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[bookmark: _Toc224902999]SECTION 1
[bookmark: _Toc224903000]1. Introduction
The e-commerce sector of India has a history of high growth in the last ten years owing to the growing internet penetration, smartphone usage as well as the rising numbers of digitally literate citizens. India is a major prospect in the global business arena as it happens to be one of the fastest developing digital markets in the world (Sahila, 2023). The industry has seen the entry of large multinational corporations (MNCs), with Amazon being the most successful due to its massive investment in order to gain a significant presence in the country. The activities of Amazon in India can be used to explain why new markets are of strategic value to global companies looking to expand beyond the developed economies that are already saturated (Amazon.com, 2025). Over the last few years, the e-commerce market in India has been growing exponentially, and this trend is expected to keep rising to an estimated USD 200 billion by 2026 due to the rising internet penetration rates, the use of smartphones, and digital payments (IBEF, 2023). The industry is defined by the high rivalry of large market players like Amazon, Flipkart, and Reliance Retail that use varying strategic positions to gain market share. Amazon, in its turn, is an important participant of the global e-commerce, with its sophisticated logistics, technology, and customer-focused strategies that it uses to increase its footprint in the Indian market.
This report aims at the analysis of the e-commerce industry in India and considering its global competitiveness, as well as critically looking at the position Amazon has taken and its approach in the market. This report can be divided into three major parts, an industry overview and the major players, an application of Porters Diamond Model to determine the level of competitiveness and a general analysis of the strategic forces in the industry in the global business environment.
[bookmark: _Toc224903001]2. Industry and Country Overview
[bookmark: _Toc224903002]2.1 Overview of India’s E-Commerce Industry
E-commerce is described as the purchase and sale of goods and services using electronic mediums, in most cases, the internet. There are different types of e-commerce in India, the first one is the business to consumer (B2C), the second one is consumer to consumer (C2C), and the third business to business (B2B) (Sahila, 2023). Of these the B2C market, led by online stores like Amazon and Flipkart has recorded the greatest growth. The Indian e-commerce sector is now worth above USD 100 billion and with a compound annual growth rate (CAGR) of about 18-20 percent, this industry is likely to increase within the coming few years (Statista, 2024). 
The population of online shoppers in India grows at a rapid rate as well, and it is estimated that by 2030, this amount will reach over 800 million people (IBEF, 2023). 
[image: ]
Figure: Indian E-commerce Market size
Source: (IBEF, 2023)
The increase has been enabled by the increase in disposable incomes, the growth in the use of internet access, and the adoption of digital payment systems like UPI, among others (Amazon.com, 2025).
There are a number of structural factors that have contributed to the growth of e-commerce industry in India. To start with, there has been the fast growth in the number of internet users, which is over 800 million people, and this has resulted in a large digital consumer base. Second, it has been made possible by the ubiquity of affordable smartphones, which allows access to online platforms even in semi-urban and rural regions. Third, the government efforts like the Digital India have helped in development of digital infrastructure which has further boosted online transaction (Lari et al., 2022). Consequently, the consumer behaviour has changed drastically and online shopping is becoming part of life.
[bookmark: _Toc224903003]2.2 Size, Scope and Economic Importance
The e-commerce market in India has been significantly expanding with the estimates showing that it will be worth more than USD 200 billion in the coming few years. The market has always recorded high growth rates of up to double digits per year, making it one of the fastest growing e-commerce markets in the world (Amazon.com, 2025).
Economically in the sense, the industry is a major contributor to the Indian digital economy. It has created jobs in various fields and these include logistics, warehousing, customer service, and technology development (Singh et al., 2024). Moreover, e-commerce platforms have facilitated the participation of small and medium-sized businesses (SMEs) in broader markets and increased inclusivity levels and promotion of entrepreneurship (Banerji and Singh, 2024).
The industry is also very important in modernising retail infrastructure. E-commerce has revolutionized the conventional retailing by incorporating the use of digital payment system, supply chain networks, and data-driven marketing approaches (Chawla and Kumar, 2022). This digital revolution is in line with the overall economic objectives of India, which are to enhance productivity, openness and competitiveness in the global arena.
[bookmark: _Toc224903004]2.3 Key Players in the Industry
The e-commerce business in India has been marked by stiff competition between the local and international companies (Chawla and Kumar, 2022).
