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Section 1
[bookmark: _Toc222501854]Introduction 
International marketing is important for all business organisations to improve their business practices and policies. This helps in accessing international markets, global audiences and emerging markets to get a better exposure and improve sales effectively. International marketing helps in attracting new audiences, and higher revenues are gathered across new markets, creating a strong brand image (Tuominen et al. 2023). 
This report sheds light on the international marketing of Zara through its developmental strategies. Zara’s business operations in Spain, which is its home country, whereas this brand’s activities across Argentina have been demonstrated throughout this study. The macroenvironment, STP and developmental strategies are discussed within this study. 
[bookmark: _Toc222501855]Zara Background 
Zara is a Spanish fashion retail company, and customers are able to purchase men's and kids' fashion online and offline. Fashion collections and catalogues are offered by the company, and it is headquartered in Arteixo, Spain. Women's clothes have been the main target product of this company, and effective consumer service has been provided by the company (Zara, 2025). Total net sales of the company were 38,632 in 2024, and total sales cost was 16,288, and other operating expenses of this company were 11,555. The company managed almost 4589 stores in almost 96 countries, and in Spain, it has 1,120 stores and in Spain, competitors such as Mango and Primark. In Argentina, competitors such as H&M, Gap and Benetton are presented, and 11 stores of Zara are present in Argentina (Annual Reports, 2024). 
[bookmark: _Toc222501856]Comparative analysis (PESTLE) 
The PESTLE framework is used for analysing the macroenvironment business factors through which the external challenges and opportunities for a company are identified. PESTLE stands for political, economic, social, technological, legal and environmental opportunities and challenges while operating across different countries and making strategies count for effective business results in the long run (Uztürk and Büyüközkan, 2023). PESTLE analysis for Zara is conducted in this study with a major focus on two nations, Spain and Argentina, to compare its international marketing conditions. It is as follows: 
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Figure 1: PESTLE Framework 
(Source: Uztürk and Büyüközkan, 2023)
Political
Spain is a parliamentary democratic country with the most power in the hands of the Prime Minister. There is a political instability within the country because it has a rift with the UK due to Brexit challenges. The international security initiatives are limited for businesses to operate effectively. Spain is the home country of Zara, which implies that the brand is successful in operating under domestic rules and regulations to meet the customers' needs (The Global Economy, 2025). However, Argentina has a federal constitution with the Presidential regulations. The political instability is found within this country, resulting in negative conditions, a lack of security forces and violence towards women can be observed. Therefore, business progression is slow, which is directly impacting Zara’s business operations and meeting the customers' demands properly (Roy, 2022). 
Economical
The economic growth within Spain is consistently increasing, and in the final quarter of 2025, this nation has been successful in recording a GDP growth of 2.9% and tax revenues are also optimised implicitly. It is expected that the inflation rate will decrease by 2.3% in 2026 and 1.8% in 2027, resulting in better profit margins. Therefore, Zara can generate higher revenues as the customers become highly interested in buying fashion items at the most effective prices (OECD, 2025). 
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Figure 2: Spain’s Economic Growth 
(Source: OECD, 2025).
On the other hand, the economic foundation within Argentina has been positive because the GDP has been increasing by 2.9% every year between 1994 and 2025. This has made Argentina the third-largest economy in North America, which means the customers’ household income has improved. This implies Zara has the capabilities to strengthen its market position as the customers’ buying interests are increasing gradually (Nessi, 2026). 
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Figure 3: Argentina’s GDP Growth 
(Source: Nessi, 2026)
Social
Spain is well known for its cultural heritage and friendly atmosphere. The population is usually middle-aged, who are more interested in buying traditional and modest clothes, whereas the younger population is investing in modern, stylish clothes at the most affordable rates. Moreover, customers are ready to spend more on high-quality, durable and sustainable fashion items. This means Zara must offer its target audiences both traditional and modern items to address their needs (The Fashion Equation, 2024). However, Argentina has a wider mindset and experimental attitude when it comes to fashion culture. The customers tend to buy clothes that are modern, chic and designed by top designers. The income inequality makes the country only accessible to the affluent class. Therefore, Zara should target the young adults from the affluent families to ensure that the sales of the designer clothes can be maximised. Therefore, the pricing statements for these clothes can be set premium to ensure that Zara’s profit margins improve gradually (Godward et al. 2023). 
