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[bookmark: _Toc224826265]1. Introduction
The tourism industry is a one of the most important components of international business, which is based on the increasing global movement of people, services and capital. Thailand has several natural attractions, unique cultural heritage and competitive service sector that support its emergence as one of the leading tourism destinations in world. This report is aimed at analysing the global competitiveness of the tourism industry of Thailand by utilising key international business theories and frameworks. First, the report examines size, scope and economic importance of the industry in the national context which is followed by an evaluation of major domestic and multinational firms and their competitive positioning. The report further uses Porter’s Diamond Model to examine the determinants of national competitive advantage. Overall, insights of the factors that influence the position of Thailand in the global tourism market are provided by this analysis.


[bookmark: _Toc224826266]2. Industry and Country Overview
[bookmark: _Toc224826267]Introduction to the Tourism Industry in Thailand
The international business also depends on the tourism industry, which involves the movement of people and services across the borders set by the growing global connectivity. Thailand has proven itself as one of the top tourist destinations in the world because of its natural attractions, cultural heritage and relatively good services (Wadeecharoen, et al., 2020). These aspects have led to the nation receiving massive numbers of tourists and coming out as a tourism industry with great competitiveness.
In Thailand, tourism is a diverse field that includes accommodation, wellness services and cultural tourism offerings (Tourism, 2026). These industries exist in an internationally integrated industry, in which international demand is a critical factor in determining domestic economic activity. Consequently, the tourism business in Thailand is not simply a local economic driver but a larger part of the global economy with international travel patterns and destination rivalry.
[bookmark: _Toc224826268]Size, Scope and Economic Importance
One of the most developed sectors of the economy of the country is the tourism industry in Thailand, which is the biggest in Southeast Asia. The number of international tourist arrivals is steadily rising to 39.8 million in 2019 and the following drop and recovery to 32.97 million in 2025 (Statista, 2026).  This proves an idea of the scale and further demand of Thailand as a place of destination globally.
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Figure 1:Number of international tourist arrivals in Thailand from 2015 to 2025
(Source: Statista, 2026)
Tourism plays an important role in Thailand's economy, contributing around 8.9% of GDP (World Bank, 2025). It provides millions of employment opportunities in the hospitality, transportation and retail industries. A high level of foreign exchange earnings is also generated by the industry to reinforce the status of the industry in terms of strong sources of national income. Moreover, Thailand is always among the top places to visit in the world, which also shows its high presence in the market of global tourism (Sirivadhanawaravachara, 2024).
The tourism sector is widespread, with a network of industries that is considered to provide tourism experiences. They are hotels, airlines, tour operators and digital platforms used to help in making a booking and arranging travel. The number of tourists arriving in the country in large numbers increases its appeal to international companies. This is in the sense that with a growing and dynamic market, there are chances of growth and investment. This large-scale influence demonstrates that tourism is not a service industry, it is also a significant contributor to economic development, labour markets and international interaction.
[bookmark: _Toc224826269]Firms and Competitive Positioning
The Thai tourism industry is very competitive with both local and multinational companies operating in various segments. Minor Hotels and Centara Hotels and Resorts are major domestic firms and multinational companies such as Marriott International, Hilton Worldwide, and Airbnb have also created a significant presence in the market.
Major hotel chains, including Marriott and Hilton, are oriented towards the high-end market, providing high-quality services and enlarging their luxury hotel array (Hilton, 2021; Marriott Bonvoy, 2026). Their international image and standardised activities enable them to receive high-income international visitors that are also concerned with reliability and quality. Consequently, these companies lead the premium market and enjoy a high brand endorsement and consumer markets worldwide.
In contrast, domestic companies, such as Centara Hotels and Minor Hotels, adopt flexible strategies with localised services tailored to different market segments (Kumar, 2025; Minor Hotels, 2026). They can attract mid-range and regional customers since they understand the local culture and taste of customers. This flexibility in responding to local demands gives local companies a competitive advantage over those segments where price sensitivity and cultural authenticity are decisive factors. Alternative accommodation is offered by Airbnb, which brings THB 72 billion to the GDP of Thailand (Airbnb, 2026). Its platform model offers substitutes to the conventional hotels, which intensifies competition and affords the customer with more options. This has increased the competition in the industry, especially in the urban and tourist-friendly regions.
