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[bookmark: _Toc237507831]Section 1
[bookmark: _Toc237507832]Introduction
Decathlon is a French company and the largest sports good seller globally serving gear, clothing, and equipment in more than 2000 stores. It has been acquired in the year 1976 in France. Its products are applicable for 70 sports (Decathlon, 2024).
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Figure 1: Decathlon
(Source: Decathlon, 2024)

This assessment aims at highlighting international expansion opportunity of Decathlon in the New Zealand market. There are no physical retail stores across New Zealand, and there are only certain parcel forwarding options (Auckland Economic Development, 2020). New Zealand is an effective international market expansion for Decathlon as it has growing sports equipment market, and higher consumer spending over outdoor active lifestyles.
1. [bookmark: _Toc237507833]Organizational Classification and Global Strategy
[bookmark: _Toc237507834]Bartlett and Ghoshal’s model
A framework created by Christopher Bartlett and Sumantra Ghoshal which helps businesses choose how to manage international operations  (Harzing, 2026).
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Figure 2: Bartlett & Ghoshal Model
(Source: Harzing, 2026)

The above model is based out on 4 types of competing pressures - Global strategy, Transnational strategy, Multi-domestic strategy and International strategy. In accordance with the operations of Decathlon, the organisation has been using transnational strategy as it balances global supply chain scalability with a local market integration (Kumar, 2025). For vertical integration, Decathlon has been managing entire lifecycle from research and development (R&D) production and detailed distribution by utilising global category specialisation. This has achieved massive economies of scale. Decathlon works with a unified global business model with a cooperative global portfolio and omnichannel access which enables physical retail spaces with centralised digital e-commerce framework. Decathlon has been following lean manufacturing and standardised raw materials which keeps retail prices less than the legacy competitors. This strict vertical integration links well with standardised and localised manufacturing approaches which allows Decathlon to sell private-label goods by 20% cheaper (Hub24, 2026).
Alternatively, for local responsiveness and regional hub, Decathlon has been tailoring product assortment, regional marketing, and store formats as per local climate and purchasing power. Additionally, Decathlon has been shifting its output into high-growth regions like India by serving local sourcing and rising domestic manufacturing. With that, Decathlon has been tailoring its product mix in accordance with every country or region to align well with local sports culture and consumer preferences. For example, in India, cricket gear is widely demanded which has covered 15% of store spaces (Hub24, 2026). Whereas, in the European stores, there are winter sports or cycling product categories available (Kumar, 2025). Decathlon has been successful due to its dual approach which has been merging product efficiency with targeted product invention.
· Global configuration
Decathlon operates worldwide with over 1,700 stores across more than 70 countries and territories. The organisation is available with its owned research centres for manufacturing sites and vigorous commercial networks. The organisation is acquired across major Asian markets like China where there are 100 physical big-box stores across significant metropolitan cities. Alternatively, India has rapidly expanding consumer market and a manufacturing hub where a large number of goods are sold with “Made in India” model. The global production and design offices are across South East Asia Markets like Vietnam, Indonesia, South Asia, and America. Alternatively, instead of being reliable on exporting, Decathlon has launched its in-house R&D centres and partnered with external suppliers and localised manufacturing clusters. The organisation has direct supplier relationship that has been eliminating middleman and enabled value-based pricing. The organisation works with corporate-owned stores instead of third-party franchises for governing brand consistency.
[bookmark: _Toc237507835]Competitive advantage
Vertical integration and deep local tailoring in a new market like New Zealand can lower costs and scale efficiency by cutting out middleman fees and smoothing supply chains. The brand has been manufacturing its owned specialised in-house fashion brands with key labels like B’Twin for cycling and Kipsta for team sports. The presence in the new market will be acquired through private-label fashion brand and localised scaling. The organisation has its economies of scale which keeps retail prices low without compromising on its product quality presence. The local responsiveness is also its competitive advantage as the organisation uses local store teams and regional sourcing to understand what is required by nearby sports fans. These insights are paired with massive global supply chains.