Flipkart, which is acquired by Walmart, has been positioned as one of the market leaders among the domestic companies, owing to good local knowledge and product portfolio. Reliance Retail is the other large domestic player, running JioMart, and having the advantage of having a large offline retail network and is able to integrate telecom services provided by Jio (Banerji and Singh, 2024).
Amazon is a firm competitor on the multinational front, having made a long-term investment in the Indian market by entering the market. Amazon has been geared towards establishing a strong logistical network, expanding variety of products and improving customer service using services like Amazon Prime (Singh et al., 2024).
There are three major powers in the competitive environment of the Indian e-commerce market, Amazon, Flipkart, and Reliance Retail. Flipkart targets price-sensitive customers and capitalizes on its great knowledge about the Indian market, whereas Amazon is characterized by the presence of the state-of-the-art technology, good logistics networks and high-quality services, including Amazon Prime (Mahesh et al., 2022). Reliance Retail on the other hand uses the omnichannel model where it combines its large offline retail chain with digital media which is why it is able to access a wider customer base.
Competition between these firms takes place at several levels among them being the prices, product variation, speed of delivery and technological advancement, and this has made the market very dynamic and competitive (Sharma et al., 2023).
[bookmark: _Toc224903005]2.4 Competitive Positioning Analysis
Key firms operating in the e-commerce business in India can be analysed in terms of their competitive positioning on a number of factors (Jauhar et al., 2024).
Business models wise, Amazon uses a marketplace model whereby Amazon assembles consumers and sellers, and invests in its logistics and warehouse facilities. Flipkart adheres to the same hybrid approach but it is more focused on exclusive brand alliances (Amazon.com, 2025). Reliance Retail, conversely, uses an omnichannel strategy, combining the online and offline retailing features.
In terms of market share, Amazon and Flipkart control the market, although Reliance is rapidly catching up with its benefits of the ecosystem (Mahesh et al., 2022). The presence of Flipkart in the country and Walmart support give the company a competitive advantage, and Amazon has access to global knowledge and cutting-edge technology.
Regarding pricing strategies, all major players carry out aggressive discounting and promotion campaigns so as to purchase price sensitive Indian consumers. This, however, has resulted in low profit margins and constant profitability crisis (Jauhar et al., 2024).
In regard to logistics and technology, Amazon is well known to have an excellent fulfilment network and data-driven operations. Flipkart has resourcefully invested on the supply chain capability and Reliance enjoys its huge physical retail network (Sharma et al., 2023).
	Company
	Strength
	Weakness

	Amazon
	Strong logistics network, Prime ecosystem
	High operational costs

	Flipkart
	Strong local market knowledge
	Limited global integration

	Reliance
	Extensive offline presence
	Developing digital capabilities


In general, despite Amazon being a strong and successful competitor with its global reach and technological advantage, Flipkart is currently dominant in the market share, and Reliance Retail will become a severe rival. The industry leadership is thus challenged, which depicts stiff competition and constant strategic adjustment (Ali et al., 2024). 
Although the Indian e-commerce industry is expanding at a very high pace, there exist a number of issues that restrain the overall profitability and functioning effectiveness. These are poor logistics infrastructure in the rural regions, rigorous regulatory policies towards foreign direct investment (FDI), and high competition of prices among the key players (Dash et al., 2022). This has led to the industry being highly competitive and highly strategic because firms are usually forced to focus more on market share rather than profitability.
[bookmark: _Toc224903006]3. Porter’s Diamond Model Analysis
The Diamond Model created by Porter offers a practical framework that can be utilised to analyse the global competitiveness of India e-commerce industry by considering the major determinants (Dash et al., 2022).
[bookmark: _Toc224903007]3.1 Factor Conditions
India has some favourable condition factors that favour growth of e-commerce. The nation has achieved a lot of advancements in online infrastructures such as broad internet penetration and mobile network connectivity. Besides, there has been an increase in efficiency of delivery due to advancements in logistics and transport system (Ali et al., 2024).
The availability of massive and relatively professional workforce especially in technology and IT services is also another significant factor. The talent pool developed in India presents a company with opportunities to build and operate the complicated digital platforms to achieve innovation and operational efficiency (Mittal and Kumar, 2024).
Nevertheless, there are still issues, especially physical rural logistics and infrastructure, which may restrict the possibility of last-mile delivery.
