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Executive Summary
This report critically assesses the potential of Fast Retailing Co., Ltd, the parent company of UNIQLO to enter into South Africa. The international strategy framework of Bartlett and Ghoshal is used to analyse the company's international strategic orientation and Dunning's OLI paradigm is used to analyse the ownership, location and internalisation advantages. The analysis reveals that LifeWear, product innovation, global sourcing and integrated retail operations are key pillars of the company's transnational strategy, all under the leadership of its CEO, Fast Retailing Co., Ltd. The market-entry risk is balanced by the attractive demand in the metros and developed retail infrastructure and regional growth potential, but is raised by inequality, currency volatility, import costs and competition. The report thus suggests a "phased" approach of a combination of local e-commerce, company-owned pilot stores in Johannesburg and Cape Town, and non-equity local partnerships for the provision of supporting services. The report also, using Gibbs' Reflective Cycle, reflects on the research process, analysis, challenges faced, learning gained and improvements for international business decision making.
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For the multinational retailers, international market expansion is an important growth strategy to attract their new customers and to gain competitive advantage in emerging markets. Nevertheless, as the business models might not be easily transferable from one institutional and cultural context to another, careful consideration of the host country conditions, capabilities and suitable entry strategies is required for successful internationalisation (Buckley, Enderwick and Cross, 2023). The concepts of LifeWear, product innovation, and integrated international operations have enabled the Japanese multinational apparel retailer, Fast Retailing Co., Ltd., to grow domestically and globally (Fast Retailing, 2025). The host country is South Africa, where the UNIQLO is not yet formally operating on a substantial scale, but rather is currently selected as an area with a well-developed retail structure, a large urban population and a strategic location in Africa. The report critically assesses the potential for Fast Retailing's entrance into the host country by analysing its international strategy, market attractiveness, OLI advantages, entry mode options and the reflective learning process that has been created through the assessment.
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2.1 Strategic Categorisation of Fast Retailing Using Bartlett and Ghoshal’s Model
The Fast Retailing Group, also referred to as Fast Retailing Co., Ltd., is the parent company of UNIQLO and is one of the largest global apparel retailers. The model developed by Bartlett and Ghoshal (1989) is appropriate for the analysis of its international strategy since it categorises the multinational enterprises on the basis of local responsiveness and global integration. The model highlights four strategic orientations: international, multinational, global and transnational. International firms mainly transfer their capabilities to foreign markets, multinational firms focus on adapting their capabilities locally, global firms focus on standardising and making their capabilities efficient all over the world, and transnational firms aim to be efficient all over the world and responsive at the local level.
Fast Retailing Co., Ltd. can be categorized as a transnational organisation having strong global characteristics. It is internationally integrated, showing the UNIQLO brand identity, LifeWear philosophy, product-development systems and internationally coordinated supply chain. The capacities enable the business to create economies of scale, product uniformity and efficiency gains in operations from market to market (Fast Retailing, 2024). Its approach, however, is not to standardise completely. The range of products, marketing strategies and retailing methods can be customized based on climatic conditions and preferences, and the lifestyle differences (Cavusgil, Knight and Riesenberger, 2021). To call Fast Retailing Co., Ltd. a strictly global company, however, would fail to account for the need to adapt to the market level and to call it a strictly multinational company would underestimate the importance of coordinated capabilities across the globe. This transnational orientation is thus well suited, especially for markets like South Africa where local economic and consumer context demands adaptation without compromising the UNIQLO global brand.

2.2 Global Configuration and Competitive Advantage
International geographic configuration continues to enhance Fast Retailing Co., Ltd.'s competitive advantage. The group's operating stores in FY2025 were 2,519, of which 1,725 were overseas stores, highlighting the significance of international markets for the overall growth and value creation of the group (Fast Retailing, 2025). Availability in key markets across Asia, Europe and North American markets means geographic diversification, increased global brand recognition and the opportunity for cross-border knowledge and learning (Fast Retailing, 2024).
