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[bookmark: _Toc223018373]1. Introduction 
The international business activities acquire a strong market that has been influenced by globalisation, technological advancement and evolving consumer demands (Gölgeci et al., 2026). This integration can be seen in the fashion industry with its integration of creativity and branding, global supply chains, and expansion of the stores across borders. This report examines the UK fashion business in the international business context, specifically on Gap Inc., which is an iconic American clothing brand. The industry will be examined in terms of structure, economic importance and the competitive forces, and the participants of the industry are then analysed utilising the Diamond Model by Porter, which will evaluate the national competitive advantage. It will also look into the forces within the macro-environment and industry that influence the performance of Gap Inc. in the UK industry. In this analysis, the report will evaluate the attractiveness of the UK luxury fashion industry as a whole and the strategic aspects that have an impact on the long-term competitiveness.


[bookmark: _Toc223018374]2. Industry and Country Overview
The fashion business in the United Kingdom is one of the most powerful business sectors in the UK and a contributor to the economic performance of the country. Britain has been synonymous with fine arts, custom-made clothing, and design creation since London is the world-renowned fashion centre. The international popularity of the London Fashion Week contributes to the strength of the branding of the UK as a centre of not only the avant-garde but also the longstanding luxury brands (Amelia and Prasetyaningtyas, 2026).
The UK fashion sector is wide and large in size, spanning the design, manufacturing, wholesale, retail, marketing, and digital trade. Another strategic imperative has been sustainability, where consumers are becoming more discriminating about the environmental and ethical quality of the brands. The fashion sector in the United Kingdom is one of the key sectors to the performance of the country, as it has a gross value added of about £62 billion per year and about 1.3 million jobs in the design, retail, manufacturing and logistics sectors. Luxury fashion is also one of the most useful things in the industry because of its high margins and recognition at the international level. It has an annual retail sale of almost £40 billion and exports valued at more than £12 billion, which is a good indication of how the British brand is being well absorbed internationally (The UK Fashion and Textile Association, 2023). Structural growth is also present in the digital sales, consuming over a third of the overall fashion retail activity. The industry is also concentrated in big cities like London and promotes tourism and the creative economy as a whole. It has penetration in education, marketing, and cultural exports, as well as regional development in the country.
The UK fashion industry is typified by a disintegrated yet highly competitive organisation. Companies are competing along different strategic lines, from luxury differentiation to low-end cost-based fast fashion and digital-led retail. Domestic retailers like Next plc and Marks and Spencer are very strong in loyalty to the brand and have huge physical and online infrastructure in the middle price range. Their policies are focused on the predictability of their products, wide demographics, and supply chain management. These companies have stronger domestic foundations and more established omnichannel integration, which enables them to react to the consumer trends in the UK compared to Gap.
Digital-first players like ASOS appeal to younger age groups with high product turnover, influence marketing techniques, and decisions based on data. ASOS is not competing with heritage as much as they respond to trends and has a worldwide online presence. Conversely, Gap's brand image is based on classic American casualwear and not on changing fashion, which could make the company less responsive to the market dictated by high-frequency fashion trends (Bai, Shi and Gao, 2026).
Multinational corporations such as Zara and H&M compete vigorously on speed, affordability of products, and high turnover of merchandise. They have a vertically integrated supply chain that enables them to adapt quickly to new trends, and this places pressure on the mid-market brands such as Gap Inc.that have longer supply-chain production cycles. These rivals are also advantaged by good brand visibility and enabling retail locations in the UK high streets.
In this competitive environment, Gap Inc.is in the middle. It does not have a luxury branding or is designed as a fast-fashion, quick-response retailer. Rather, it has approached it with its standardised casual wear products as a basis, brand recognition, and uniformity across its operations internationally. Although this strategy has created a good brand awareness in the past, it poses a problem in the UK since consumers have become more concerned with either luxury differentiation or value-driven fashionability (Tan and Islam, 2026).
It is seen that, through performance comparisons, domestic companies like Marks and Spencer have shown higher adaptability to the local market, particularly in respect of investing in online platforms and supply chain efficiency. In the meantime, the fast-fashion multinationals have a greater visibility in the shop and trend leadership. Gap Inc.has reacted by cutting its offline physical distribution in the UK and emphasising alliances and the internet, as part of a strategic redefinition of the market pressures.
The UK fashion business is a sector of the economy with a diversified structure and is strategically challenging. Its elevated form of consumer sophistication, penetrated digital environment, and large-density competition environment provide the opportunity as well as constraints. Success is hinged on effective localisation, operational efficiency and strategic clarity in positioning of foreign multinationals like Gap. 
Therefore, the UK has a high level of market potential with high consumer expenditure and international presence. Nevertheless, such competition and a high rate of consumer expectation development leave only those companies that can be clearly differentiated and able to respond dynamically to their strategy, to remain competitive in the long run in this already mature and dynamic industry (Llácer-Falcón, Vilaplana-Aparicio and González-Díaz, 2026).
[bookmark: _Toc223018375]3. Michael Porter’s Diamond Model of National Advantage
A powerful model that can be used to analyse the reasons why particular industries in specific countries can maintain global competitiveness is the Diamond Model of Michael Porter. It recognises the four causal determinants as factors: conditions, demand conditions, related and supporting industries, and firm strategy, firm structure and rivalry, as well as government roles and chance roles (McBride, McColl and Paliwoda, 2026). 
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[bookmark: _Toc223018501]Figure 1: Porter’s Diamond Model
(Source: Slide Model, 2023)