Overall, multinational companies are more dominant in the luxury segment because of their international integration, brand strength and uniformity of services. However, national companies are very competitive in the middle-market segments with local responsiveness and pricing policies. In the meantime, Airbnb keeps disrupting with the usual business models by providing more choices in various forms of accommodation. This shows the way companies are differentiating themselves in terms of their strategies, target markets and positioning in the tourism industry of Thailand.


[bookmark: _Toc224826270]3. Porter’s Diamond Model and Global Competitiveness
The Diamond Model of National Advantage, developed by Porter, is a model that can be used to study issues that define the competitiveness of a country (Tan, 2025). The model identifies four factors, factor conditions, demand conditions, related and supporting industries as well as firm strategy, structure, and rivalry, which together influence the competitive advantage of nations. This model has been applied to the tourism sector in Thailand, where a critical analysis of how the sector can compete in the world can be accomplished.
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Figure 2: Elements of Porter Diamond Model
(Source: From Lecture Notes)
[bookmark: _Toc224826271]Factor Conditions
Thailand has good factor conditions, which have contributed greatly to its competitiveness in tourism. Natural resources are available in the country with rich tropical beaches, cultural sites and favourable climatic conditions and these are attractive to international tourists. Secondly, the hospitality sector in Thailand is growing at a high pace and it is estimated to grow to USD 36.26 billion by 2031 (Mordor Intelligence, 2025). The industry is also supported by infrastructure such as international airports, transport system and a variety of accommodation facilities.
However, there are some restrictions to these benefits. Dependence on natural attractions may lead to environmental degradation and pressure on ecosystems, compromising long-term sustainability (Uddin, et al., 2023). As well, the development of infrastructure in some parts of the country is not balanced, which may make accessibility problematic and lower the efficiency of the tourism system. Thus, factor conditions in Thailand create a strong basis of competitiveness, although with sustainability being an important issue.
[bookmark: _Toc224826272]Demand Conditions
The demand factors in Thailand also play a very big role in its competitiveness on a global level. The country has a diverse range of foreign tourists such as luxury, cultural and wellness tourists (Tourism Analytics, 2026). This dynamic and wide demand makes firms innovate and even expand their services and raise the quality of service, as well as the tourism experience overall. Repeated visitation is also high which denotes that customers are significantly satisfied and strengthens its reputation as a destination of choice.
However, reliance on foreign demand will make the industry subject to the changes in the global travel trends and economies. Tourism demand and visitor trends and preferences in Thailand are subject to changes in consumer preferences and international economic conditions (The Nation, 2026). Besides, the necessity to serve different customer groups can make firms more complex in their operations. Despite these issues, high and diversified demand is one of the sources of tourism competitiveness in Thailand.
[bookmark: _Toc224826273]Related and Supporting industries
Government effort, investment and sustainable practice of infrastructure in Thailand contribute to developing the tourism industry in the country (Rakklin and Laphet, 2025). Accessibility and convenience of international tourists are also improved with the presence of digital platforms as well as travel intermediaries. These facilitating industries serve to reinforce the overall value chain as well as enhance the role of the country to provide integrated services in tourism. 
However, the efficiency of these supporting sectors has a lot to do with the performance of the tourism industry. The transportation inefficiencies or any other infrastructure and quality service can negatively affect the entire tourist experience. Moreover, competition can be even more intense and together with the increase in the use of digital platforms, traditional service offerings may lose their margins. Thus, even though strong supporting industries can make the industry more competitive, it has to be well coordinated and developed.
[bookmark: _Toc224826274]Firm Strategy, Structure and Rivalry
The global environment in which the tourism industry of Thailand functions is more and more competitive, which means that it affects the development and competitiveness of the industry (Jiang, 2023). The multinational firm such as Marriott, specialises in the high-end market and provides quality services and premium experiences (Marriott, 2026). Meanwhile, the local firm such as Centara Hotels are highly efficient in local flexibility and culturally customised hospitality services (Centara, 2026). The existence of various rivals prompts the companies to 24/7 improve their products and stand out in the market. Meanwhile, there may be intense competition, which may result in price war and profit margin stress, especially in the mid and low end. The introduction of the alternative accommodation service also increases the competition and is a threat to traditional business models. This competitive environment rewards efficiency and innovation, but it has left strategic challenges to firms that aim to remain profitable.