[bookmark: _Toc224903008]3.2 Demand Conditions
The state of demand in India is very favourable considering that the population of India is very large and the middle class is growing. The growing consumer awareness and rising disposable incomes have sparked off the need to shop online (Dash et al., 2022).
[image: Porter's Diamond Model: An Essential Guide for Global Achievement]
Figure: Porter’s diamond model
Source: (SlideModel, 2023)
Moreover, Indian consumers are extremely price-sensitive and digitally-oriented, which prompts firms to get innovative in terms of pricing and user experience. The high rate of the use of mobile commerce and digital payment systems has increased demand even more (Ranjekar and Roy, 2023).
These dynamics and challenging market environment makes the market a dynamic and challenging one that requires firms to keep on enhancing their products.
[bookmark: _Toc224903009]3.3 Industry-related and Supporting industries.
Industries related to e-commerce play a strong role in boosting its growth in India. The evolution of the digital payment systems, especially the Unified Payments Interface (UPI), has transformed the online transactions and made them fast, secure and accessible (Mittal and Kumar, 2024).
Moreover, logistics, warehousing and supply chain management have improved, which has facilitated the distribution of products. The availability of strong IT and technology industry is also another factor that favors innovation in platform creation and data analytics.
These related industries promote the competitiveness of the e-commerce industry.
[bookmark: _Toc224903010]3.4 Company Strategy, Structure and Competition.
The Indian market of e-commerce is marked by the high competition between large companies, such as Amazon, Flipkart, and Reliance Retail. Firms are pursuing ambitious expansion strategies, which are concerned with market expansion, acquisition of customers and innovation (Azam and Ansari, 2024).
Price wars and intensive discounting are normal and the market is very competitive. The companies also spend much on logistics, customer experience, and brand positioning in order to achieve a competitive edge (Ranjekar and Roy, 2023).
This high competition helps to promote efficiency and innovativeness but also puts a strain on the profitability hence the sustainability in the long run is one of the major challenges.
[bookmark: _Toc224903011]3.5 Role of Government
Policies developed by the government also have a major influence on the e-commerce industry. India has put laws on foreign direct investment (FDI) on e-commerce that influence the way multinational companies like Amazon conduct their operations in the market (Jabar and Ogunsola, 2022).
Simultaneously, such programs as the Digital India or the encouragement of the cashless transactions assist in the development of the digital economy (Hamid et al., 2023). The purpose of the regulatory structures is to provide equilibrium between the interests of the domestic firms and foreign investors, as well as to protect the consumers (Azam and Ansari, 2024).
[bookmark: _Toc224903012]3.6 Chance Factors
There are other external events that have impacted the development of the industry. Online shopping, as an example, gained even greater traction due to COVID-19 pandemic, as customers started abandoning the physical stores. This sudden spike in traffic gave a big boost to the development of e-commerce sites (Jabar and Ogunsola, 2022).
[bookmark: _Toc224903013]Overall Competitiveness
All in all, there is high global competitiveness in India e-commerce industry that can be validated by favourable demand conditions, infrastructure (improving infrastructure) and a vibrant competitive environment (Amazon.com, 2025). The rate of growth and strategic value of the industry is an extremely appealing choice to both local and foreign companies though threats like regulatory limits and infrastructural disjunctures are still in place.
[bookmark: _Toc224903014]4. Analysis of Amazon in India
[bookmark: _Toc224903015]4.1 Introduction to Amazon
Amazon is a multinational company in the world that deals with e-commerce, cloud computing, digital streaming, and artificial intelligence (Amazon.com, 2025). The company was established in 1994 in the United States and has grown to operate in various parts of the world and become one of the leading companies in online retail markets in North America, Europe and Asia (Varma and Ray, 2023). The competitive advantage of Amazon is that this company is focused on customers and has well-developed logistics and a powerful tech infrastructure as well (Amazon.com, 2025).
Amazon joined the Indian market in 2013 and realised that the country had a great growth potential because it was an economy with great growth as a rapidly growing digital consumer base (Amazon.com, 2025). Contrary to its competitors Amazon employed a long-term investment approach, which emphasized on the development of infrastructure, domestic sourcing and scalable marketplace model (Dash et al., 2024). The company has over the years invested billions of money in India to make its logistics network stronger, and increase the involvement of sellers and customer experience. India is currently a strategically valuable market to Amazon especially as the developed markets start to level off (Chaturvedi and Vijaykarthigeyan, 2023).
