

2.2 Major Drivers of Globalisation
Technology
Technological development has substantially reduced many costs associated with international coordination. Cloud platforms, digital communication, e-commerce, artificial intelligence and data analytics allow organisations to coordinate employees, suppliers and customers across geographical boundaries.
Schmeisser et al. (2026) argue that digital technologies facilitate real-time information flows and collaboration across distance and enable greater organisational flexibility, global learning and innovation. Digitalisation therefore changes not merely operational efficiency but also the underlying internationalisation possibilities available to firms.

Trade Liberalisation and Economic Integration
Reductions in tariffs, investment restrictions and other cross-border barriers have historically encouraged international trade and investment. Regional integration arrangements can further reduce barriers between participating economies, enabling companies to organise production and distribution across multiple national markets.
Nevertheless, international businesses cannot assume continued liberalisation. Tariffs, sanctions, investment restrictions and regulatory divergence can increase international transaction costs. Global strategy therefore requires continuous assessment of policy environments.
Changing Consumer Behaviour
Greater international travel, digital media and e-commerce have exposed consumers to products and brands from multiple countries. This can create demand for internationally recognised offerings.
However, globalisation has not eliminated local preferences. Consumer expectations concerning price, product design, language, payment systems and service can remain significantly different across countries. International firms consequently face continuing tension between standardisation and adaptation.

2.3 Internationalisation Theory
Several theoretical perspectives explain why and how firms expand internationally.
The Uppsala internationalisation model proposes that firms can internationalise incrementally as experiential knowledge increases and uncertainty decreases. Firms may initially enter relatively familiar markets using low-commitment modes before progressively increasing their international commitments.
However, digital firms challenge strictly incremental interpretations because some businesses can reach international customers rapidly through digital platforms.
The OLI or Eclectic Paradigm provides another influential explanation. It proposes that foreign direct investment can be understood through three advantages:
	Dimension
	Meaning

	O – Ownership
	Firm-specific assets, brands, technology or capabilities

	L – Location
	Advantages offered by a foreign country

	I – Internalisation
	Benefits of controlling activities internally


The framework helps explain why an organisation may choose FDI rather than simply exporting or licensing its capabilities.
Transaction-cost reasoning similarly suggests that organisations select governance arrangements partly by comparing the costs and risks associated with markets, partnerships and internal ownership.

2.4 International Market Selection
Internationalisation requires firms to decide where to compete before determining how to enter.
Market attractiveness can be evaluated through factors including:
· market size and growth;
· customer purchasing power;
· competitive intensity;
· infrastructure;
· political stability;
· regulatory environment;
· cultural compatibility; and
· availability of resources and capabilities.
Distance is particularly important. Differences between countries can increase information, coordination and adaptation costs. Cultural distance may influence communication and customer behaviour, while administrative or institutional distance affects regulation and governance.
Research nevertheless shows that the relationship between institutional distance and entry mode is complex rather than uniform. A 2023 meta-analysis found that previous empirical conclusions are inconsistent and that industry, country characteristics, measurement choices and theoretical perspectives can moderate relationships between institutional distance and equity-based entry decisions. 





2.5 Exporting
Exporting allows organisations to sell products into foreign markets while retaining much of their production in the home country. It normally requires less investment than establishing foreign subsidiaries and therefore provides a comparatively lower-risk method of internationalisation.
Advantages include relatively low capital commitment and the ability to test foreign-market demand. However, exporters may face transportation costs, tariffs, currency exposure and limited direct knowledge of customers.
Exporting is therefore particularly appropriate when products can be transported economically and the organisation wants international market exposure without extensive local investment.

2.6 Licensing and Franchising
Licensing allows a foreign organisation to use intellectual property, technology or other proprietary assets in return for fees or royalties. It enables international expansion without substantial direct investment.
The principal disadvantage is reduced control. Knowledge transferred to a licensee can potentially contribute to the development of future competitors.
Franchising is especially relevant to service and retail businesses because franchisees operate according to an established brand and business model. It facilitates rapid expansion using local capital and knowledge.
However, inconsistent franchisee performance can damage brand reputation. Strong contractual systems, training and quality monitoring are therefore necessary.