The Thai tourism sector is very competitive on the international market, which relates to the favourable factor environment, variability of demand and the development of the supporting industries. The existence of a high level of competition also drives innovation and the quality of services. However, the issue of environmental sustainability, fluctuations in demand and competition pressures indicate that improvements should develop gradually. These aspects work together and show that although Thailand has a strong position in global tourism, it must manage challenges to maintain its advantages long-term.
[bookmark: _Toc224826275]
4. Marriott International in Thailand: Market Attractiveness and Critical Evaluation
[bookmark: _Toc224826276]Introduction
Marriott international is a multinational hospitality company which is headquartered in the United States world with 9805 properties that are spread across more than 145 countries. The firm is a global leader in tourism industry which has a wide range of brands such as luxury including Ritz-Carlton and St. Regis and premium and mid-scale which allows the company to focus on a broad range of global travellers (Marriott International, 2025). Thailand has high tourist demand, wide range of visitors and well-established reputation as a major tourist destination worldwide which makes it a strategically important market within the Asia-Pacific operations of Marriott.
Marriott has its properties in major tourist destinations of Thailand such as Bangkok, Phuket, Koh Samui and Chiang Mai which shows its well-established presence in Thailand. These destinations make Thailand an important hub for the regional strategy of Marriott by aligning international tourist trends and high-value market segments. However, market size and external environmental factors are responsible for defining the success of Marriott’s operations. The tourism market of Thailand is highly influenced by political stability, economic performance, legal frameworks and cultural forces.
[bookmark: _Toc224826277]Market Attractiveness Analysis
The PESTLE framework and the country attractiveness model can be used to analyse the attractiveness of Thailand as a host country because it provides an assessment of the balance between opportunities, risks and operational constraints. These elements define the success of market entry and long-term sustainability of operations in the case of Marriott International.
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Figure 3: PESTLE Framework
(Source: Zindros and Anagnostopoulou, 2024)
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The political environment in Thailand plays a major role in determining the tourism industry and foreign investment decisions. Visa facilitation programs and national tourism campaigns are a couple of examples of initiatives that Thailand has made to enhance its global visibility and attractiveness (Kaohoon International, 2026). These measures directly benefit Marriott by increasing demand for accommodation services.
However, the political environment of Thailand has been characterised by periods of instability such as changes in government and instances of civil unrest. While there is a relative political stability in the country in recent years, political uncertainty still provides a potential risk. Thus, the government support contributes to enhanced attractiveness of the market but political volatility is also an additional element of risk that cannot be overlooked. In the case of Marriott, there are both opportunities and threats due to political conditions. Therefore, Marriott should implement flexible and risk-aware strategies to reduce the risks and capitalise on supporting policies at the same time.
[bookmark: _Toc224826279]Economic Factors
Thailand is a destination that is primarily depended on economic conditions as a determinant of its tourism attractiveness. Tourism industry has a huge impact on national economy by accounting for a total of 86.49 billion USD and provides a lot of foreign exchange to the country (Thailand Government, 2026). There is a very high population of international arrivals in Thailand which is beneficial for Marriott. Moreover, the comparatively low operating costs in Thailand as compared with other developed markets promote profitability and support further investment.
However, the economy of Thailand is highly depended on tourism which also introduces vulnerabilities. The industry can be strongly influenced by external shocks such as world economic downturns or changes in international travelling behaviour. Also, operational costs and pricing strategies can be affected by exchange rates and inflation. This suggests that Thailand has a high economic potential but it is also vulnerable to the uncertainties of global economies. Thus, the economic environment can provide both threats and growth opportunities for Marriott. 
[bookmark: _Toc224826280]Social (Cultural) Factors
Thailand is known for its hospitality and service excellence which fits best with Marriott’s brand positioning that focuses on high quality of customer experience. The ability of Marriott to deliver consistent service depends on the availability of a service-oriented workforce. Moreover, Tourists from different countries visit Thailand which allow Marriott to target multiple customer segments by using its extensive brand portfolio (Deng, 2022). However, global brand consistency and localisation need to be balanced by Marriott due to cultural differences. Customer expectations in Western markets and Thailand are different especially in terms of service delivery and experiences. Therefore, the ability of Marriott to integrate local cultural elements in its operations without compromising global standards is the primary driver of its success.