[bookmark: _Toc237507836]Value creation
Decathlon works with the circular economy and sustainability, which shifts traditional linear retail model to a circular ecosystem across eco design, product life extension, and net-zero carbon commitments. This will help in international market expansion across New Zealand by prioritising over recycled polyester and lower material sourcing. New Zealand market is acquired with local suppliers which can help Decathlon to learn about local sports participation, consumer preferences and climate requirements. These actions can create value for its product development and strengthen its reputation.

2. [bookmark: _Toc237507837]Macro-Environmental Appraisal and Market Attractiveness
[bookmark: _Toc237507838]Host country’s evaluation
· Political
New Zealand continues to operate as a stable, unitary parliamentary democracy under a constitutional monarchy and have a thriving active-recreation culture. These aspects make it an attractive marketplace for sports-related retailers (Ruch, 2025). The country has free market economies with minimal tariffs and active international free trade agreements. This agreement has covered large majority of national exports and streamlined regulations to make entry and set up efficiently. New Zealand is a low political risk environment with low corruption levels and a substantial institutional stability which protects long-lived rational asset across political cycles. New Zealand can be an effective market place for Decathlon as through Auckland investment agency, the company has already tested country’s retail response, supplier conditions, and local business culture (Auckland Economic Development, 2020). Alternatively, the New Zealand government has been actively leveraging international sports partnerships through free trade agreement which will impose national power and economic entities of Decathlon. The New Zealand government ministers also coordinate effectively with the majority of events policies which dictate how external commercial sponsors and sports brand work with the local menus and broadcast laws.
New Zealand has a powerful and precise legal system. It makes it very easy to do business with transparent law and clear property rights. They are modern employment laws which equilibrium worker protection with operational flexibility (Kahiya, 2019). This can help Decathlon to effectively put funds across employee training, warehouse management or supply chain set ups. This links well with the transactional strategy of Decathlon as the company can learn about New Zealand culture and consumer preferences. This can help in fulfilling  market infrastructural gaps (OECD, 2026).
· Economic
The real GDP growth of New Zealand is projected by OECD in economic survey of New Zealand, which reached at1.4% in 2026 (Haugh, Purwin and Kwak, 2026). The highlights how there is a recovering economy seen across New Zealand, which can be a favourable aspect for Decathlon. Consumer preferences are towards fitness equipment, outdoor clothing, or Bicycle wears that can be well catered by Decathlon. Alternatively, Decathlon runs with an affordable preposition, which is effective for New Zealand. Consumers face difficulties in managing household expenses or discretionary spending. This has been restricting physical activity as they have to govern basic living expenses with recreational club fees, across New Zealand (Aoteroa, 2020). These factors directly link with the agenda of Decathlon to serve accessible sports. Decathlon can help New Zealand’s audience to lower their financial barriers in participating towards sports.
As per, economic contribution of New Zealan sport and recreational sector is standing at 8 billion which is 1.9% of the GDP (Govt.NZ, 2025). Sports and recreational activities have become substantial economic ecosystem, which gives a wide space to Decathlon to introduce its fitness, cycling, sports, and recreational goods. This shift is seen due to highly lucrative and mature market for sports brand which is driven by strong consumers spending, high outdoor recreation participation and growing sports sector. Moreover, the consumers have been conscious about their health which have impacted on outdoor culture.
· Legal
Under the Companies Act 1993, all businesses operating in New Zealand—including multinational subsidiaries need to maintain a share register, minute books for meetings and financial records which can be effectively established by Decathlon. There are substantial consumer protection laws seen across New Zealand that help any new brand to build consumer trust, with an effective plain field against established giants and set out apparent rules for competition (Odt.co, 2026). Consumer Guarantees Act 1993 and the Fair Trading Act 1986 have helped in acquiring clear safety and quality parameters which push New Zealand buyers to try out unfamiliar products from any international brand. The Consumer Guarantees Act imposes regulations on products to work with a guarantee of acceptable quality, fitness and safety parameters. Decathlon needs to highlight its product’s quality away from defects with durable and safe approaches. Decathlon already has standardised aspects across fitness for purpose, safety, and durability that can help in establishing well across New Zealand.
