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Philips Market Entry Modes
Philips is a large company that has been expanding to foreign countries. The market for its consumer durables like T.V.s is already saturated and declining in first world countries. Once famous for selling lightbulbs and televisions, the company is now concentrating on the lucrative market for medical products and equipment such as Ultrasound machines and imaging scanners. In the past few decades, Philips was among the leading companies manufacturing and distributing household products such as T.V.s, radios, fridges, and other electronic products. Today, the market for consumer electronics is already saturated and fully tapped, which are both reasons for the company to shed off this division and venture into the emerging market of the production or manufacturing of medical products and technologies. 
In the first quarter of 2017, Philips reported a 2 percent sales growth for its hospital equipment business. This sales growth came from the domestic market (Netherlands), where the company started its production and distribution efforts to the retail market. In the second quarter of the year, the overall sales growth had increased by 6 percent, and that was roughly $406.2 million (Schramade & Schoenmaker, 2018). The sales growth rate encouraged the company to look for other markets to increase its revenues even more. In 2018, the company discovered higher profit opportunities in a different foreign market, which motivated it to engage in direct investment in North America, where it established production sites, sales subsidiaries. Also, it started some distribution networks for the retail market in the region (Reyes & Chea, 2020). There were so many benefits for such an expansion, and the straightforward objective is to deliver unique value in the market beyond increasing sales.
The company timing of entry into the U.S. market was wise as it was yet unsaturated. According to Kumar (2016), Philips may have preferred to invest in neighboring countries to take advantage of proximity to reduce costs such as transport and communication costs. Research has shown that foreign markets are sometimes less profitable than the domestic market, especially when production cost is a factor of consideration. According to Barroso et al. (2019), such an element is one of the liabilities of foreignness that many companies have to overcome if they will be sustainable in the foreign market of choice.  
Philips seems to have considered several factors that outweighed that sole challenge, which it may have achieved by factoring things like cutting costs, managing risks, and learning new things in the U.S. market. The expansion to North America helped tap into cheap sources of critical resources and enabled the company to have full control and stake in the business operations. Another strategy the company has been using to enter the U.S. market is through acquisitions. In 2018, the C.E.O. announced acquisition plans that would help the company continue increasing its market share and spur it to a competitive edge (Cohen, J., 2018). 
To take advantage of the emerging markets, Philips further expanded its footprint to countries like UK, Germany, Denmark, Russia, Vietnam, and Indonesia. The entry mode to these countries has been through strategic alliances. For example, in the U.K., the company entered into a 10-year strategic partnership agreement with Rutherford Diagnostics to utilize its innovation and deliver advanced radiological and imagining technologies across England (Philips, 2019). The reason for choosing this type of entry mode was to ensure an accessible entrance, to share financial risks, overcome political obstacles, and achieve synergy, among other competitive advantages. 
In 2019, the company reported an increasing momentum across the world for its imaging and radiology products, its highest order rate coming from Asia and African countries. To meet the demand, the company decided to enter these two markets by establishing some manufacturing firms in the regions to reduce the cost of exporting and increase its profit margin. 
Besides utilizing direct investment and strategic alliance modes of entry into the market, Philips has also been entering into joint ventures. For example, in 2004, the company entered into a joint venture with a Chinese company known as Neusoft Corporation that later became the holding company (Le, 2013). Entering into a joint venture with NEusoft, Philips was able to learn new technologies it has now been using to manufacture medical equipment that meets consumer preferences in emerging countries like the Middle East and African countries. It was able to reach markets that could have been problematic to get due to trade barriers. China is one of the countries with strict government-imposed policies and procedures that restrict exports. If the company utilized entry mode, it could have risked itself to unfair assessments, higher tariffs, or comparison to Chinese companies dealing with similar products. With such an understanding, the only way Philips deemed appropriate to enter the Chinese market was through joint ventures.
Conclusion
Philips started as a domestic market in the Netherlands and later established a few production sites and distribution channels in foreign countries like the United States. As it continued to see global market opportunities, it decided to enter into strategic alliances with competitive companies in Germany, Denmark, UK, and Russia. Today, Philips is an adept global company manufacturing and distributing medical equipment in foreign countries. It has overcome trade barriers in countries like China by entering into joint ventures with companies that can produce similar products. While joint venturing is a good strategy for entering new markets, the company has not been able to leverage this option because it does not have full control of the management, cannot change business culture or even the strategic direction especially if the company it formed a joint with is unwilling to do so. 
[bookmark: _GoBack]When entering into strategic alliances, the company has been collaborating and cultivating a meeting mind in a raft of different considerations. For example, for how long it would run the alliance, share profits, etcetera. As clearly discussed in this paper, Philips has been building its expansion strategies in a way that integrates all consumer needs as well as taking into consideration different factors that help it thrive in foreign markets. It is clear its executive has always been anticipating and making upfront key challenges that would make it difficult to do business in the foreign market. Also, the company seems to understand that no one foreign need is similar to the other. With this understanding, the company has been using different entry modes that are not limited to direct, indirect exporting, direct investment, or any other way of market entry.  
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