Technological
Spain is known for its technological innovation and standards for strengthening the business to its core. Therefore, businesses are using cutting-edge technologies to improve their products and meet the changing demands of customers faster and better. Artificial Intelligence and IoT are used by Spanish companies, including Zara, to improve the stock handling capacities, and location intelligence is being used to strengthen its logistics operations. Physical stores and online stores are equally handled with the smartest technologies in Spain (Dowsett, 2024). In contrast, Argentina’s technological conditions are yet to be improved. Therefore, a better policy is integrated in this country so that product-based innovations are made and embracing changes become possible in the long run. Therefore, Zara has higher chances to face challenges based on research & development about the products and customers’ demands cannot be identified leading to negative sales. Moreover, Zara must have its in-house strong technical infrastructure for meeting the customers’ demands successfully (World Bank, 2021). 
Legal
In Spain, discrimination towards the employees is banned at the workplace. The employees are in power and protection leading to higher agreement in place. The rights of the customers are also promoted to ensure that fashion brands offer the customers with the high-quality products at the most relative prices. Therefore, Zara must have compliances through which the business operations are established and a strong brand image. The financial performances can be maintained for this organisation through the same (Fernández, 2024). In Argentina, the Consumer Protection Law [Section 1092] and public entities are protected through which business standards. Transformation and business aspects are protected but high-quality items must be offered to these customers to ensure a strong brand name and structure are made. This leads Zara to improve its market position and enforcement authority can be attributed in the long run (Santori, 2024). 
Environmental
Corporate social responsibilities are fundamental in Spain and business organisations must focus on taking sustainable and ethical practices through which the social, environmental well-being are maintained. The fashion industry is continuously eliminating waste to reduce carbon footprints and effectively managing water use. This implies Zara must focus on ethical sourcing, reduce plastic packaging and water wastes to ensure that sustainable development can be maintained (Quiles‐Soler et al. 2023). On another hand, CSR code [8004] through which corporate volunteering programs are established through which environmental and social standards are maintained, and brand awareness is built. This reduces the carbon footprint and business ethics must be followed by Zara in the Argentina to improve its business functions and responsible consumption is practiced implicitly. Responsible sourcing is practiced through the same principle by Zara and in-depth business; ethical options are attributed (Rienda et al. 2023). 
[bookmark: _Toc222501857]Comparative analysis & International marketing (STPs & 7Ps)
STP Analysis
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Figure 4: STP 
(Source: Correia and Rodrigues, 2023)
Segmentation, targeting and positioning are associated factors with the STP model, and that focused on the target market of the companies. Marketing strategies are understood by researchers of a company through focusing on this model application, and target audience evaluation becomes easier through it (Correia and Rodrigues, 2023). 
Segmentation
In the demographic segment, Zara targets a strong 21-30 year age group of young to middle-aged consumers. Urban areas have been targeted the most by the company, and that helped in the business development. High and luxury prices are set for the consumers, as the target segment is the premium consumers. People who are modern and aspirational have been targeted in Spain by Zara (Ahmad, 2024). 
On the contrary, in Argentina, the company focused more on the women consumers who are young to middle-aged. Urban and semi-urban areas are targeted in the business that helped in the successful development of the business. A premium shopping atmosphere has been created by Zara, so it targets premium consumers more, while prices have been reduced in the country (Dewey and Nahoum, 2025). 
Targeting 
High to middle-income men and women have been the main target consumers of Zara in Spain. The latest style preferred by consumers is targeted at the business, and variety and quick access lovers are targeted in the business. The company focused on the creation of a premium atmosphere for shopping, and sleek layouts of the stores are preferred in the business. Higher store visits are followed by Zara, and loyal customers are targeted (Gasamáns Gesto, 2023). 
In Argentina, low-cost fashion has been followed by Zara, and that has become a serious target segment. Customers from low-income backgrounds also have been created thereat in the business. Women consumers are preferred to be targeted in the country, and that helped in the development of business performance. Luxury brand performance has been given by the company, so the company has targeted the consumers who prefer luxury products (Dewey and Nahoum, 2025). 
Positioning 
In the Spanish market, there are various competitors such as Nike, Mango and Primark who have created difficulties for the business. Zara has focused on becoming a key leader of the market, and brand promises have relied on speed. Fast fashion business dominance has been relied on in the business, and that created better business performance and brand position (Gordon-Smith and Marketing, 2022). 
In Argentina, H&M, Gap and Benetton have been key business competitors, and they have also given better quality of products. The company has focused on the reasonable price given to the customers, and that helped in the development of business performance. In Argentina, there are 11 warehouses owned by the company, and the company achieved a respectable business position (Benavides, 2024). 