[bookmark: _Toc224826281]Technological Factors
The hospitality industry has changed due to technological advancements in digital booking platforms, mobile applications and data analytics (Tourism Analytics, 2022). The global reservation system and loyalty programmes of the Marriott are very beneficial in enhancing customer engagement and operational efficiency in Thailand. However, online travel agencies and other advanced accommodation platforms are also giving tough completion to Marriott. It exerts pressure on Marriott to keep innovating and investing in digital capabilities. Thus, technology improves the efficiency of operations but it also increases the level of competition which pushes Marriott to ensure a strong digital presence.
[bookmark: _Toc224826282]Legal Factors
There are some limitations on foreign companies in Thailand especially regarding land ownership. Marriott mostly operates by signing management contract and having partnerships with local developers to address this challenge (Thailand Board of Investment, 2023). This strategy allows Marriott to expand without significant investment. However, the use of local partners may restrict the operational control of Marriott and influence consistency in service delivery. Moreover, regulatory requirements and compliance processes may add complexity to administration. This means that the legal system is allowing foreign investment but it is also pushing Marriott to manage partnerships carefully to ensure brand consistency.
[bookmark: _Toc224826283]Environmental Factors
Over-tourism, climate change and depletion of resources are some environmental issues that are challenging the tourism industry of Thailand (Sangnak, 2025). For Marriott, these concerns may result in stricter regulations and high operational costs. However, Marriott should adopt environmentally responsible practices in order to meet the increasing demand for sustainable tourism. Therefore, environmental factors provide both a risk and an opportunity but it depends on the effectiveness of Marriott to incorporate sustainability into its strategy.
[bookmark: _Toc224826284]Opportunities and Challenges for Marriott in Thailand
The environment of Thailand is defined by high growth potential and new structural challenges that will define the future performance of Marriott.
The global tourism demand will continue to grow which is a significant opportunity for Marriott. Thailand is a part of the most visited destinations in Asia because it attracts millions of international tourists on yearly basis (Sriwapee, et al., 2025). This long-term demand generates a high revenue potential for Marriott especially in its diversified brands of luxury and mid-scale brands. Marriott will be able to occupy more areas and take advantage of economies of scale with the recovery and expansion of tourist arrivals. Thus, demand growth facilitates growth of revenue in the long run and reaffirms the strategic significance of Thailand within the global network of Marriott (Dwivedi, 2024). Moreover, there is an opportunity of expansion into emerging destinations in Thailand. The secondary cities and less-developed tourist areas are becoming popular because traditional hubs such as Bangkok and Phuket are extremely competitive. Marriott can take advantage of this trend by entering new destinations that are less competitive and have lower development costs. This suggests that competitive pressure in opening new revenue streams can be reduced by geographical diversification.
There is also an opportunity for digital transformation. The rising popularity of online booking platform, mobile applications and data analytics can help Marriott to improve customer experience and operational efficiency (Tourism Analytics, 2022). Marriott can customise experiences and enhance customer engagement in Thailand with the use of its global digital infrastructure. However, this opportunity is tightly connected with competitive forces because digital innovation is now often considered as a necessity instead of a differentiator. Another important opportunity for Marriott is sustainable tourism. Eco-friendly travel options are in demand due to the growing awareness of environmental concerns (Mishra and Kumar, 2024). One of the methods that Marriott can use to reinforce its competitive advantage is the implementation of sustainable practices including energy-efficient operations and managing its resources in a responsible manner. This helps to improve brand reputation and shows compliance with potential regulatory changes in Thailand.
Marriott has a number of major threats despite these opportunities. Pricing and market share in key tourist destinations are pressurised by intense competition from multinational hotel chains such as Hilton and Accor. This minimises the power of Marriott to differentiate in terms of location which require sustainable service and customer experience innovation. There is also a significant challenge of economic volatility. The economy of Thailand is highly depended on tourism which exposes the industry to global economic fluctuations and changes in travel demand (Li, 2024). Hence, it is important for Marriott to diversify its strategies because this challenge has a direct effect on occupancy rates and revenue stability of Marriott. Stricter regulations and higher costs of operations are a result of environmental pressures such as over-tourism and climate change (Sakcharoen, et al., 2024). This could impact profitability in case Marriott fails to adjust to sustainability needs. Moreover, regulatory limitations especially foreign ownership restrictions can restrict operational control and create dependence on local partners which may impact service consistency.