Factor Conditions
Factor conditions are the endowment of factors of production that include skilled labour, infrastructure and knowledge possessed by a country. There is a constant inflow of well-trained designers and fashion professionals due to the presence of the world-renowned fashion institutions, such as specialist design schools, universities and others in the UK fashion industry. Such an agglomeration of creative human capital helps in innovation and differentiation, especially in the high-value segments like those of luxury fashion (Quagrainie, Amankwah and Dankwa, 2026).
Moreover, the UK has advanced digital and financial services which facilitate fashion activities throughout the world. The position of London as an international financial centre helps to access its investment, and the fact that this city is equipped with sophisticated logistics and communication infrastructure allows companies to organise their international supply chains. The UK suffers from a lack of domestic textile production capacity and the increasing cost of labour, which has forced most fashion companies to outsource their production to other countries. Despite these limitations, the presence of top-level creative and management skills is still one of the main sources of competitive advantage (Fobiri et al., 2026).
Demand Conditions
The fashion industry is highly competitive due to the conditions of demand in the UK. In the UK, the apparel market is estimated to be worth £60-70 billion a year; the domestic market is growing rapidly in terms of consumption in the luxury, mid-end, and fast-fashion platforms (Promo Code UK, 2025). The UK market is typified by varied, trendy and stylish customers, who are quality, innovative, and socially conscious. This advanced domestic market stimulates companies to create differentiated products, to go sustainable in their operations, and react fast to the emerging demands of consumers. Availability of the discerning consumers assists companies in perfecting product offerings, prior to their advancement to the global markets. The proportion of online fashion sales is more than 30% of all apparel sales, which proves the demonstration of digitally active and convenience-seeking consumers. Moreover, the UK enjoys a good demand created by tourism, specifically in some of its major cities like London. Visitors of other nations are also major buyers of luxury fashion, which serves to further bring British brands into the global market. This exposure to the domestic and international consumer in the domestic market increases the competitiveness of the industry in the international market (Kabbara, Salhab and Torres, 2026). 
Allied and Supported Industries
The UK fashion industry has a developed chain of related and supporting industries that make it a competitive industry. These will encompass fashion media, advertising agencies, digital marketing agencies, logistics, and design creative industries. The close location of these industries enhances cooperation, speedy exchange of information, and creativity. These linkages are further strengthened by fashion weeks, trade shows, and industry events, which form a dynamic ecosystem that the brand can depend on to aid in the creation of brands and international presence.
Besides, the promotion of the development of e-commerce platforms, fintech companies, and analytics companies working with the data has contributed to the development of the industry in terms of its reach into the global consumers (Very, Tournois and Nivoix, 2026). 
Strategic, Structural and Competitive Firmness
Increased competition on the domestic level is a characteristic of the UK fashion industry, which serves as a prerequisite to innovation and strategic improvement. The strategy used by firms varies greatly: luxury differentiation, cost leadership, and digital-first models. Competitive pressure is heightened with the variety of methods, which makes firms undergo continuous changes and enhancements.
The presence of intense competition within the domestic luxury brands, shops on the high street and online platforms stimulates the desire to explore new business models, sustainable initiatives and Omnichannel strategies (Hajdukiewicz and Pera, 2026). 
Directive of Government and Fortune
The UK fashion industry has a competitive landscape that is directly influenced by government policy, albeit indirectly. The development of the industry is caused by the governmental support of creative education, protection of intellectual property, and promotion of international trade. Meanwhile, areas of regulatory vulnerability, such as trade arrangements, sustainability standards and labour practises may make operations more complex.
The industry has also been affected by chance events, including technological advancement and global shocks. The accelerated pace of digital retailing and changes in buyer behaviour have placed those companies that can be innovative and flexible at an advantage. The ones that have had a good brand equity and can adapt to such changes have been in a better adjustable position (Islam, Benstead and Gill, 2026).
Overall Assessment
In general, the UK fashion industry is well aligned with the Diamond Model formulated by Porter, especially with a high level of factor conditions, a high level of sophistication in demand and solid supporting industries. Things have not been that easy, as manufacturing capacity and cost pressures will always be a challenge, but the combination of these determinants remains to be the main backbone of global competitiveness of the industry, especially in high-value, fashionable areas (Berger, 2026).
[bookmark: _Toc223018376]4. Major Foreign MNCs/ TNCs and Market Factors 
Gap Inc.Inc. is a multinational fashion retailer company based in the United States of America and has branches all over the world under three brands, namely Gap, Old Navy and Banana Republic. Gap Inc.started operating in the UK with a powerful base in North America, and in some European markets, to appeal to the average consumer in the market that is oriented towards lower prices, casual, and fashionable apparel. The UK fashion market is competitive, mature, and is affected by rapidly changing consumer tastes, technological use, and issues of sustainability. 
There are various external and internal factors that affect the success of the operations of Gap Inc.in the UK. In this section, the critical evaluation is done using PESTLE analysis to assess macro-environmental conditions, and Porter's Five Forces to assess industry competitiveness. With these structures, it becomes possible to have a systematic perception of the opportunities as well as challenges that Gap Inc.encounters in the UK. 
PESTLE Analysis of UK Operations of the Gap Inc.Inc. 
The PESTLE model looks at the Political, Economic, Social, Technological, Legal and Environmental forces. Their relevance, the factors that were influenced in the UK fashion retail industry, and their significance to Gap Inc.Inc. can be summarised in the following table: 
[bookmark: _Toc223018515]Table 1: PESTLE Analysis
	PESTLE Analysis
	External Factors to Consider
	Factors Affected Within My Industry
	Importance to Organisation