2.7 Strategic Alliances and Joint Ventures
Strategic alliances enable organisations to combine complementary capabilities without necessarily creating complete ownership integration.
A joint venture (JV) creates a jointly owned business involving two or more partners. JVs can provide local market knowledge, distribution networks and relationships while sharing financial exposure.
The trade-off is reduced unilateral control and potential partner conflict. Governance quality is therefore important. Chang et al. (2012), analysing foreign entries by Taiwanese MNEs, found that host-country governance quality interacts with cultural distance when organisations choose between JVs and wholly owned subsidiaries. 
Consequently, local partnerships should not automatically be considered the safest solution for culturally distant markets. The reliability of local institutions and partners also matters.

2.8 Foreign Direct Investment
Foreign direct investment involves a substantially greater commitment to a foreign market. Firms can establish new operations through greenfield investment or acquire existing businesses.
FDI offers greater managerial control and can provide closer access to customers, suppliers and local knowledge. However, it requires significant financial resources and exposes organisations more directly to political, regulatory and economic conditions.
The relationship can broadly be expressed as:
	Entry Mode
	Resource Commitment
	Control
	Exposure

	Exporting
	Low
	Low–Medium
	Relatively low

	Licensing
	Low
	Low
	Low–Medium

	Franchising
	Low–Medium
	Medium
	Medium

	Strategic Alliance
	Medium
	Shared
	Medium

	Joint Venture
	Medium–High
	Shared
	Medium–High

	Wholly Owned FDI
	High
	High
	High


This illustrates why there is no universally superior entry strategy.

2.9 Cultural, Political and Regulatory Challenges
Cultural differences can influence communication, negotiation, leadership, customer preferences and partnership relationships. Barkema, Bell and Pennings (1996) examined the relationship between cultural barriers, entry structures and organisational learning, highlighting the relevance of learning when operating across culturally distant environments. 
However, culture should not be analysed independently of institutions. Political instability, regulatory unpredictability, weak governance and legal differences can significantly alter entry risks. Research examining external uncertainty demonstrates that political risk, cultural distance and language diversity can interact in international entry decisions. 
Administrative distance also matters because differences in regulations, governance quality and political structures can increase the costs and difficulties associated with operating internationally. 

2.10 Global Integration versus Local Responsiveness
One of the central strategic tensions confronting multinational enterprises is whether to standardise globally or adapt locally.
Global integration can create economies of scale, consistent branding and operational efficiencies. Local responsiveness enables firms to address different regulations, cultures and customer preferences.
Neither extreme is universally appropriate. A globally standardised product can achieve efficiencies but perform poorly where consumer requirements differ substantially. Excessive adaptation, however, can duplicate costs and weaken economies of scale.
Digitalisation may help organisations manage these competing pressures by improving cross-border coordination and information sharing. Recent empirical research specifically examines digitalisation as a mechanism through which multinational enterprises address pressures for global integration and local responsiveness. 

2.11 Digital Globalisation and International Competitiveness
Digitalisation is reshaping the traditional international business model. Digital platforms can allow firms to reach international consumers without establishing extensive physical infrastructure in every market. Cloud computing enables international coordination, while data analytics can provide rapid customer and market intelligence.
Research published in 2026 conceptualises digital transformation as affecting the activities, boundaries and organising logic of international businesses, while also creating new regulatory and geopolitical risks. Research on multinational enterprises similarly suggests that digitalisation reshapes internationalisation processes, location choices and sources of competitive advantage. 
Nevertheless, digitalisation does not eliminate international distance. Recent evidence suggests that differences between countries' informational environments can themselves influence multinational subsidiaries' digital transformation. 
Overall, the literature demonstrates that globalisation creates opportunities but also increases strategic complexity. International competitive advantage depends on the ability to match firm capabilities with appropriate countries, entry modes and levels of local adaptation.