[bookmark: _Toc224826285]Entry Mode Analysis and Recommendation
The focus of Marriott International in Thailand is mainly on asset-light model that is based on management contracts and franchising agreements with local developers (Busch, 2023). This strategy in very effective because legal restriction of foreign land ownership in Thailand limits the flexibility of wholly owned subsidiaries. Marriott is able to grow at rapid rate without investing a lot of capital by using management contracts whereas Marriott can provide franchise to local associates for operating properties under the brand standards of Marriott. This model also economically eliminates financial risk and enables Marriott to enjoy the high tourism demand in Thailand without operating at full costs (Marriott International, 2025). Hence, the existing entry mode suits regulatory limitations and market conditions of Thailand.
However, there is very high competition and changing market trends which require a hybrid strategy including strategic alliances for future growth. Although the asset-light model offers flexibility, it does not allow direct control over service quality and brand consistency which are important in a competitive environment (Yu, 2018). Marriott can maintain operational flexibility by forming strategic alliances with established local companies to enhance its understanding of market and gain better control over key assets. This recommendation provides a balance between risk and control. It helps Marriott to exploit development opportunities and overcome challenges such as regulatory restrictions, competition and the need for local responsiveness in the dynamic tourism market of Thailand.
[bookmark: _Toc224826286]Critical Evaluation of Success Factors
The success of Marriott International in Thailand is based on various factors such as its strong brand reputation, intense global network, shared services and state-of-the-art technology (Marriott International, 2026). The globally recognised brand of the company helps to enhance customer trust and attracts international tourists who value reliability and consistency. This brand strength gives a clear competitive advantage over local operators in Thai market because it has a large percentage of international visitors. Moreover, the global network of Marriott assists in retaining customers with the help of loyalty programmes and built-in booking systems which allow customers to visit the hotel repeatedly and increase cross-border demand (Marriott International, 2026). This specifically works in Thailand where international tourism is dominating its economy. The focus on the quality of service aligns well with the hospitality culture of Thailand and helps to strengthen customer satisfaction and improving overall experience.
These strengths also provide limitations. The ability of Marriott to fully adapt to local preferences can be reduced by its strong brand standardisation which affects its competitiveness in culturally diverse market. In addition, pricing flexibility in a highly competitive environment can be reduced by increased operational costs due to reliance on global systems and brand positioning (Ashraf, et al., 2017). Strategic flexibility allows Marriott to grow efficiently and react to market shifts by its asset-light model. However, this approach can restrict the direct management of operations which can compromise service consistency. Overall, although these success factors help Marriott to become stronger, their effectiveness would be conditional on striking a balance between global integration and local responsiveness in the dynamic tourism market of Thailand.


[bookmark: _Toc224826287]5 Conclusion
This report has critically examined the dynamics of global competitiveness of the tourism industry in Thailand through the application of important international business concepts and frameworks. As identified in the report, Thailand has emerged to play a strong position in the global tourism market because of its natural attributes, cultural influence and affordable service industry. The industry explanation revealed that it is economically important, as indicated by the large inflow of tourists, high GDP contribution and high employment levels. The fact that there are both domestic and multinational firms also reflects a competitive and segmented market structure where firms compete on prices, service quality and target segments.
The Porter's Diamond Model application has shown that Thailand is enjoying favourable factor conditions, has high international demand and a well-developed support industry that contributes to its competitiveness. However, the possibility of risks is mentioned due to environmental pressure issues, infrastructure shortages and reliance on the global demand. The example of Marriott International revealed that attractive market conditions in Thailand are high, but companies need to deal with political, economic and regulatory factors to maintain long-term success.
Overall, the findings indicate that Thailand is still a competitive tourism destination at the global scale. However, future development of the country is dependent on the possibility to maintain competitiveness and sustainability as well as effective strategic changes in the dynamic global environment. Furthermore, there would be a need for continuous innovation and strategic partnership between the government and the business sector to enhance long-term competitiveness within the global tourism industry.


[bookmark: _Toc224826288]Section 2: Reflective account
This section uses Gibbs Reflective Cycle, which is a systematic model of managing experience and enhancing future learning. Gibbs' Reflective Cycle is a structured model used to evaluate experiences and improve learning (Praveena, et al., 2025).