In addition, it has a global sourcing network and long-term supplier relationships, further enhancing its competitiveness. UNIQLO's functional and quality product design, which relies on efficient production planning and technological product development, helps to reduce the cost, quality control and stability of the supply chain (Tokatli, 2020). Furthermore, digital technologies and systems for analysing customer information and managing inventory to better cater to demand improve operational efficiency (McKinsey & Company, 2022). However, the company is also subject to international scale as well, because of the variations in incomes, consumer preferences, regulation, and market risks. Therefore, the international configuration of Fast Retailing Co., Ltd. generates sustainable competitive value if coupled with proper local adaptation in order to achieve global efficiencies.
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Political Environment Analysis
The South African market is an interesting mix from a political perspective for Fast Retailing Co., Ltd. to enter with its brand UNIQLO. The country has on the one hand one of the most developed investment environments in Africa with established financial institutions, relatively strong legal structures and access to regional markets. Although South Africa was a huge beneficiary of foreign direct investment (FDI) in Africa during that period, it continued to be a major investment destination thanks to its industrial strength, well-developed infrastructure and strategic position in the Southern African Development Community (SADC) (UNCTAD, 2023). These attributes provide an opportunity for Fast Retailing as the company could tap into South Africa not only as a consumer market, but as a potential base for a greater march into Africa.
But being politically attractive is a consideration in addition to political and operational risk. The uncertainty over policies and inefficiencies, as well as infrastructure constraints in the public sector remain an issue in South Africa and have an impact on investor confidence. Important challenges for private sector development identified by the World Bank (2023) include electricity shortages, administrative inefficiencies and structural economic challenges. For Fast Retailing, the issues are very important since their retail operation relies on the reliable logistics, stability of stores and efficient inventory management of UNIQLO. Customer experience and profitability could be negatively impacted if anything inhibits infrastructure or regulatory processes.
Long-term investment decisions should also take into account political stability and the quality of government. The democratic institutions in South Africa are also more predictable than in many emerging markets, although the perception of effectiveness of governance and corruption are still issues that have an impact on the business environment (Transparency International, 2024). These risks imply that it would be better to expand slowly than invest in a massive and rapid manner, for an international retailer like Fast Retailing.
Another political factor that is crucial is trade policy, as UNIQLO heavily depends on international sourcing networks. South Africa takes measures to protect sections of its domestic textile and clothing industry, such as the import tariff which stipulates tariff preferences for local manufacturers (International Trade Centre, 2023). These policies can pose a challenge with increased import prices, but can provide an opportunity for Fast Retailing to consider local partnerships, regional sourcing and supplier relationships. In South Africa, therefore, there are good prospects to support the political environment but it is not a place where the same model that is in place all over the world can simply be replicated.
 Economic Environment Analysis
South Africa is a very interesting, yet difficult, economic opportunity for Fast Retailing. The South African economy is the most industrialised in Africa, with a population of more than 60 million people and a GDP of about 15% of that of the continent, making it one of the largest consumer markets in Africa, rather than many alternatives. The South African economy is also one of the most industrialised in Africa, with a population of around 60 million people and a GDP of about 15% of the African Union, which creates a large consumer market compared to many alternatives (Statistics South Africa, 2024). Key cities like Johannesburg, Cape Town and Durban have established retail ecosystems comprising shopping centres, digital platforms and modern logistics infrastructure that facilitate global retail expansion.
The growing trend of consumers in South Africa interacting with brands from across the globe and digital distribution methods opens up opportunities for UNIQLO in the apparel market. As e-commerce gains popularity and consumer shopping patterns shift, international brands with a blended strategy that merges brick-and-mortar with online approaches are poised to capitalize on the opportunities it presents. The rise of e-commerce and evolving consumer habits has opened up avenues for global brands that have embraced a multi-channel strategy, incorporating both physical and digital sales channels. (Euromonitor International 2024) Consumers who are interested in value shopping instead of following the latest trends may find the functional, durable and quality clothing that the UNIQLO's Life Wear strategy offers more appealing.