3.0 Strategic Analysis / Methodology 
3.1 Research Design
This report adopts a qualitative secondary-research design to analyse the influence of globalisation on international business strategy. This approach is appropriate because the objective is to integrate established theories, empirical research and documented corporate practices rather than generate new primary data.
The analysis is comparative and explanatory. Rather than assuming that internationalisation automatically improves organisational performance, the study examines the conditions under which different international strategies may generate benefits or create additional risk.
3.2 Literature Search Strategy
Academic evidence was identified primarily through Google Scholar and major academic publishers and databases, including ScienceDirect, Wiley, Emerald, Springer and Taylor & Francis.
Search terms included combinations of:
· globalisation and international business;
· multinational enterprise strategy;
· internationalisation;
· international market entry;
· exporting and FDI;
· joint ventures;
· cultural distance;
· institutional distance;
· global integration and local responsiveness;
· political risk; and
· digital internationalisation.
Peer-reviewed journal articles were prioritised. Foundational literature was retained where necessary to explain established theories, while contemporary research was included to capture digitalisation and changing international environments.


3.3 Analytical Framework
The report uses a sequential internationalisation framework:
Global Environment → Country Selection → Entry-Mode Choice → International Configuration → Local Adaptation → Performance Review
At the global-environment stage, technological, economic, regulatory and competitive conditions are assessed. Country selection then considers market attractiveness alongside cultural, political and institutional risk.
Entry-mode analysis evaluates exporting, licensing, franchising, alliances, JVs and FDI according to four principal criteria:
	Criterion
	Analytical Question

	Investment
	How much capital is required?

	Control
	How much operational control is retained?

	Risk
	What exposure does the firm accept?

	Flexibility
	How easily can commitment be changed?


The framework subsequently examines how organisations balance international integration with local responsiveness.
3.4 Theoretical Frameworks
Several theories are used because no single perspective completely explains international expansion.
The Uppsala model supports analysis of experiential learning and incremental internationalisation. The OLI framework explains how ownership, location and internalisation advantages can support FDI. Transaction Cost Economics contributes to evaluating whether activities should be conducted through markets, partnerships or internal ownership.
An institution-based perspective is used to evaluate regulatory, political and governance differences. Cultural and institutional distance are treated as contextual influences rather than automatic determinants of a specific entry mode, reflecting the mixed findings reported in contemporary meta-analysis. 



3.5 Business Case Application
Real-world multinational examples are used to illustrate how organisations combine international entry modes and localisation strategies. Examples can include firms operating through combinations of exports, licensing, partnerships, acquisitions, subsidiaries and digital channels.
The cases are used illustratively rather than treated as proof that a particular strategy is universally successful. Organisational practices are interpreted through the theoretical frameworks identified above.
3.6 Analytical Limitations
Secondary research has limitations because international business studies cover different industries, countries and periods. Findings from manufacturing firms may not apply directly to digital platforms or service companies. Entry-mode studies also produce inconsistent findings regarding cultural and institutional distance. 
Furthermore, geopolitical and technological environments change rapidly. The analysis therefore avoids assuming that historical internationalisation strategies remain equally appropriate under current conditions.
Despite these limitations, combining established internationalisation theory, recent peer-reviewed research and business applications provides an appropriate basis for analysing globalisation and international business strategy.