7P Marketing Mix
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Figure 5: 7Ps 
(Source: Elgarhy and Mohamed, 2023)
7P focused on the marketing mix model focused on the different strategies of marketing in business. These factors are useful for the intention and loyalty of the employees, and profitability has also been increased through this process (Elgarhy and Mohamed, 2023).  
Product
In Spain, womenswear has been promoted in the business and jeans, sunglasses and others are followed in the business. Women's, men's and kids' products are found online and offline, and new arrivals and fashion catalogues are also shared in the business (Zara, 2025). 
Classic coats and trousers have been followed in the business, as products such as knitwear and dresses are sold in the Argentine market. Accessories and bags are followed in the business, and perfumes and leggings are followed in the business (Purba et al. 2025). 
Price
Premium pricing has been followed by Zara in the Spanish market, and that has helped the company achieve better success. It has mainly targeted the high-income background consumers, so this strategy has been effective in attracting consumers (Reinoso-Barbero et al. 2025).
In the Argentine market, the company focused on low-cost products, and an affordable price range was set. Affordable pricing helped the company attract consumers, and the product selling has increased in the business (Dewey and Nahoum, 2025). 
Place
Selling points such as the urban areas of Spain have been presented, and the online and offline stores are presented in the business. It has almost 1120 stores in the business and also focuses on online product selling, which helped in its business development (Annual Reports (2024). 
In Argentina, the company has 11 stores, and the suggested reality also focused on the business that helped in the company's performance development. The company focused on good labour conditions in the market to develop its overall performance and focused on offline presence development (Easily, 2025). 
Promotion
Promotional messages have been followed in Spain by Zara, which helped in the promotion of the business to the mass consumers. Social media platforms such as Facebook and Instagram are preferred by Zara to attract consumers to the business through online channels. 10 million shoppers have visited the website every day, and technology capabilities are followed in Spain (Swifterm, 2021). 
The company in Argentina focused on celebrity endorsement to promote the products. Contact with influencers also focused on its key strategy that helped the company to promote the clothing products to the consumers, and they were easily attracted (Easily, 2025). 
People
Target customers such as young women aged 21 to 30 have been key targets of the company. The company also focused on product selling with men and kids to attract them towards the business (Zara, 2025).
In Argentina, low-income background consumers are also targeted by the company. There has not been a focus only on the women consumers, as men and kids' products are also offered to target them in the business (Dewey and Nahoum, 2025). 
Process
Just-in-time production has been followed by Zara in Spain. Current word usage and the marketing trends following in business helped the company to develop its overall business. Social media marketing experts helped in the marketing process development and business improvement (Swifterm, 2021). 
On the contrary, Agile line management in the supply chain has been focussed process of Zara in Argentina. A 20-day policy has been followed by the company to take products into the stores. Shortest time delivery processes also become helpful for developing business processes (Purba et al. 2025). 
Physical evidence
The brand message has been followed to communicate with the consumers in Spain by Zara. Sustainable packaging has been followed in the business to develop the business process and attract customers more easily through proper communication (Guerrero Glez-Valerio, B. and Ramírez, 2025). 
On the other hand, Zara in Argentina focused on the new cost structure adoption, and low-cost production has been followed in the business. Vertical integration and speed are part of the process, and that helped in the business development (Dewey and Nahoum, 2025). 
[bookmark: _Toc222501858]The brand’s developmental strategy in one of the countries' 
Ansoff Matrix Strategy 
Ansoff Matrix is a market expansion grid framework that helps in increasing business actions and a stronger growth strategy can be attributed to. Ansoff Matrix has four major quadrants for achieving higher techniques for business strategies (Aulia, 2025). This strategy can be leveraged by Spain while expanding its operations across Spain, and it is discussed below: 
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Figure 6: The Ansoff Matrix 
(Source: Aulia, 2025)
Market Penetration
The market expansion strategy is useful for improving the existing commodities across the present markets. This is the safest option for Zara to choose as it improves the quality of the fashion items and gradually offers promotions to attract the customers’ attention, and chances of repeat purchases also increase further. In addition to that, Zara has shifted to dynamic pricing and offered customers lower prices to increase the business patterns. This can help in improving the market potential, and profit margins can be increased (Andrei et al. 2024). 
Market Development
This strategy is more applicable while entering into the new markets or offering brand new products for different segmented customers. This is used for Zara while operating in Spain because the segmented markets are already loyal to the high-quality items offered to the customers, and higher business value is maximised. Zara already has the largest market share i.e 9.2% across the Spanish fashion sector, and 15% sales growth is recorded for this brand as the population looks for the stylish and modern clothes sold by Zara (Lawler, 2024). 