However, market size is not the only factor to consider when determining economic attractiveness. Income inequality is severe in South Africa with the Gini coefficient of around 0.63, which is one of the highest worldwide (World Bank, 2023). This is a big problem for UNIQLO, since their global positioning is based on their ability to provide their products at reasonable prices but with premium quality. Consumers who can be considered the ideal target market are those who live in affluent urban areas, but unemployment and low levels of disposable income means that a vast majority of consumers are price sensitive. The unemployment rate has been above 30% for many years, which has constrained the number of households' discretionary spending power (Statistics South Africa, 2024).
Hence, the company will have to bring some changes to its pricing and product policies instead of directly applying its international policy. The selective approach to market entry in economically more successful urban regions could help UNIQLO establish some brand awareness without getting too many customers' hands dirty.
Volatility in the macroeconomic environment is also a risk for the business. There have been inflationary pressures and exchange-rate fluctuations in South Africa, having a direct impact on businesses that are reliant on imported products. The depreciation of the currency can lead to higher import prices for clothing, which can erode profit margins or drive up costs for consumers who purchase clothing internationally (International Monetary Fund, 2024). This generates a dilemma in UNIQLO's pricing strategy: to keep prices consistent throughout the world or to adjust prices to suit economic conditions in the specific country.
While these are hurdles to be faced there are also several retail infrastructure advantages that South Africa will bring to the table. It is home to one of the most advanced logistics systems in Africa and is also experiencing a growing digital-commerce industry (PwC, 2024). The strengths make it easier to have alternative entry points like going online first and opening stores later. Thus, there is an actual market opportunity in South Africa, but adaptation in terms of careful segmentation of the market, pricing and cost management is required.
 Legal and Regulatory Environment Analysis
The legal climate in South Africa is somewhat conducive to foreign retail investment, but also imposes compliance obligations on Fast Retailing. While the country does allow for foreign ownership generally, it has introduced commercial regulations which do offer protection for foreign businesses (OECD, 2022). This helps to mitigate one of the big challenges faced by multinational firms when they go international to emerging markets.
Fast Retailing would, however, have to meet numerous legal obligations such as business registration, tax and consumer protection laws and retail regulations. These requirements will not generally be a barrier to entry, but may have a bearing on entry speed and administrative costs.
Labour laws are a key factor to consider, as they are essential to the business of apparel retail, which involves a high level of employee engagement in the stores, customer service and store management operations. South Africa has extensive labour protection laws regarding worker rights, employment conditions and wages (International Labour Organization, 2023). These regulations promote good employment practice but can add to the expenses of operating these businesses than in other markets where labour costs are lower. Hence, it is essential for Fast Retailing to have the capability to plan its workforce effectively while ensuring that it complies with legal regulations so as to make it profitable.
The import regulations, compliance with the products are also important in view of the global supply chains upon which UNIQLO relies. Customs clearance of apparel imports and tariff rates and local industry protection measures can impact apparel imports. Efficient management of the supply chain and possible increased cooperation with the local partners would be required to achieve compliance with these regulations.
South Africa has generally a favourable legal framework for operating internationally, with the laws in place being relatively complex.
 Cultural Environment Analysis
UNIQLO would find it difficult to achieve success in South Africa if the culture of the country has a significant impact. While international fashion brands are appealing to the urban consumers, yet affordability and lifestyle choice along with the brand value perception are driving the decisions to buy their products. Often South African consumers are interested in global brands and price sensitive (Euromonitor International, 2024).
The global value proposition of UNIQLO could offer potential advantages due to its commitment to simplicity, functionality and quality as opposed to the fashion trends of the moment. This type of positioning can make the brand stand out from the fast-fashion rivals. It is necessary to however adapt to this culture as there are different groups of consumers in South Africa with varying climates, lifestyles and fashion needs.