4.0 Findings and Analysis 
4.1 Globalisation Expands Opportunity but Also Competition
The first major finding is that globalisation simultaneously increases market opportunities and competitive intensity. Internationalisation provides access to new customers, resources, knowledge and potential economies of scale. However, organisations also face competitors capable of entering their domestic markets.
Therefore, globalisation should not be interpreted simply as geographical expansion. It changes the competitive reference point from domestic rivals to potentially global competitors.
Organisations need capabilities that can be transferred internationally while remaining sufficiently adaptable to different market environments.
4.2 Technology Has Reduced Some Internationalisation Barriers
Digital technology emerged as one of the strongest contemporary influences on international business. Research shows that digital technologies enable cross-border information exchange, collaboration and organisational flexibility. 
Digital platforms also enable certain organisations to enter foreign markets with less physical investment than traditional multinational models required.
However, the analysis reveals an important qualification: digital does not mean borderless. Data regulation, cybersecurity requirements, digital infrastructure and national informational environments differ substantially. Recent research identifies cross-country information distance as relevant to multinational digital transformation. 
Therefore:
Digital Capability + International Reach ≠ Elimination of Country Differences
Technology reduces some distances while making other regulatory and informational differences strategically important.
4.3 Market-Entry Mode Involves a Control–Risk–Commitment Trade-Off
A major finding concerns the absence of one universally optimal entry strategy.
Exporting and licensing generally involve lower capital commitments but provide less control. JVs share investment and can provide local knowledge but create partner-dependence. Wholly owned subsidiaries provide extensive control but expose the organisation to greater capital and country-specific risks.
This relationship can be summarised as follows:
	Entry Strategy
	Investment
	Control
	Local Knowledge Access
	Risk Exposure

	Exporting
	Low
	Medium
	Low
	Low

	Licensing
	Low
	Low
	Medium
	Low–Medium

	Franchising
	Low–Medium
	Medium
	High
	Medium

	Alliance
	Medium
	Shared
	High
	Medium

	Joint Venture
	Medium–High
	Shared
	High
	Medium–High

	Wholly Owned FDI
	High
	High
	Depends on firm
	High


Research reinforces the contextual nature of these decisions. External environmental factors including country risk, legal restrictions and market characteristics are associated with entry-mode choices. 



4.4 Institutional Context Matters as Much as Cultural Distance
The analysis indicates that managers should avoid reducing foreign-market complexity to cultural differences alone.
Governance quality can change how cultural distance affects entry decisions. Chang et al. found that when governance quality is stronger, collaboration with local partners may become more viable despite cultural distance, whereas poor governance can increase partnership-related risks. 
Similarly, recent meta-analytic evidence concludes that relationships between institutional distance and equity entry modes are affected by contextual and measurement factors. 
Therefore, market assessment should combine:
Culture + Institutions + Governance + Regulation + Political Risk + Market Economics
rather than using one country-distance indicator.
4.5 International Strategy Requires Global Integration and Local Responsiveness
The findings demonstrate a continuing strategic tension between global standardisation and localisation.
Standardisation can generate:
· economies of scale;
· consistent global branding;
· simpler supply chains; and
· lower duplication.
Local adaptation can improve:
· cultural relevance;
· regulatory compliance;
· customer acceptance; and
· responsiveness to market conditions.
The appropriate balance depends on the product and country. Industrial components may permit substantial global standardisation, whereas food, media and customer-facing services may require greater adaptation.
Digitalisation can assist multinational firms in managing this tension by improving information sharing and coordination across subsidiaries. 

4.6 International Partnerships Provide Benefits but Create Governance Risk
Strategic alliances and JVs provide access to local distribution, knowledge, relationships and capabilities. They can therefore accelerate international entry and reduce initial investment.
However, partnership-based internationalisation introduces concerns regarding strategic conflict, intellectual-property protection, control and opportunistic behaviour.
This finding means that partnership selection should involve more than finding a company with attractive local market access. Organisations should assess:
Strategic Fit + Capability Complementarity + Governance Compatibility + Trust + Knowledge Protection
Strong contractual and governance arrangements remain important even where relationships are collaborative.
4.7 Political and Regulatory Risk Can Reshape International Strategy
International strategies operate within national political and institutional systems. Regulation can affect foreign ownership, labour practices, taxation, data storage, environmental standards and product requirements.
External uncertainty research demonstrates that political risk and cultural factors can jointly affect foreign-entry decisions. 
This implies that international expansion should incorporate scenario planning rather than assume stable operating conditions.
For example:
	Scenario
	Strategic Response