	Political
	Trade policies, Brexit impact, government stability
	Custom tariffs, trade laws, and employment laws

	High - influences the supply chain costs, staffing, and operational compliance.


	Economic
	Exchange rates, inflation, and disposable income
	The buying capacity of consumers, pricing, and changes in demand.

	High impacts on sales, prices and profitability.


	Social
	Shifting consumer trends, demographics, and sustainability trends.

	Design of product, marketing, and store experience.

	High – mid-market consumers in the UK who value sustainable and trendy fashion

	Technological
	Online retail, online marketing, e-logistics.

	Internet-based stores, supply chain, and online advertising.

	High digital presence is essential for a competitive advantage.


	Legal
	Employment law, consumer protection, data protection (GDPR)
	HR policies, online retail compliance, and marketing campaigns
	Medium-High - compliance can be avoided without any fines or reputational risks.


	Environmental
	Sustainability regulations, climate awareness
	Sustainable sourcing, sustainable packaging and energy use
	Medium – increasingly influences brand image and consumer loyalty



Political Factors: 
The level of political operations in the UK has a great influence on the business of Gap Inc.Inc. Specific implications of Brexit keep restructuring the arrangement of trade, as there is a potential for tariffs and customs regulations on imported goods into the United States and the EU. Such modifications may arise to raise the lead time and logistics expenses, particularly for apparel that is sourced in Asia and then transported via the European ports. The UK laws that govern labour contracts, minimum wage regulations, and working conditions are stringent, and thus, multinationals find them very difficult to comply with, making them costly in their operations and administration. In the case of Gap, this would imply constant review of tax policies, retail licensing, and statutory benefits to escape penalties. Although the political climate in the UK can be considered to be rather stable as compared to that of the emerging markets, there has been some scepticism concerning future trade talks and possible changes in regulations. Any unforeseen steps in terms of international trade or taxation can necessitate their tactical changes, which can include changing sourcing or reassessing the pricing plans. On the whole, political stability decreases macroeconomic performance, but the transformational impacts of changing trade agreements still persist in the operational planning (Raswant, Nielsen and Buckley, 2026). 
Economic Factors: 
The economic situation in the UK has direct consequences for consumer expenditures on luxury goods like fashion. By the end of 2025, however, the UK inflation rate will be at a relatively high point of around 3.8, having dropped, though not yet reached, the 2% target by the Bank of England. This inflationary pressure has an impact on the disposable income and real spending power, especially for the value-sensitive customers of Gap. The GDP growth in the UK is not impressive, with an estimate of 0.5-1.0 signifying sluggish growth of the economic output. The fluctuations in the GBP/USD exchange rate have the effect of increasing the cost of goods imported into the UK because, with a weaker pound, the inventory that is sourced in the US and Asia would cost more. The index readings of consumer confidence have been declining periodically, because of the issues of cost-of-living, thus decreasing discretionary spending on apparel. In the case of Gap, such economic forces have meant that attention to pricing and promotion has to be conducted to keep demand in the mid-market fashion market (Lim et al., 2026). 
Social Factors: 