The company Fast Retailing would then have to strike a balance between the global standardisation and local responsiveness. Adaptations can be to market offer, adjustments to product ranges based on the climate of the region, marketing communication and creating local experiences for customers. This is indicative of the need to ensure uniformity of the brand message across the world and cater for local market expectations.
Another cultural and strategic one is competition. UNIQLO would be competing against already established international brands like H&M and Zara, as well as well-known and successful local brands, like Mr Price and Woolworths (Euromonitor International, 2024). These companies already have aware customers and distribution a system, so all UNIQLO has to do is convince existing customers to try their product.
Thus, the technological innovations and the quality and functional value of the product should become the focus of UNIQLO's differentiation strategy as well as price. Cultural opportunities exist in South Africa, but it will take a sensitive approach to understanding local consumers and tailoring the global strategy to be appropriate to South Africa if they are to be successful.



[bookmark: _Toc237548854]3.2 Market Entry Evaluation Using Dunning’s OLI Paradigm
In 1977, John H. Dunning created the Eclectic Paradigm, also known as the OLI framework, to account for the reasons behind multinational enterprises' foreign direct investment. It considers three factors: Ownership advantages (O), Location advantages (L) and Internalisation advantages (I). The framework questions the existence of transferable competitive strengths in a firm, the existence of location-specific benefits in a host country, and the possibility of creating more value by retaining control of strategically important activities (Cavusgil, Knight and Riesenberger, 2021). For Fast Retailing Co., Ltd., OLI combines the political, economic, legal and cultural results of research conducted on South Africa and pinpoints some of the factors that are likely to affect the successful entry into South Africa.
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Figure 1: Dunning’s OLI Paradigm (CFI, 2022)
Ownership Advantages (O)
Fast Retailing Co., Ltd. has the various ownership advantages, including its brand, UNIQLO, its philosophy, LifeWear, its fabric technologies, HEATTECH and AIRism, long-term supplier partnerships, quality control system, and data-based inventory management. These abilities help UNIQLO differentiate its products, keep costs low and ensure consistent international execution, leaving behind short-lived fashion trends and instead offering functional, durable and relatively low-cost everyday items (Fast Retailing, 2024). This idea could be appealing to South African consumers who are becoming more brand conscious and are price and value sensitive (Euromonitor International, 2024).
But these benefits are not directly transferable. Lack of brand recognition in the local market, varying sizing preferences, climatic differences and existing local brands will all make having an effective UNIQLO model more difficult. In addition, South Africa's disparate purchasing power can also lead to the fact that the value proposition offered in the global market might not be as attractive to all segments. As a result, Fast Retailing Co., Ltd. enjoys strong ownership advantages, but such advantages are subject to transferability, which means that the range of products it is able to offer and the communication through which it can transfer its advantages must be adapted selectively, along with the pricing.
Location Advantages (L)
South Africa has some positive yet imperfect location advantages. It has a population of some 63.1 million, with a majority of people clustered in the three major metros of Johannesburg, Cape Town and Durban, and has a robust distribution system and shopping centre network that allows for credible international retail operations (Statistics South Africa, 2025; International Trade Administration, 2024). It may also play a more prominent role in the market integration of Africa, through the African Continental Free Trade Area (Afreximbank, 2024).
However, the size of the population overestimates the purchasing power of the people. The high consumption based Gini coefficient of around 0.67 indicates high inequality in South Africa and is a factor that affects the market segmentation of apparel (World Bank, 2022). Higher landed cost and lower margins could be due to rand volatility, economic growth, reliance on imported products and alternatives for price sensitive consumers (IMF, 2025; Euromonitor International, 2024). So South Africa is a potential but conditional market that would allow for a selection of metro markets to be invested in, not every market in the country.

Internalisation Advantages (I)
The advantages of internalisation relate to providing a greater value for Fast Retailing Co., Ltd. through the direct management of activities critical to UNIQLO's value-enhancing capabilities. In order to maintain the consistency and differentiation of the UNIQLO model, the following activities must be kept under the company's control: Brand positioning, LifeWear presentation, merchandising, pricing, product assortment, inventory decision, and management of customer data, store design, digital integration and service standards. Too much external control may be detrimental to brand presentation, inventory control, customer information and service quality.