With reliable products, transparent warranty and repair services, Decathlon can get well-established across New Zealand if all the legal paperwork is accurately followed (Reilly and Barrett, 2019). New Zealand offers a durable political climate and low public-sector corruption, which assembles it an ideal place for Decathlon to understand common law rules, open market policies and stop judicial independence to expand its product portfolio effectively. Due to predictability, it is easier to understand consumer protection protocols, employment rights, advertising policies, and product standards plan for establishing well across New Zealand. The legal priority of New Zealand can reduce ambiguity in formal laws and lower institutional uncertainty. This can help Decathlon to execute long-term operational planning with confidence (Afsari Bajestani et al., 2024). Due to transparency of rules and consistent administrative decisions, Decathlon has multi-years supply chain and compliance protocols without the fear of sudden rule changes. Clear compliance matrix of New Zealand can help Decathlon to reduce its time spend over decoding administrative jargon (Reilly and Barrett, 2019). Conversely, New Zealand is transitioning toward a circular economy by shifting away from a linear "take-make-dispose" model. Decathlon has services from product search and reselling models which can align well with these environmental protection goals of New Zealand.
· Cultural
There is rapidly increasing participation in sports and active recreation, which creates natural demand for commercial goods and public health services. This links well with the product categories of Decathlon, which promote active engagement with a localised approach (Lane, Richards and Tomlinson, 2023). New Zealand has acquired outdoor lifestyle which correlates well with the multi-sports portfolio with the geographic conservation lands, and a substantial culture that focused towards active recreation. Approximately one-third of New Zealand's total land area (around 8.5 million hectares) is governed as public conservation estate by the Department of Conservation. Due to this, there is expansion made by communities towards sports and physical activities like hiking, cycling or biking in their daily life. These aspects can be favourable for Decathlon to expand its product portfolio across active sports. This will ensure a multi-category customer relationship between Decathlon and New Zealand (Lane, Richards and Tomlinson, 2023). Consumers will trust the brand as it will be delivering products for every sports category instead of just a single category.
Sports New Zealand - Ihi Aotearoa has been effectively giving support to a system that focuses on keeping every resident active and engaged in the outdoor activities (Sports New Zealand, 2019). Such events push the New Zealand audience to buy out products that can align well with those activities. This also associates well with the Decathlon’s aim to make its product be available with the broad range of sustainability, health and social inclusion goals. This will help in governing sports and circular economic practises across New Zealand to support global well-being framework. Alternatively, diversity in New Zealand has been helping the new organisations to create new chances for its product designs and community-driven plans. Decathlon already uses “be different to build better local connection” which can be applicable in New Zealand to enhance market reach (Mathrani and Ibrahim, 2022). Decathlon has also undertaken diversity as an important element in its product assortment and marketing which can link well with Māori Design Values. Sustainability is highly driven across New Zealand, legal infrastructure due to its association with nature and outdoor recreation. Decathlon needs to promote its product line as per evolution made towards hiking, camping or cycling equipment, effectively to cater repetitive purchases.
[bookmark: _Toc237507839]Market attractiveness
In accordance with political, environmental, legal and cultural factors, New Zealand has a growing market for sports focused areas. New Zealand has a substantial fitness and outdoor market navigated by active lifestyles and high consumer spending. People spend billions of dollars each year on sports gear, gym memberships, and outdoor clothing and this can give a solid financial potential to Decathlon. There is a substantial upward growth path across sports equipment market in New Zealand, which gives suitable growth opportunities to Decathlon to plan its market entry strategy (International trade administration, 2022). The fitness and strength equipment have been representing fastest growing product segments. Moreover, many of the residents in New Zealand are residing at a short distance to ocean, mountains or ski fields which gives suitable opportunities for Decathlon to enhance its product portfolio.