[bookmark: _Toc224903016]4.2 Market Attractiveness (PESTLE Analysis)
[bookmark: _Toc224903017]4.2.1 Political Factors
India has a very important political environment that determines the operations of Amazon. The government allows foreign direct investment (FDI) in e-commerce market places, however, in inventory based models they have restrictions (Amazon.com, 2025). It implies that Amazon will not be able to sell his/her inventory directly but will have to exist as a platform between third-party sellers and buyers. These laws are meant to favor local retailers at the expense of the flexibility of the activities of Amazon (Dash et al., 2024).
Also, policies and programs like the government initiative of Digital India and the encouragement of the use of digital payments have impacted the development of e-commerce positively. However, a high number of regulatory changes cause uncertainty, which means that Amazon must constantly modify its business model.
[bookmark: _Toc224903018]4.2.2 Economic Factors
India presents a huge economic potential to Amazon because it has a high growth potential and middle class. The growing disposable incomes and urbanisation have raised consumer spending in online platforms (Chaturvedi and Vijaykarthigeyan, 2023). In addition, large population of India offers the opportunity to have an enormous customer base making the country an attractive investment market in the long run.
Income inequality and price sensitivity are however major issues. A substantial part of the population is very cost-sensitive, and Amazon has to struggle to compete at a low price and discounts, which affect profitability (Sahu and Singh, 2023).
[bookmark: _Toc224903019]4.2.3 Social and Cultural Factors
Consumer behaviour in India is highly affected by social and cultural forces. Conventionally, physical shopping was the favorite of Indian consumers because of their doubts on the quality of products and their trust. This is no longer the case though, as the trend of online shopping is being increasingly accepted due to their convenience, diversification and reasonable prices.
Amazon has addressed the diversity of cultures by providing language regional support and personalised marketing approaches (Vidani, 2024). The use of measures like simple policies of returning goods easily and the provision of cash on delivery has further taken up adoption. Cultural diversity is however a global issue where the culture of the various regions necessitates constant adjustment to the tastes (Kappagantu et al., 2024).
[bookmark: _Toc224903020]4.2.4 Technological Factors
One of the key reasons that have made Amazon successful in India is the technological advancement. The high rate of internet penetration and smartphone use has facilitated the large number of people who can access the e-commerce sites (Sahu and Singh, 2023). The robust IT ecosystem in India favors innovation in digital platform, data analytics and customer experience (Lodhi and Sharma, 2023).
Amazon has used technology to streamline supply chains, recommendations and delivery E-efficiency. But other risks like poor internet connection in the rural regions continue to influence market access (Amazon.com, 2025).
[bookmark: _Toc224903021]4.2.5 Legal Factors
Legal environment has its opportunities and limitations. The rules of e-commerce in India are very strict when it comes to price controls, association with the sellers and the utilization of data. Indicatively, the existence of limitations on the partnerships that are exclusive and deep discounting impacts on Amazon competitive strategies (Kappagantu et al., 2024).
The laws relating to data protection and privacy are also gaining prominence and companies must take steps to ensure that they comply with the changing laws. Such legalities add a strain to the costs of operations and they demand a strategic thinking.
[bookmark: _Toc224903022]4.2.6 Environmental Factors
The issue of environmental issues is becoming relevant in the Indian business environment. Companies are under pressure to go green in their operations, especially in packaging and logistics. Amazon has implemented programs like less plastic packaging and renewable energy investment in order to meet these issues (Gunasekar et al., 2023).
Nevertheless, the size of operation and effects of logistics networks are still questions that are being debated, and thus more efforts in sustainable operations must be innovated.
[bookmark: _Toc224903023]4.3 Amazon’s Strategy in India
The localisation, aggressive pricing, technological investment and ecosystem development are some of the characteristics of the strategy that Amazon has adopted in India (Amazon.com, 2025).
To begin with, Amazon has been using a high-level of localisation strategy whereby it has customised its products to meet the needs of the Indian customers. There are regional language interfaces, support of small sellers and products that are fit to local demands. The company has also joined with the local businesses to increase its seller base (Mishra and Rath, 2022).
Secondly, Amazon uses competitive pricing and discounting as a strategy to appeal to price sensitive consumers. Routine sales promotions, like the Great Indian fest, are targeted to help in increasing customer acquisition and retention.