Product Development
This strategy highlights that new items are integrated across the existing market. This means research & development must be followed to ensure that new or existing customers have wider options to choose from, and their loyalty to the company also increases, resulting in higher sales for Zara by focusing on traditional styled clothes for the older population in Spain (Lawler, 2024). 
Diversification
Zara has avoided a diversification strategy because it only happens when new products are introduced across new markets to improve its position across international markets. Extensive research is needed for Zara, which can be time-consuming, and customers' preferences might not be addressed successfully. This creates tension for the company, and focus on the business outcomes is low, and revenue generation is difficult to achieve better performance. Zara failed to focus on its relevance strategy, and operations cannot be accelerated further (Aulia, 2025). 
Blue Ocean Strategy
Blue Ocean Strategy is a business framework that helps businesses in entering new markets by offering new products to attract a new segment of the target audience. This means demand is effectively created and market competition can be rather declined (Supranata and Antonio, 2022). The blue ocean strategy has been analysed for Zara while expanding its market across Argentina to attract the audience and maximise the brand outcomes in the international markets to gather better sales, and it is discussed below: 
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Figure 7: The Blue Ocean Strategy 
(Source: Supranata and Antonio, 2022)
Raise
Zara must focus on offering the target audiences by offering them high-quality items to meet the premium demands and follow its sales strategy. Zara should offer the designer products to its customers while operating across Argentina so that the affluent class customers can access them, and effective prices are followed successfully to keep the prices high, and profit margins are achieved further. A strong brand image can be created through this strategy for Zara and improve its sales (Danziger, 2024). 
Reduce
Zara can improve its business validity by reducing the unnecessary costs, such as operational inefficiencies. This means excessive focus towards the business operations is attributed to which effective outcomes are gathered, and fast-fashion, mass production should be controlled, and customers’ lead times should be addressed, and better profit margins are gained simultaneously (Roll, 2021). 
Eliminate
Zara, while operating across Argentina, needs to focus on eliminating the waste from its products to reduce its carbon footprint and sustainable business decisions are observed. Recycling bins are established through which the items are recycled and reused, leading to better profits and eventually reducing operational costs. Product packaging has also shifted from plastic bags to sustainable packages such as paper bags and jute boxes to improve ecological conditions (Weavabel, 2026). 
Create
Zara should focus on offering customers personalised and customised items at premium prices, and overall business outcomes should be fostered further. 100% linen and organic cotton items are involved, through which environmental footprints are reduced. In addition to that, items made from recycled polyester and the new trends of these customers can be gained simultaneously. Higher sustainability is achieved across the supply chain operations, and profit margins are improved throughout the emerging markets of Argentina (Roll, 2021). 
[bookmark: _Toc222501859]Ethical Issues associated with the brand’s marketing mix 
The ethical issues observed across Zara in Spain and Argentina are discussed below: 
Greenwashing
Zara has been accused of greenwashing its customers and created a negative brand image in Spain. This highlights that Zara has been associated with the fast fashion strategy for continuous demands from the customers, and the bottom line of the business is diminished. Trendy and designer items are produced at the utmost speed, where low-quality raw materials are used, and toxic chemicals are used for dyeing them. Therefore, Zara has given false information about its sustainable practices and high-quality materials are not used, but they are sold at the highest prices in Spain (Wolff, 2023). This has taken a toll on the social and environmental impacts, leading to negative outcomes, and business outcomes are difficult to address in Argentina. Zara promised to shift to 100% renewable energy resources for its operations, but a report in 2023 highlighted that only 30% of its operations are dealt with renewable energy resources. Ethical goals and sustainable business value are created, resulting in negative outcomes and a stronger brand image in Argentina (Eco-Stylist, 2025). 
Slave-like treatment of suppliers. 
90% of the suppliers within Zara in Argentina are subcontractors, which means that third-party volunteers are involved across the supply chain operations. The management does not have complete ideas regarding the suppliers due to a lack of collaboration and partnerships. 85% of the suppliers have reported that the managers often treat them like slaves, and proper information is not offered to them. This has caused the unethical sourcing of the raw materials for these items to be falsified, and overall focus on the items is denied in the long run (Clean Clothes, 2024). Semi-legal workshops in Spain have been integrated that has been room for the people because the plight of these margins are observed in maintaining the ethical principles and authority generation through which a clear conscience is focused leading to meet the customer expectations and business value is justified and business regulations are followed resulting in negative ethical principles and valid issues are generated (Clean Clothes, 2024). 