	Stable regulation
	Continue investment

	Higher tariffs
	Consider local production

	Ownership restrictions
	Partnership/JV

	Currency instability
	Financial hedging

	Supply disruption
	Diversify sourcing

	Data localisation
	Develop local infrastructure





4.8 Successful Internationalisation Requires Organisational Learning
Foreign expansion generates knowledge concerning customers, institutions, suppliers and competitors. The ability to capture this experience and apply it to subsequent markets can become a competitive capability.
This supports the learning logic associated with incremental internationalisation. Cultural-barrier research also emphasises the importance of learning from foreign-market experience. 
However, organisations should avoid assuming that knowledge from one foreign country transfers perfectly to another. Local conditions remain important.
Overall, the findings demonstrate that successful global strategy depends upon selective internationalisation rather than expansion for its own sake. Organisations need to align market attractiveness, capabilities, entry mode, institutional conditions and localisation requirements.

5.0 Discussion 
The findings demonstrate that globalisation creates a paradox for international businesses. It reduces certain barriers between countries while simultaneously exposing firms to increasingly complex institutional, regulatory and competitive environments. Digital technologies illustrate this particularly clearly. They enable faster international communication and coordination, but they also create new cybersecurity, data-governance and geopolitical challenges. Contemporary research consequently characterises digital international business as simultaneously creating new opportunities and new regulatory and security concerns. 
The findings also challenge the assumption that international expansion automatically generates competitive advantage. Entering more countries can increase revenues and economies of scale, but international operations also generate coordination costs and exposure to unfamiliar institutions. The strategic question is therefore not simply whether to internationalise, but whether the organisation possesses transferable capabilities and can generate sufficient value to justify the additional complexity.
Market-entry strategy illustrates this principle. Exporting, licensing, franchising, alliances, JVs and FDI represent different combinations of commitment and control. Greater ownership can provide stronger control over technology, quality and customer experience but requires higher investment and exposes the company more directly to host-country uncertainty. Cooperative approaches provide local knowledge but create governance and partner risks. Empirical literature confirms that entry decisions are affected by combinations of institutional, cultural and environmental conditions rather than one universally applicable determinant. 
A further important issue concerns cultural distance. International management has traditionally devoted substantial attention to differences in national culture. Culture remains relevant to customer behaviour, negotiation and management practices, but the analysis demonstrates that cultural distance alone provides an incomplete explanation. Formal institutions, governance quality, regulations and political risk can alter the consequences of cultural difference. Firms should therefore avoid using broad cultural stereotypes as substitutes for detailed market analysis.
The global integration–local responsiveness tension further demonstrates why international strategy requires balance. Complete standardisation can generate substantial cost efficiencies but may reduce local relevance. Conversely, extensive adaptation can satisfy local requirements while eliminating economies of scale. Multinationals therefore need to identify which activities create value through global standardisation and which require localisation.
Digitalisation potentially strengthens this balancing capability because information can move rapidly across international networks. Yet digital capabilities themselves differ across locations. This reinforces the importance of viewing technology as an enabler rather than a universal solution.
The findings ultimately suggest that sustainable international advantage emerges from strategic fit. Market attractiveness must fit organisational capabilities; entry mode must fit desired control and acceptable risk; standardisation must fit customer and regulatory conditions; and international expansion must fit the organisation's capacity to coordinate geographically dispersed operations.
Consequently, globalisation should not lead organisations towards indiscriminate geographic expansion. Strong international strategy involves selective market participation, continuous institutional analysis, organisational learning and the capacity to reconfigure international activities as competitive and geopolitical conditions change.