Thirdly, Amazon has put significant resources in its logistics network, in the form of fulfilment centres, delivery hubs, and last-mile delivery solutions. This infrastructure can be used to deliver items at a faster and more reliable rate, which is also a major competitive advantage in the Indian market (Mishra et al., 2022).
Lastly, Amazon Prime ecosystem has the important role of retaining the customers. Amazon provides high value to its customers by delivering goods in a short time, delivering video files and providing special offers, which improves customer loyalty and the lifetime value.
[bookmark: _Toc224903024]4.4 Challenges Faced by Amazon
Amazon has a robust presence within the Indian market, but still, the company has multiple challenges in the country. Among the major threats is the regulatory barrier, especially the FDI restrictions and the changing e-commerce regulations. These laws impair the flexibility of the operations of Amazon in managing its inventory and pricing policies (Amazon.com, 2025).
The other major threat is a high level of competition with Flipkart and Reliance Retail. Flipkart would have a better local understanding with the support of Walmart and Reliance would have a massive offline network with telecom ecosystem. This rivalry increases the price wars and decreases profit margins.
Moreover, Amazon is experiencing profitability challenges as a result of high operation expenses such as logistics, marketing and infrastructure expenditures. Competitive pricing also increases pressure on the margins, and short-term profitability is hard to accomplish (Amazon.com, 2025).
[bookmark: _Toc224903025]4.5 Critical Evaluation
An analysis of the position that Amazon holds in India reveals its strength and weaknesses.
Speaking of strengths, Amazon is empowered with the advanced technology, highly recognizable brand throughout the world, and the highly efficient logistical network. It has innovative capabilities and focuses on customers which gives it an upper hand (Mishra et al., 2022).
Nevertheless, the weaknesses are regulatory limitations and reliance on high discounting in order to appeal to the customers. These aspects inhibit profitability and flexibility in the strategy.
Strategically, Amazon stands a lot of opportunities in the fast developing digital economy in India. There is a long-term growth potential due to increasing internet penetration, increased incomes, and increased adoption of e-commerce (Nataraj et al., 2025).
Simultaneously, the threats are associated with stiff competition, regulatory insecurity and evolving consumer demands. New competitors and changing policies may be additional factors that will question the position of Amazon in the market.
Generally, although India is a very promising market over the long term, survival of Amazon in the country requires that it would overcome the challenges of regulation and maintain its competitive edges besides garnering profits amidst a harsh environment (Nataraj et al., 2025).
[bookmark: _Toc224903026]5. Conclusion 
This report has explored the Indian e-commerce market and assessed the position of Amazon in this growing market. The results suggest that the e-commerce market in India is very competitive and developing fast, with the help of favourable demand conditions, technological development, and the growth of digitalisation (Amazon.com, 2025). The availability of good domestic and foreign players has led to a situation where there is innovation, efficiency and stiff competition (Mishra et al., 2022).
Indian market Amazon has become a major participant in the market with a substantial investment, a well-developed logistic system, and an effective customer-based approach. The localisation efforts, pricing policies and ecosystem building has made it to compete successfully with its key competitors like Flipkart and Reliance Retail (Amazon.com, 2025).
Nevertheless, the analysis also reveals that there are a number of challenges such as regulatory constraints, pressure on profitability and stiff competition. These are what prevent Amazon to use its global advantages to the fullest extent possible and demand the constant strategic adjustment.
To sum up, India is one of the most appealing market places that Amazon can afford to make in the long run owing to its growth potential and growing digital economy (Nataraj et al., 2025). Although the short-term issues still stand, Amazon is on the right path to success as it invests and is being strategic (Amazon.com, 2025). In terms of its international business operation, Amazon experience in India highlights the difficult complexities and opportunities of doing business in emerging markets, highlighting the importance of localisation, flexibility, and long-term strategic investment in it.


[bookmark: _Toc224903027]Section 2
[bookmark: _Toc224903028]6. Reflective Account (Gibbs Reflective Cycle)
[bookmark: _Toc224903029]6.1 Description
This report entailed an analysis of the e-commerce market in India and an assessment of how Amazon strategic position stands in an international business environment. The steps involved before undertaking the process included the selection of a suitable country-industry population, acquiring of pertinent scholarly and industry statistics, and the application of theoretical frameworks, like the Diamond Model of Porter and PESTEL analysis. It was also a task of critical comparisons of the key players in the market and evaluating the overall business environment that influenced multinational corporations in India.