Favouritism allegations
The employees within Zara have highlighted that there is favouritism and bias practised. This means 60% of the staff have faced biases and discrimination at the workplace. Many have been forced to undertake certain tasks in favour of the other workers. This highlights that the employees felt disrespected and devalued, resulting in a negative work space, and their productivity eventually decreased. This means staff have felt less engaged, and their commitment to tasks has reduced in Spain (Indeed, 2025). The employees are often ignored based on management biases, and they have faced stress, tension and anxiety. This has created a negative workplace culture, and employment rights are often declined eventually. The workers fail to focus on their work due to poor treatment, and power politics have impacted the staff performance, and their focus on work has declined in Argentina (Kerpner et al. 2024). 
Wastes generations
In 2021, Zara recorded accumulating more than 20.4 thousand tonnes of waste across its operations. This includes wastes from products, packaging and others. These wastes are often not dumped in the landfills, which has created excessive carbon emissions by 30%. In addition to that, 65% of the total wastes are paper or cardboard that has been released into the waterbodies, resulting in polluting the climate (Global Data, 2023). The rapid production cycles due to fast fashion trends have resulted in negative outcomes and the accumulation of plastic waste. Poor materials are used for meeting the demands of the customers and the virgin resources are exhausted leading to poor production and meeting the demands of the customers are difficult to meet (Keys and Borsi, 2024). 
[bookmark: _Toc222501860]Recommendations 
Spain
Cultural differences understood
There should be a focus on the understanding of cultural differences, and that could be helpful for marketing in the Spanish market. The needs of people of different cultures have to be understood in the business, and that could be helpful for performance improvement in business. Local people's culture has to be followed in the business of Zara, and that could be useful for better business performance. Thinking and feeling could be understood through following cultural differences, and that could be useful in the business performance development (Bender, 2022). 
Market research conduct 
The company should focus on conducting proper market research for better business in the Spanish market. Market research has become helpful for finding consumers, and it has been helpful for consumer behaviour analysis. Economic trends have to be analysed in the business, and that could be effective for the business idea improvement. Objectives can be defined in the business, and that would be useful for the business performance development (Guenther et al. 2023). 
Argentina
Local employee hiring and 
In the business in Argentine market, the company should focus on the local employee recruit in the business. Local employees are able to give a better understanding of the consumer perspective, and that could be beneficial for business development (Bender, 2022). 
Feedback from consumers 
Consumer perspective should be followed in the business in the Argentine market, as that could be beneficial in the development of business performance. The company, through employee feedback taking become able to develop its business performance in the international market (Zhou et al. 2025). 
[bookmark: _Toc222501861]Conclusion
[bookmark: _gnul2one9iii]To conclude, Zara is a clothing retailer originating in Spain and is operating across Argentina. Zara is successful in following the business-oriented actions, and international marketing is possible. The political conditions in both Spain and Argentina are difficult, but the economic possibilities are huge. Customers' behaviours have shifted to modern items, but they must be of high quality so that revenue generation can be maximised. Zara is recommended to follow the Ansoff Matrix strategy to operate in Spain, whereas Blue Ocean Strategy across Argentina. There are ethical challenges, such as unethical labour practices and waste generation, which can be addressed through a stronger cultural study. 

[bookmark: _h36n2jh5g0rx][bookmark: _Toc222501862]Task 2
[bookmark: _6q49eql3o5ut][bookmark: _Toc222501863]Introduction
This task will deal with stating the experience of completing this assignment with the use of Gibbs reflective model. This task will help me describe the scenario of what happened and the relevant scenario. Then the information will also be reflected about the feelings, followed by evaluating the scenario and analysing the same. It will also deal with providing a relevant strategy to improve the lacking skills and abilities. 
[bookmark: _yl9xk9fednd2][bookmark: _Toc222501864]Gibbs Reflective Cycle
The Gibbs Reflective cycle was found to be the theoretical model that was framed by Professor Graham Gibbs. It helps in providing a structured framework that promotes experimental learning by using six different methods. This model was found to be effective in considering one's own experience to gain insight, along with learning from the identified mistake (McLeod, 2025). This model provides a learning opportunity through the use of various stages, which include describing the experience, along with expressing the feelings. Furthermore, this stage also comprises evaluating and analysing the experience as well. Finally, it will conclude the experience by providing the action plan for improving the lacking skill (Potter, 2015).