But, activities need not be done individually to be internalised. Local partnerships (without equity) can support the selected local logistics, property services, payment infrastructure and selected professional services with local knowledge without losing control of sensitive capabilities. Sharing the property, familiarity with the regulations and local relationships may be an advantage, but the downside of a joint venture is potential strategic dis-agreement and slower decision-making.
However, South Africa's currency exposure and competitive intensity and imbalance of purchasing power means that it is risky to make big commitments today. Rather a gradual approach is more appropriate. First, it may be possible to create a localised digital platform to gauge customer interest and price points, then either one or two company-operated stores in major cities where customers can have first-hand experience of product quality, fit and LifeWear technologies for testing (Fast Retailing, 2024; PwC, 2024).
Overall result of OLI analysis shows that ownership strength of the Fast Retailing Co., Ltd. is adequate and there are credible urban/regional location advantages in South Africa, however, there is uncertainty in the market which prevents immediate large scale investments. Robust internalisation benefits lend to the retention of key retail functions and some non-equity partnerships can offer operational support locally. Thus, gaining entry successfully is best achieved by following a gradual, high-control approach of selective metropolitan investment, local adaptation and disciplined market learning.
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For years, Fast Retailing Co., Ltd. has primarily pursued international expansion in a high-control manner, including by the company's own stores and under its control subsidiaries. This will enable direct brand management, merchandising, pricing, stocking and store design and customer experience for the UNIQLO brand. Fast Retailing Co., Ltd. had 2,519 stores, including 1,725 foreign stores, highlighting the significance of overseas business in its global growth strategy in FY2025 (Fast Retailing, 2025). Additionally, high control helps the company to roll out its LifeWear philosophy, product standards and systems around the globe and keep them consistent.
In the case of local knowledge and commercial relationships, however, Fast Retailing Co., Ltd. has adopted joint arrangements. For instance, its South Korea operation, FRL Korea, is a 51:49 joint endeavor with Lotte Shopping, enabling Fast Retailing Co., Ltd. to gain access to local expertise, while still maintaining majority ownership (KED Global, 2024). This shows the ability to use control in conjunction with local resources as required. However, there is a higher capital outlay, increased financial risk and less flexibility if the market turns out to be less successful than hoped for with high control entry. To make entry-mode decisions, factors such as control, risk, resource commitment, and access to local capabilities, instead of repeating past practices, should be taken into account (Brouthers et al., 2022; Hennart, 2022)..
[bookmark: _Toc237548857]4.2 Strategic Fit and Evaluation of Entry Modes for South Africa
Internalisation Advantages (I) are a key factor in determining the suitability of an entry mode. Fast Retailing Co., Ltd. creates value by keeping strategically important activities within the company. The Brand Positioning, LifeWear presentation, pricing, merchandising, inventory control, customer data, store design and service standards are all directly related to UNIQLO's differentiation. Over involvement with external control might lead to loss of brand uniformity, lack of inventory discipline, and lack of customer experience uniformity (Fast Retailing, 2024).
The highest level of strategic control would be achieved with a 100% wholly owned subsidiary. Fast Retailing Co., Ltd. may be able to directly run pricing, product assortment, inventory and store operations and customer information. This should provide a strong protection of its Internalisation Advantages as core knowledge and operating capabilities stay in the firm. But there are also significant capital investments in store, technology, staff and operating facilities that are necessary for full ownership. The rand's volatility, unequal purchasing power, import reliance and volatile consumer demand in South Africa make financial risk more pronounced, and can impact margins (IMF, 2025). The advantage of full ownership is that the control and the brand consistency is very high, while flexibility is comparatively low, and exposure is high.