The UK shoppers are more concerned with sustainable/ethical fashion. The younger age groups, more specifically the Millennial generation and the Gen Z group, require brands to be socially responsible, open and friendly to the environment. These generations are also very digitally oriented with a preference to online platforms, expedited delivery, and product collections based on trends. Cultural change will still be important; traditional US casual wear has to be customised to meet UK tastes and seasonal variation. The initiatives by Gap Inc.towards sourcing products that are sustainable and recycling efforts are in tune with such expectations, although they will have to evolve constantly to be socially relevant (Haq et al., 2026). 
Technological Factors: 
Technology is one of the key factors that contribute to the competitiveness of Gap. Through ecommerce, mobile apps, and social media, direct communication with consumers becomes possible and tackles the competitors in digital-first direct competition, including ASOS and Boohoo. The high logistics and real-time inventory management make it possible to quickly respond to the change in demand and trends, which is a key priority within the fastfashion environment. The data analytics tools can be used in customer segmentation, personalisation, and targeted marketing to increase the level of loyalty and the conversion rate (Ofori et al., 2026). 
Legal Factors: 
Legal compliance has been one of the challenges as well as a protection for Gap. The UK GDPR environment mandates the provision of strict data privacy measures, which have an impact on the way of gathering, storing, and utilising customer data, such as on online platforms. The employment law determines the wage norm, workers' entitlements, work timetable, and anti-discriminatory procedures, which should be considered in the HR policies and contracts. Also, other consumer protection laws involving returns, safety, and labelling would influence the manner in which the Gap Inc.runs its e-commerce and in-store business. Violation of such legal requirements may lead to fines, lawsuits, and bad publicity. 
Environmental Factors: 
The fashion purchasing behaviour is progressively defined by environmental issues. The UK consumers have higher chances of endorsing brands that have plausible environmental promises, which include cutting down carbon emissions, using recycled materials, and clear sustainability reporting. The environmental strategy of Gap Inc.includes the activities aimed at enhancing the material sourcing and greenhouse gas emissions reduction, but to keep up with the increasing demand, the brand needs to constantly improve its performance. Failure to comply with the environmental regulations, such as garbage disposal rules and environmental reporting, may negatively affect the perception of the populace and market share, particularly among environmentally aware consumers (Mimmo, Roy and Billal, 2026). 
The UK operations of Gap Inc. are analysed using Porter's Five Forces Analysis.
The Five Forces framework by Porter presents a framework to evaluate the competitiveness and profitability of the retail industry in the UK, as a fashion industry, especially when foreign companies such as Gap Inc. are introduced to the industry. 
Threat of New Entrants (Medium) 
The UK fashion market has moderate entry barriers. It takes capital outlay to build brand name recognition, physical outlets, and a powerful digital presence. Nonetheless, with the emergence of e-commerce and social media marketing, the barriers to entry have decreased, and small, online-based businesses can compete efficiently nowadays. The existing international brand means that Gap Inc. has credibility and customer trust, which will help reduce the threat of new entrants. However, UK success is based on the local consumer preferences, which are the mode, size, and sustainability. Lack of niche effort of localising products or digital approaches may enable the new entrants to win over niche markets, especially the younger, more trendy consumers (Ortegón et al., 2026). 
Bargaining Power of Suppliers (Medium-High) 