In order to accomplish this task, I utilized a variety of sources intended to fulfill my research, all of which included academic journals, industry reports, and reliable online information. I then organized the report in a way that was in line with the instructions and tried to combine some theoretical concepts and real-life examples to create a critical analysis.
[bookmark: _Toc224903030]6.2 Feelings
Initially, the given task seemed to be a bit challenging to me because of its wide scope and the necessity to use several theoretical frameworks. The combination of countries and industries was not an easy choice to make at first, and I had to make sure that enough and reliable data could be found.
I also had the doubt of how to balance between the descriptive and critical analysis which is mandatory in postgraduate level. This however changed as the research went on and I became more confident, especially as I developed a better idea of how to implement theoretical models into real business situations.
[bookmark: _Toc224903031]6.3 Evaluation
In general, this report writing had been a difficult and enriching experience. Among the strengths, it is possible to mention the possibility to find a great variety of relevant sources, which contributed to enhancing the validity of my analysis. The implementation of frameworks like Porters Diamond Model, and PESTLE allowed me to organize my arguments in the best manner as well as gave me a methodical way of assessing the industry and position of Amazon  (Amazon.com, 2025).
But there were also spots that have not worked as well. Sometimes, I could not easily go beyond description and implement a more critical assessment. Also, time management was an issue especially when working with a lot of data and making sure that all the parts of the report were properly covered within the word limit.
[bookmark: _Toc224903032]6.4 Analysis
This assignment has helped me to acquire a number of valuable scholastic and career-related competencies. To begin with, my research skills were also enhanced because I was taught to extract and judge credible sources such as academic journals and industry reports. This improved my skills in the provision of evidence-based arguments, which is needed in postgraduate work.
Secondly, I enhanced my analysis abilities by relating theoretical theories to a practical situation. The Diamond Model of Porter and PESTLE analysis provided me with an opportunity to analyze the influences of competitors on the competitiveness of the e-commerce industries in India and Amazon within the context of its strategic position.
Moreover, I had nurtured my skills of summarising complicated data and writing it in a logical and clear format. This did not only entail learning about theoretical concepts but also relating these concepts to real-life examples, which is one of the essential requirements in the international business analysis.
[bookmark: _Toc224903033]6.5 Conclusion
To sum up, the given assignment has contributed to my better knowledge of international business principles, especially concerning the emerging markets like India. I have gained valuable experiences and knowledge on how multinational corporations can adjust their strategies in different economic, political and cultural environments.
Critical thinking, effective research, and organized analysis in the academic work have also been brought into the limelight of the experience. Although certain difficulties have been noted, especially when it comes to finding a balance between the description and critical examination, the entire process has played a significant part in my academic, as well as professional, progress.
[bookmark: _Toc224903034]6.6 Action Plan
To enhance my future academic actions, I intend to make more efforts to enhance my skills in critical analysis by reading more academic literature and training in the assessment of various points of view. The other area of improvement that I will strive to enhance is my time management including developing a more organized research and writing plan.
Moreover, I will work on improving my referencing skills so that I could become more accurate and consistent when writing scholarly. Lastly, I will further enhance my skills in the application of theoretical frameworks, as they are critical to the analysis of the complex business environment and improved academic results.
[bookmark: _Toc224903035]Final conclusion
On the whole, this assignment contributed a lot to my knowledge about the possibility of applying theoretical frameworks in practical business situations in the international business environment. Firstly, it was difficult to critically assess the Indian e-commerce market as opposed to descriptive analysis especially when using a model like the Porters diamond. Nevertheless, with the help of additional research and communication with academic and industrial sources, I managed to become more analytical. This procedure taught me that it is always essential to prove the points using the evidence, but not with the help of general observations.
In addition, I realised that my academic writing was a weakness, particularly on how I organised my arguments, and the incorporation of valid sources with the right citing styles. Another important lesson was time management since it took me longer to balance the research, analysis, and writing, which was not what I expected at first.
In future work, I will strive to start my research earlier, pay more attention to the critical assessment, and make sure that all the arguments are justified using the latest academic sources. This will assist me to write more stringent and well-organized academic work.
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