There would be cost and risk sharing advantages in a joint venture. Consideration should be given to the involvement of an appropriate local partner possessing expertise in the property market, regulations, logistics, consumer behaviour and commercial networks. This would also mean that the amount of investment to be used by Fast Retailing Co., Ltd. would be reduced. Joint ownership can lead to disagreements about the price, sourcing, reinvestment, speed of expansion and quality of operation, however. This is a serious drawback since UNIQLO's competitive edge is in the quality of its execution. The joint venture thus provides high local knowledge and a moderate level of strategic control and high risk, but moderate risk. It would be more suitable if an important local resource was not available through a contractual arrangement.
A “staged” high control hybrid entry offers the best compromise. Fast Retailing Co., Ltd. could develop a locally based e-commerce platform and open up an initial number of stores, between one and two, in Johannesburg and Cape Town, South Africa. Core business functions would stay within the control of the company, and non-equity support would be provided by local organisations, for example as logistics, property management and payment services providers (PwC, 2024). This will safeguard Internalisation Advantages without the immediate investment across the country.
The staged model is also more flexible and has the ability of the market learning. Digital operations can provide data for customer need, popular products, and what the customer is willing to pay for before the significant physical expansion. This is encouraged by the growing online retail sector in South Africa (Mastercard, 2025). But online is not enough as customers still need to try the fabrics, fit and LifeWear technologies in the physical stores and established online competitors will put in a strong price pressure (Reuters, 2025). Thus, the staged high-control approach offers the best general fit of all the approaches, with high strategic control and local learning, flexibility and manageable capital exposure.
[bookmark: _Toc237548858] 4.3 Conclusion and Recommendations
 Recommendation
Fast Retailing Co., Ltd. needs to implement the high control entry stage-wise in S. Africa. The first phase should be a mixture of localised e-commerce and 1 or 2 stores that are owned by the company in Johannesburg and Cape Town. Branding, pricing, merchandising, inventory and customer data and the LifeWear experience should be under direct company control. Local partners (with no equity stake) should assist with logistics, property and payment services. Assessment of the pilot should be conducted in about 12-18 months and evaluated based on the following factors: sales growth, repeat purchases, customer-acquisition cost, inventory turnover, store productivity and gross margin after import costs (Fast Retailing, 2025). Growth comes when it is shown that there is sustainable demand and profitable growth.
 Conclusion
South Africa offers a viable and promising market entry opportunity that is contingent upon the specific circumstances. Fast Retailing Co., Ltd.'s ownership performance is robust and the company has a competitive advantage in its internalisation strategy, coupled with the strong demand in the metropolitan areas of South Africa and the well-developed retail network. But the fact that some people are poorer than others and that some are exposed to the currency, and there is stiff competition, make it unsuitable to invest big in the short term. The staged-high-control approach thus provides the best long-term strategic fit by maintaining the UNIQLO's core competitive advantage and providing local learning, flexibility and limited financial risks.
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Figure 2: Gibbs’ Reflective Cycle (drroopesh, 2025)
Description
The initial points I made to the brief were that I would choose a multinational enterprise, pick an appropriate host country, prove that there was no significant presence in that country and have an understanding of Fast Retailing's international strategy, examine South Africa's political, economic, legal and cultural environment, apply the OLI paradigm and compare entry modes. I developed a research matrix that had the theoretical aspect in a column, the company evidence in a column and the country evidence in a column, with the strategic implications in another column. The concepts were set out in the academic books and journal articles and the evidence was drawn from the corporate reports, government publications and sources in the industry. This was crucial as research is more robust when arguments are supported by more than one type of source as opposed to one dataset (Ghauri, Grønhaug and Strange, 2020). I then sorted the results under the headings and synthesized the descriptive data into implications for Fast Retailing.
Feelings
Initially I was sure that I could find information but not so sure about critical analysis. The amount of evidence created uncertainty as many of the statistics seemed useful, but were not all used to indicate the decision for market entry. I also thought that it might get to be a description of a country. The frameworks added additional meaning to the evidence, which boosted my confidence. A reflective approach enabled me to reflect on the fact that uncertainty was an essential aspect of challenging assumptions and enhancing judgement (Bassot, 2020). I also agreed to the recommendation that the recommendation should not paint South Africa as completely good or bad; it should explain the conditions under which entry might be successful.