It is also vulnerable to suppliers, which affects costs and delivery time, as a big part of Gap Inc. depends on international suppliers, primarily in Asia. The power is enhanced by concentration among high-quality textile producers and shipping weaknesses, such as port congestion or geopolitical tensions. Diversified sourcing, long-term contracts and strategic partnerships are useful in reducing risks, but when it comes to global supply chain disruptions, such as the one seen in the COVID-19 pandemic, they can significantly affect operations. In the case of Gap, it is important to retain supplier relationships and alternative sourcing strategies so as to generate availability of products and stability in costs in the competitive market. 
Bargaining Powers of Buyers (High)
The influence of the UK consumer is strong, as there are numerous substitutes in the mid-market and fast-fashion, such as H&M, Zara, and Primark. Buyers can change brands easily because it is offered by a small number of competitors that are price-sensitive, there is easy access to online shopping, and deliveries are fast. Gap Inc. plays a role in retaining customer loyalty by offering a mixture of value, quality, digital convenience, and an interesting customer experience. This would involve keeping a close eye on consumer trends, market-specific targeting and loyalty schemes, which would increase the level of differentiation with the competitors.
Threat of Substitutes (High) 
Alternatives to Gap are locally based British brands, second-hand clothing and e-commerce-based fast-fashion retailers. This threat is magnified by the increasing consumer interest in affordable and ethically manufactured clothing since niche brands are oriented at specifically serving the needs of environmentally conscious consumers. Gap Inc. will need to use its brand awareness, operational uniformity of products and omnichannel convenience to stand out. To overcome this pressure, it is important to implement marketing sustainability programmes and provide customers with suitable methods to shop, including online ordering and in-store pick-ups. 
Industry Rivalry (Very High) 
The UK fashion industry is very saturated with high competition, both domestic and global, including Zara, H&M, Marks and Spencer, ASDA and Uniqlo. Competition is fuelled by the speed of product turnaround, competitive prices, digital marketing and integration of omnichannels. High competition dictates unremitting innovation, promotional activities and efficiency of operations. To remain profitable in this tough environment, Gap Inc.will have to be agile, constantly renew collections, and invest in customer engagement (Postlethwaite, 2026). 
Critical Analysis of Issues that have affected the success of Gap
Gap, as a foreign player in the UK fashion market, has the opportunities and challenges that are presented. The sector is of good size and economic value, with a gross value added of about £62 billion and direct employment of about 1.3 million people in the design, retailing, manufacturing and logistics sectors (Apparel Resources, 2023). Consumer sophistication is high, and digital adoption, where more than 30% of fashion purchases are made over the internet, offers a favourable platform to the operations of the Gap Inc. omnichannel. This is due to the presence of a robust retail structure and a well-established logistics chain that facilitates management of stores and e-commerce distribution. Nonetheless, the industry is much congested with stiff competition among both local and foreign players like Zara, H&M, Marks and Spencer, and ASOS. This level of competition tightens the amount of profit made, and Gap Inc. has to invest in the process of innovation, brand differentiation, and customer interaction over the long term to retain its market share (Babatunde, Oludoye, and Hamzah, 2026). 
Another significant factor that determines success is culture and consumer preferences. The UK consumers are highly valued in terms of fashion, cost-effectiveness, and eco-friendliness. The American products of Gap Inc. should be localised to the UK fashion preferences, seasonal factors, and fits. Brand familiarity gives an edge to start with; however, cultural mismatch or inability to customise marketing messages may decrease attraction and delay adoption. Relevance can be increased and consumer loyalty reinforced through localised advertising campaigns, involvement in sustainability efforts and associations with UK designers. 