6.0 Recommendations 
6.1 Apply Structured International Market Screening
Organisations should evaluate potential countries using market size, growth, customer demand, competitive intensity, infrastructure, political stability, institutional quality and cultural factors. Market attractiveness should be assessed alongside the organisation's capability to compete successfully rather than using market size alone.
6.2 Select Entry Modes According to Risk and Control Requirements
Entry modes should reflect organisational resources, strategic objectives and country conditions. Firms testing uncertain markets can initially consider lower-commitment strategies such as exporting or partnerships. Higher-control FDI should be considered where market potential and strategic importance justify the additional commitment.
6.3 Balance Global Standardisation with Local Adaptation
Organisations should identify which activities benefit from global integration and which require localisation. Core technologies and brand principles may be globally coordinated, while marketing communications, product attributes, pricing and distribution can be adapted where customer or regulatory differences justify changes.
6.4 Develop Stronger Digital International Capabilities
Businesses should invest in digital platforms, international customer analytics, cybersecurity and cross-border collaboration systems. However, digital expansion should be accompanied by market-specific assessment of data-protection requirements and technological infrastructure.
6.5 Strengthen Political and Institutional Risk Monitoring
International organisations should continuously monitor regulatory change, political risk, trade restrictions, currency conditions and geopolitical developments. Scenario planning should examine how changes could affect sourcing, market access and investment.
6.6 Improve International Partnership Governance
Before entering JVs or alliances, organisations should conduct due diligence on potential partners and establish clear arrangements covering responsibilities, decision rights, performance standards, intellectual property and dispute resolution.
6.7 Build International Learning Capabilities
Experience generated in one market should be systematically captured and shared across the organisation. However, lessons should be adapted rather than copied mechanically because institutional and cultural conditions vary across countries.
Overall, international expansion should be pursued when market opportunity, organisational capability, appropriate entry mode and manageable country risk are aligned.

7.0 Conclusion
Globalisation has fundamentally reshaped international competition by increasing cross-border flows of goods, investment, technology and information. At the same time, it has exposed organisations to greater cultural, institutional, political and economic complexity. Digitalisation has further accelerated international connectivity while creating new regulatory and geopolitical challenges. 
The report demonstrates that successful internationalisation requires more than selecting attractive foreign markets. Organisations must choose appropriate entry modes, determine the required balance between control and flexibility, manage institutional differences and decide which activities should be standardised or adapted.
Exporting, licensing, franchising, alliances, JVs and FDI each provide different combinations of investment, control and exposure. No single approach is universally superior because appropriate choices depend on organisational capabilities and host-market conditions.
Ultimately, sustainable international competitive advantage arises from strategic alignment between firm capabilities, market opportunities, entry strategy, institutional conditions and local customer requirements. Organisations capable of combining global efficiency with local responsiveness, technological capability and continuous international learning are better positioned to create long-term value from globalisation.











References
Barkema, H. G., Bell, J. H. J., & Pennings, J. M. (1996). Foreign entry, cultural barriers, and learning. Strategic Management Journal, 17(2), 151–166. https://doi.org/10.1002/(SICI)1097-0266(199602)17:2%3C151::AID-SMJ799%3E3.0.CO;2-Z SMS
Chang, Y. C., Kao, M. S., Kuo, A., & Chiu, C. F. (2012). How cultural distance influences entry mode choice: The contingent role of host country's governance quality. Journal of Business Research, 65(8), 1160–1170. https://doi.org/10.1016/j.jbusres.2011.07.033 ScienceDirect
Jiménez, A., & Delgado-García, J. B. (2012). Proactive management of political risk and corporate performance: The case of Spanish multinational enterprises. International Business Review, 21(6), 1029–1040.
Morschett, D., Schramm-Klein, H., & Swoboda, B. (2010). Decades of research on market entry modes: What do we really know about external antecedents of entry mode choice? Journal of International Management, 16(1), 60–77. https://doi.org/10.1016/j.intman.2009.09.002 DOI
Quer, D., Claver, E., & Rienda, L. (2010). External uncertainty and entry mode choice: Cultural distance, political risk and language diversity. International Business Review, 19(6), 575–588. https://doi.org/10.1016/j.ibusrev.2010.03.007 ScienceDirect
Rienda, L., Quer, D., & Andreu, R. (2021). Distance factors and establishment mode choice of emerging-market multinationals: The moderating effect of administrative distance. European Management Review. https://doi.org/10.1111/emre.12486 Wiley Online Library
Samiee, S. (2013). International market-entry mode decisions: Cultural distance's role in classifying partnerships versus sole ownership. Journal of Business Research, 66(5), 659–661. https://doi.org/10.1016/j.jbusres.2012.04.019 ScienceDirect
Schmeisser, B., Saebi, T., Schotter, A. P. J., & Gooderham, P. (2026). The digital transformation of international business: A conceptualization, multidisciplinary review, and research agenda. Journal of World Business, 61(1), 101695. https://doi.org/10.1016/j.jwb.2025.101695 DOI
Zhang, W., He, X., Wang, T., & Wang, K. (2023). Institutional distance and the international market entry mode: A meta-analysis. Journal of International Management, 29(1), 100990. https://doi.org/10.1016/j.intman.2022.100990 ScienceDirect
Pooja, & Dhir, S. (2025). Modeling critical factors of MNCs international performance in the context of digitalization: An integrated M-TISM and MICMAC approach. Thunderbird International Business Review. https://doi.org/10.1002/tie.22442 Wiley Online Library
Wu, S., & Zámborský, P. (2026). Reassessing the digital transformation of multinational enterprises: The role of cross-country information distance. Australian Journal of Management. https://doi.org/10.1177/03128962261425511 Sage Journals