Evaluation
There are a couple of things that I did right. The research matrix short-changed on repetition, identified research gaps and kept the focus on the assessment criteria. The academic, corporate and institutional sources were also triangulated thereby minimizing the reliance on Fast Retailing's own story. I explored the impact of each factor on pricing, supply chains, demand, control or competitiveness.
The first investigation that I did was too general, however. First, I took general information about South Africa, but without making any judgments on the information's relevance to UNIQLO. I also struggled to make comparisons between entry modes as different amounts of control, risk and commitment were required. In response I measured each of these wholly owned stores, joint ventures, franchising and online entry on the basis of common measures. By organizing the comparison, one can reinforce thinking and ensure that one's “assumptions” are explicit and that one does not choose the option one is used to without proper reasoning (Saunders, Lewis and Thornhill, 2023).
Analysis
The key learning was that entering the international market is an alignment challenge and not just a search for market opportunity. Through the module lectures, readings, cases and discussions, it had been demonstrated that firm capabilities are only value-creating when they are “in place” within the institutional and competitive conditions in the host market. This has shifted my perception of the power of the brands, and product innovation and supply chain capabilities at Fast Retailing. These strengths have not been viewed as automatic assurances of success, but I considered whether they could be adapted in a market that was unequal, had exchange-rate stresses, and competitive in the retail sector.
The course also helped to enhance my knowledge of the link between theory and evidence. The international strategy framework identified the possible conflicts between global consistency and local adaptation and OLI links ownership strengths and location conditions (in South Africa) and the level of operational control needed. In the field of international business, research has emphasized the importance of making strategic decisions based on institutional considerations, and not on an assumption that the optimal way to expand is always the same (Buckley, Enderwick and Cross, 2023). This took me away from the idea of nationwide investment and made me think to test things out digitally and start opening small stores under company control.
My analysis took an iterative approach in that I went back and forth between the theory, evidence, and developing recommendation. Another benefit of iterative analysis is that analysis can evolve as new data is collected, which can lead to the revision of initial analysis (Creswell and Creswell, 2023). For instance, ecommerce growth was initially driven to prioritize online-centric approach, but data on digital competition and physical product experience suggested a one-off approach of online would not suffice.
Conclusion
The process helped me to clarify my difference between description and critical assessment. I found that statistics only are useful when the implications are explained and connected to capabilities of the company and strategies. I also gained an accurate assessment of the level of attractiveness of the market: South Africa has scale, a strong demand in the cities and potential of the region, but all these are dependent on pricing, localisation and risk management considerations. Most importantly, the recommendation should come from the analysis rather than be decided prior to the analysis.
Action Plan
In future assessments, I will start by using an evidence protocol which will document the source quality, date, purpose, limitation and relevance. I will establish criteria for decisions prior to comparing alternatives and will cite sources using a source map that includes recent academic and institutional evidence that support claims. In the draft, I will ask myself questions about its explanations of significance, its awareness of competing views, and how it will help me come to a judgement. I will spend more time adding links between sections to make the analysis, theoretical application and recommendation a coherent argument.
[bookmark: _Toc237548861]6. Conclusion
The potential market entry of Fast Retailing Co., Ltd. into South Africa was evaluated through the analysis of strategic frameworks, country conditions and entry approaches. The results indicate that the UNIQLO brand image, the product strategy and the global operation contribute to a lot of benefits. Economic disparity, uncertainty of currencies and intensity of competition still pose challenges, however. A phased approach with digital platforms, carefully chosen retail outlets and local initiatives would allow reducing risk and boosting sustainable growth. In general, it will take a mixture of Fast Retailing's global capabilities and some adaptation to the South African context to achieve success on entry.
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