[bookmark: _Toc237507840]OLI framework
This is an economic model created by John H. Dunning in the year 1979. It administers businesses to decide if they should expand overseas through foreign direct investment or not.

[image: ]
Figure 3: OLI framework
(Source: Abdessamad Douraid and Laradi, 2026)

In accordance with the above figure, this framework consists of 3 factors-ownership advantages, location advantages and internalisation advantages (Abdessamad Douraid and Laradi, 2026).

Ownership advantages (O)
Decathlon is operating at an international scale with numerous stores that help in attaining consumer trust through value consistency and integrated quality control. This competitive advantage can help decathlon to attain an effective place across New Zealand with its in-house control which can manage design and manufacturing internally to build uniform quality standards. Its high volume global distribution can ensure accessible price points across New Zealand without signalling any unsafe quality parameters (Dighe, 2026). Alternatively, Decathlon has its vertical integration and global supply chain model, which can maintain its competitive pricing across New Zealand. This competitive advantage can help in catering price sensitive consumers across New Zealand. As per the above analysis, Decathlon also has an extensive range of affordable sports equipment that can appeal well with budget conscious families and casual sports enthusiast across New Zealand. With that, functional in-house brands can serve low-priced cost in compared to other players. Decathlon also focuses towards repairability and circular models which align well with the high environmental standards of New Zealand. With eco-design, repair services and second-life programs, the above analysis have effectively highlighted how Decathlon can minimise landfill wastage and lower carbon output across supply chains of New Zealand (M and Devaru, 2023).
Location advantages (L)
As per the above analysis, New Zealand is certainly an effective marketplace for international expansion for Decathlon due to its vibrant outdoor and sports culture driven by accessible public lands and mild climate. There is deep concentration paid over tramping, cycling and water sports. Due to these core outdoor activities, there is changing preference seen towards buying out affordable and stylish clothing that can appeal well across these areas and they are widely served by Decathlon (Boyes, 2016). Moreover, the sport and recreation sector of New Zealand have been contributing millions towards GDP and which highlight a growing interest of consumers towards sports. Active engagement towards nature has become a necessity for daily health or work like balance, which give effective opportunities to Decathlon to expand well. Moreover, the above analysis has pointed out how New Zealand has been providing a substantial and predictable business climate due to low-scaled corruption, transparent laws and high economic freedom (Boyes, 2016). New Zealand continuously ranks near the top globally for ease-of-doing business and institutional integrity, which can be a beneficial aspect for Decathlon to plan its expansion. All these aspects are backed up with a digital and well-informed infrastructure of New Zealand which has been featuring a world-class broadband network and rapidly expanding data centre. This move highlights how online marketplace can also be established by Decathlon to reach out to new consumers across New Zealand. Internet penetration of New Zealand has reached out at 95% of population which gives a fair opportunity to Decathlon to establish its online presence before and taking a full end physical store (ITA, 2024).
Internalisation advantages (I)
Decathlon needs to control its market entry rather than undertaking licensing or being reliable on any other organisation. The organization has a direct control over its brand positioning due to vertical integration which has allowed the organisation to govern its own in-house fashion brands, and large-format retail stores. Alternatively, due to control over customer data, Decathlon can undertake first-party insights, localised inventory tracking, and direct feedbacks. This can help in analysing right retail or online strategy to transform raw interactions into regional adaptability (Philippe Rebière and Braun, 2024). Moreover, Decathlon’s proprietary product design and cost efficient technologies can help in removing external intermediaries. This can guard value chain entirely to build competitive pricing and quality standards. Altogether, the above analysis have pointed out on the need of undertaking an omnichannel approach to acquire well across New Zealand. With omnichannel strategies, Decathlon can combine its online sales with selected physical stores to create an effective retail model. This will ensure single software system can level up to govern website and physical stores. This will ensure product costs and promotional events to be similar at online and off-line models and bypass confused consumers.