[bookmark: _Toc223018377]5. Conclusion
In conclusion, this report has examined the United Kingdom fashion industry in terms of international business and proved its strategic significance to the national economy and its long-lasting effectiveness globally. The competitive advantage of the industry is the interconnection of the creative capability, value creation based on the brand, and access to advanced domestic and international consumers. 
The Porter's Diamond Model revealed that enhanced factor conditions, such as world-class design training, marketing skills, and financial base, underpin information when introducing an innovation and differentiation.
The targeted analysis of Gap Inc. demonstrated the interaction between the firm's level of strategy and the national environment to form the competitive results. The good political stability, strong legal framework, and cultural alignment to the British legacy make the UK market more attractive, whereas economic uncertainty and strong luxurious competition must be met with constant strategic decision-making. PESTLE analysis, as well as Porter’s Five Forces analysis, demonstrated that the presence of brand equity, sustainability and global diversification helps the Gap Inc. Company to be less vulnerable to market forces that have disproportionately inferior impacts on volume competitors.
Therefore, the results show that the UK fashion industry is not an international failure, especially in the high and luxury segments, with differentiation prevailing over low-cost competition. The unwavering success of Gap Inc. is another example of how multinational businesses can exploit national benefits and eliminate external threats. The report concludes that strategic coherence is the key to long-term competitiveness in the UK fashion industry.