Figure 3: Elements of Gibbs Reflective Cycle
(Source: By Author)
Description
When doing this assessment, I proceeded systematically when conducting my research, analysis and creation of a detailed report on the tourism industry in Thailand. The first step I took was to review the lectures and then pinpoint important theories, such and the concept of foreign direct investment. This allowed me to realise the way a theoretical framework with concepts can be implemented in a real-life situation. The term secondary data analysis can be defined as the use of events already gathered by other researchers to conduct new analysis (Chivaka, 2018). Then, I gathered secondary information in good-faith resources, such as Statista, the World Bank, UNWTO and scholarly resources, to prove my point. 
I created a well-structured report, beginning with an overview of the industry and the country. Then, I analysed the global competitiveness by using the Diamond Model of Porter and a critical review of Marriott International in Thailand. In the process, I paid attention to connecting theory to practice and making sure that my essay was informed by relevant data. I also revised my work on several occasions in order to make it more structured, clear and coherent.
Feelings
I was initially confused regarding the way I could practically use theoretical models in a practical industry at the start of the assignment. Although I already knew the theories in lectures, I originally had difficulties in converting them into a valid analysis. 
A key aspect of ensuring the high-quality of academic research is the validity and reliability of the data (Shaheen, et al., 2023). Another issue that I had was related to the choice of the right data sources and the quality of my work as per the academic standards. 
But as I went, my confidence got better, research and relevant data finding allowed me to better understand the tourism business and its worldwide dynamics. I was more engaged in the analysis of real companies such as Marriott and it enabled me to relate theory to the real business practices. At the conclusion of the assignment, I was better able to assess myself as being able to critically review an industry through a structured approach. However, I also understood I still could improve my academic writing and critical depth. 
Evaluation
Overall, it was a hard but rewarding experience to go through with this assignment. The quality of my analysis was supported by the use of credible data and examples from real life, which might be listed as the major strength of my strategy. The report organisation was also effective because it was organised logically, starting with an overview of the industry, then the competitiveness analysis and lastly a firm evaluation.
However, some weaknesses existed, in some cases, my writing was unclear and inaccurate, especially when expressing complicated concepts. I also learnt that some of my analysis was more descriptive than critical which can limit the amount of evaluation. Also, I did not easily incorporate theory into my writing at the beginning since I was mostly inclined to over-explain it, or fail to connect it clearly to the situation. However, the net effect of these struggles was that I was able to develop better research and analytical skills such as the ability to apply theoretical models to real-life situations.
Analysis
The process of doing this assignment shows how useful the application of theoretical models in international business analysis can be. Through the application of Porter's Diamond Model, I was able to realise how national-level variables affect industry competitiveness. PESTLE analysis gave me an indication of external environmental conditions that would impact the firms such as Marriott.
This process helped me to understand that knowing theories is not enough, but what matters is a critical and contextual understanding of the same. To illustrate, when examining the tourism industry in Thailand, I had to evaluate its advantages, including high demand and natural resources. I also evaluated its weaknesses, including environmental issues and reliance on the market. This made me gain a more balanced, critical point of view.
Moreover, the application of data was important in justifying my arguments. By adding numerical data such as tourist arrivals and contribution to the GDP, I made my analysis more credible. I also got to know that a comparison of firms in their strategy, positioning and market segments is necessary in showing more knowledge. This assignment enhanced my skills in integrating theory and data and applying the theory-data-real world in a coherent way.
Conclusion
The assignment has provided me with significant insight into the concepts of international business and the practical application of these concepts. I have gained better research skills, better ability to analyse the industries through the application of theoretical models and have become confident in assessing actual business strategies. However, I understand that my academic writing style should be developed further, especially when it comes to clarity, structure and depth of critique.
The experience has shown that it is significant to transition to more analytical and evaluative forms of writing than descriptive writing. It has also made an emphasis on the use of credible sources as well as the integration of data. Overall, this educational process has helped me in my academic progress and prepared me for future tasks.
Action Plan
I will also aim to improve my writing and critical thinking abilities in order to enhance my future academic work. I will read more academic journal articles to comprehend how theories are implemented in quality research. I will also learn to write more concisely and briefly to enhance the general work quality.
Besides that, I will also aim to improve my skills in critical evaluation as opposed to description. As I analyse information by constantly asking myself questions such as why and what does this mean. I will also make sure that I employ a greater diversity of reliable sources to prove my points. I will also dedicate an additional time to proofreading and editing so that I can minimise errors and maximise coherence. These measures will make me write better academic work that is more structured, analytical and of high quality in the future.
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