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Figure 8: Gibbs Reflective Cycle
(Source: McLeod, 2025).
[bookmark: _w5i26fwklzey][bookmark: _Toc222501865]Description
I remember the scenario in which I needed to complete the assessment by conducting a comparative analysis of a global company like Zara, which operates in two global markets. To complete this assignment, I need to apply different international marketing theories, which include the STP analysis and Pestle analysis. Furthermore, I also need to apply an international marketing mix, which enables me to examine the directional strategy for development. From this assignment, I get the opportunity to evaluate the ethical issues promoted by the company in its marketing practices. This research work enables me to gather the relevant information from the secondary sources, which include textbooks, journals, reports, news, and other credible sources. I also provide the relevant recommendations to the company for enhancing its operation in the global market. 
[bookmark: _ujvws8rl2g6y][bookmark: _Toc222501866]Feelings
At the time of completing this assessment, I hold mixed feelings. I found that commencing this assignment, I was overwhelmed with the task scope. I hold the feeling of nervousness at the time of integrating multiple frameworks for comparing different aspects of both countries. I had concerns about ensuring sufficient depth of analysis for the nation. With the progress of this assignment, my nervous feelings changed to confidence as I was able to analyse macro-environment factors effectively. I was fascinated at the time of making segmentation and position decisions. But in some contexts, I experience an uncertain feeling in balancing the depth and breadth of the information related to the two countries. I also faced anxiety at the time of gathering the numerical information.
[bookmark: _by0vx6tun8ds][bookmark: _Toc222501867]Evaluation 
Time management skill indicates the effective ability of a person to plan and control the time for completing different tasks and activities. It enables meeting the deadline of the work effectively (CFI, 2024). By evaluating the experience of completing this assignment, I found that I was efficient in using structured frameworks like Pestle, marketing mix, and STP. It enables me to do my work. I was also effective in comparing similarities and differences between the two countries, other than analysing them separately. It made me realise that I was efficient in comparative analysis skills. Contrary to this, I also found that I lacked time management skills because I found that my other classmates did the same assignment in less time, while I invested more time, which created the risk of missing the deadline. 
[bookmark: _8r9qba6sts0b][bookmark: _Toc222501868]Analysis 
Critical thinking skills highlight the ability to analyse, evaluate, and interpret various scenarios to derive the best-suited solution. This skill helps in promoting reliable judgement through critically analysing the information (Monash, 2025). By conducting the in-depth analysis, I found that I have the ability to understand marketing complexity. This helps me in applying a relevant framework to the identified countries in which the selected organisation operates. For conducting in-depth analysis, I invested a lot of time, which made me lag behind in the classes. I also enable the cultural differences and sensitive factors within the selected country. By analysing this scenario, I also faced an issue in thinking critically, which created several difficulties in completing the work. 
[bookmark: _42ph2d1femyd][bookmark: _Toc222501869]Conclusion
From the above discussion, I concluded that I need to improve some of my skills and abilities, which include time management, critical thinking, and research ability. Improving this skill can provide me with benefits in conducting future research more deeply and in less time. Improving this skill also helps in grabbing the growth opportunity in both personal and professional life. This discussion also helped me to learn from my own experience.
[bookmark: _eao5cdx6ih60][bookmark: _Toc222501870]Action Plan
	Skills
	Development Process
	Time-Bound

	Time Management Skill
	For improving this ability, I will provide more focus on prioritising my activities based on urgency. I will also adopt the habit of using some time monitoring or tracking devices, which can help me in avoiding the unnecessary wastage of time. I will also follow the GTG framework, which enables me to get things done. 
	8 months.

	Critical Thinking Skill
	To improve this availability, I will adopt the habit of getting things clear by ensuring relevant clarification. This will help me in identifying the key argument, along with evaluating the same. This strategy will also help me in creating my own set of arguments. I will also analyse different solutions and then select the most suitable one as well. 
	11 months 

	Structure Research Planning 
	To enhance my skills, I will first define the problem statement along with setting the relevant objectives. Furthermore, I will also formulate a hypothesis, along with setting the actionable goal as well. This will help me in establishing a realistic timeline for completing different tasks. 
	7 months


[bookmark: _37xanzrpr254][bookmark: _Toc222501871]Conclusion 
By completing this task, the details were gathered about the reflective model, which was found to be effective in considering one's own experience to gain insight, along with learning from the identified mistake. This model provides a learning opportunity through the use of various stages, which include describing the experience, along with expressing the feelings.
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