Appendices
Appendix A: International Market Screening Matrix
	Factor
	Key Question
	Suggested Assessment

	Market Size
	Is sufficient demand available?
	Low/Medium/High

	Growth
	Is the market expanding?
	Low/Medium/High

	Competition
	How intense is rivalry?
	Low/Medium/High

	Political Risk
	Is the environment stable?
	Low/Medium/High

	Regulatory Complexity
	How difficult is compliance?
	Low/Medium/High

	Cultural Distance
	How different are customer/business practices?
	Low/Medium/High

	Infrastructure
	Can operations be supported effectively?
	Weak/Average/Strong

	Strategic Fit
	Do company capabilities match the market?
	Low/Medium/High


Appendix B: Entry-Mode Comparison Matrix
	Entry Mode
	Investment
	Control
	Speed
	Local Knowledge
	Overall Exposure

	Exporting
	Low
	Medium
	High
	Low
	Low

	Licensing
	Low
	Low
	High
	Medium
	Low–Medium

	Franchising
	Low–Medium
	Medium
	High
	High
	Medium

	Strategic Alliance
	Medium
	Shared
	Medium–High
	High
	Medium

	Joint Venture
	Medium–High
	Shared
	Medium
	High
	Medium–High

	Wholly Owned FDI
	High
	High
	Low–Medium
	Medium
	High



Appendix C: Global Integration–Local Responsiveness Matrix
	Strategic Position
	Global Integration
	Local Responsiveness
	Suitable Situation

	Global Strategy
	High
	Low
	Standardised global demand

	International Strategy
	Low–Medium
	Low
	Transferable home-market capability

	Multidomestic Strategy
	Low
	High
	Strong local differences

	Transnational Strategy
	High
	High
	Simultaneous efficiency and adaptation


Appendix D: International Risk Register
	Risk
	Potential Impact
	Response

	Political instability
	Operational disruption
	Scenario and contingency planning

	Regulatory change
	Compliance costs
	Local regulatory monitoring

	Currency volatility
	Profitability variation
	Hedging

	Cultural differences
	Customer/employee problems
	Localisation and cultural training

	Supply-chain disruption
	Delays and shortages
	Supplier diversification

	Partner conflict
	Strategic disruption
	Strong JV/alliance governance

	Cyber/data regulation
	Legal and reputational exposure
	Cybersecurity and local compliance

	Economic downturn
	Reduced demand
	Flexible investment and scenario planning


Appendix E: Internationalisation Decision Framework
	Stage
	Main Decision
	Key Considerations

	1
	Why internationalise?
	Growth, efficiency, resources, knowledge

	2
	Where to enter?
	Market attractiveness and country risk

	3
	How to enter?
	Export, license, franchise, alliance, JV or FDI

	4
	How much control?
	Strategic assets and risk

	5
	What to standardise?
	Scale and global consistency

	6
	What to adapt?
	Culture, regulation and customer preferences

	7
	How to manage risk?
	Political, financial, institutional and operational

	8
	How to evaluate?
	Revenue, profitability, learning and strategic value
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