[bookmark: _Toc223018378]Section 2: Reflective Account Using Gibbs Reflective Cycle
Gibbs Reflective Cycle is a structure for analysing experiences. In this model, each stage is described in more detail and experiences are reflected to gain insights, learn from mistakes and improve future actions (Mukhanova and Seitimova, 2025).
Description
This paper reflects on the work process to conduct research, analyse, and compose the first section of the assessment, which explored the fashion industry of the UK and Gap, in an international business. The assignment presupposed choosing a suitable country-industry fusion, using the known analytical models, and creating a logical and critical informed report. I have started with the assessment brief to clear up my understanding of the requirements in terms of structure, theoretical use and depth of analysis. An evidence base was subsequently established through secondary research in terms of the academic literature, industry publications and company reports. The writing part was a matter of structuring the report in a logical way, moving from the industry level of evaluation to firm-level evaluation, as well as maintaining a similar academic tone. Improvements were made with a view to making it more understandable, critical of the relationship between theory and society, and relevant within the word limit.
Feelings
Initially, I was afraid of the size of the assessment and the necessity to combine several analytical models to achieve success. Another issue that I was especially worried about concerned the question of the critical depth when processing a considerable amount of information. Selecting the fashion industry in the UK, as it is a large aspect, was difficult, but by narrowing the scope to Gap Inc.as the target multinational corporation, the subject at hand was less perplexing since there is excellent strategic relevance and available information. As the study unfolded, I became more self-assured in the use of international business models and critical analysis of findings. At the drafting stage, my confidence level went up, but I was still aware that I should not write descriptively but should be analytical in all parts of the report.
Evaluation
A number of factors working in the process were efficient. Planning early was a decisive approach that accorded a structure that was in tandem with the evaluation needs. The analytical guidance of the use of the developed frameworks, such as the Diamond Model by Porter and the PESTLE analysis, assisted in organising the complex information. The credible secondary sources helped to increase the credibility of the arguments. But difficulties were also observed. Imitating various structures without recurring counted to editing carefully, and it necessitated considerable prioritisation of the most pertinent information under the word limit. These challenges emphasised how selective and synthetic approaches are, needed in creating academically rigorous work (Ahmadpour, Shariati, and Moghadam, 2025).
Analysis
In self-reflection, I have realised that the best learning effects were achieved in the application of theory as an analytical but not a descriptive tool. Using frameworks was important in enhancing my comprehension of how nations introduce competitive advantage in industries and multinational strategy. My learning also led to the realisation of the importance of a comparative evaluation, especially in matters of relative positioning within an industry. The difficulties met highlighted the importance of conserving time and being academically disciplined. The experience stimulated the need to think more analytically, which improved my capabilities to assess complex international business environments in a systematic manner.
Conclusion
Through this assessment, I have gained an improved insight into the analysis of international business and have boosted my level of academic confidence. It also enhanced my capacity to use the theoretical approaches to real-life situations, organise long arguments logically, and be critically focused. Thinking about the process has revealed areas of improvement, especially in synthesis and evaluation, which helped me become a more independent and reflective learner.



Action Plan
[bookmark: _Toc223018516]Table 2: Action Plan
	Goals / Objectives
	Description
	Resources Required
	Timeline

	To gain a better research planning competence.
	I also found a weakness in planning at the early stage, which caused time stress at the analytical stage. My inflexibility of time commitments minimised time in contemplation and refinement. To fill this gap, I will use systematic research milestones that will enable me to reread and critically interact with the reading before drafting.
	Short-term evaluator, weekly study planner, and academic databases.
	Start at the latest, not less than 3 weeks before submission.

	
To enhance the ability to evaluate critically.

	I realised that I tended to use more description than analytical critique. This is an indication of a weakness in my capacity to challenge assumptions and assess the relevance of arguments. I will also use the evaluative questioning carefully to enhance the richness in analysis and minimise the tendency to summary-writing.
	Comments in this assignment, critical writing aids, and lecturer remarks.

	Use during the course of research and writing.


	Much more analytical use of theory.

	I realised that I applied theory as a way of explaining, but not interpretation. This indicates a weakness in the adoption of frameworks on an analytical basis. In future, I will ensure that I compare, critique and contextualise theories rather than repeat them.
	Lecture notes, textbooks on the module, and sample lectures.

	At the time of revision and writing it.


	To empower idea cohesiveness.

	I found a limitation in the combined approach to theory and empirical evidence, influencing the progress of the arguments. The active connection that will occur between my main topic of discussion and every source available will enhance coherence.
	Peer-reviewed sources, industry sources, and reflections.

	At Final drafting and red words.
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