Across-the-board, the OLI framework has pointed out that New Zealand can be a strategic option to govern operations of Decathlon due to its growing sports segment and ease of doing political grounding. Decathlon has its ownership advantages due to vertical integration model and economies of scale (Hillairet, Richard and Bouchet, 2016). Yet, localisation needs to be understood well as New Zealand is a geographically small market and there can be difficulties to find out right suppliers. Hence, internalisation needs to undertake customer knowledge and operational capabilities to balance control and investment risks.
3. [bookmark: _Toc237507841]Entry Mode Strategy and Strategic Synthesis
[bookmark: _Toc237507842]Historical Pattern Recognition
Wholly owned subsidiaries
The international growth of Decathlon has been relied over direct ownership, vertical integration and enhanced control (Morschett, Schramm-Klein and Zentes, 2016). Wholly owned subsidiary or direct investment gives a parent company 100% ownership and total operational authority over the price lines, aligning inventories under exclusive labours and open outlets. These investments have allowed Decathlon to open up entire chain from its in-house R&D to big box retail (textilemagazine, 2024). The direct capital investment has been securing local manufacturing and supply chain in control in more than 80 countries. This model has exposed the organisation to market specific risks as well as gave high control.
Franchising
Decathlon relies on a company-owned model with comprehensive vertical integration, governing research, design, production, logistics, and retail in-house but in specific markets, there is a shift seen towards franchising. The international market of Israel has been operated through franchising model. In this region, direct operations had partnered with local authorities to examine reversing consumer preferences and market conditions. The local partners across Israel have helped in understanding consumer behaviour, reversing regulations and distribution hubs. Fox group was the primary partner which helped Decathlon to govern capital and build its entire operations across Israel (Golan Hazani, 2025). Yet, franchise made Decathlon undertake partners decisions in terms of analysing quality or customer experience which is not considered as a suitable strategy.
Strategic partnership
Decathlon has also undertaken strategic partnership to understand local knowledge and regulatory condition. The brand has collaborated with digital platforms like TMall or Alipay for understanding about logistics requirements. Moreover, third party e-commerce networks, such as Tradebyte were also partnered for understanding compliance and localised distribution approaches (eleonora.graceffa, 2026). Decathlon has extended partnership with global organisations like Global Alliance For Trade Facilitation for streamlining supply chains and governing multi-channel data. This has helped the organization to remove trade barriers and govern supply chain resilience.
E-commerce channels
Online retailing has been a core pillar of Decathlon’s global strategy as it has allowed the organisation to bypass the challenges of physical stores and reach out consumers in remote or unreserved regions. This has helped Decathlon to test new markets and serve in areas without any large-scaled physical stores. In major regions of Europe and Asia, Decathlon is still operating with the dedicated online marketplace by partnering with local platforms for rapid delivery services. This has help brand to cater well at large scale. E-commerce has been a successful strategy for Decathlon, yet, in many of customer feedback, it has been understood that customers want to touch, test or try out products, particularly for their apparel or footwear, which have intensified on the need of physical stores.
[bookmark: _Toc237507843]Strategic Fit & Justification
In accordance with the historical analysis on the market entry strategies opted by Decathlon, it has been understood that wholly subsidiary is a suitable market entry strategy for the organisation. Yet, full reliance on this market entry mode can have nominal results in the New Zealand market due to its political environment and geographic boundaries. Hence, wholly owned subsidiary and e-commerce approaches need to be thoroughly balanced around New Zealand market.
As per the above analysis made on political and environmental factors of New Zealand, the country has a predictable regulatory environment which enhances ease of doing business. Direct ownership is a suitable option yet, it is essential to understand consumer preferences and regulatory terms more. A wholly owned subsidiary requires stores establishment and distribution network across New Zealand, which can have financial risks (Aziz and Poureisa, 2025). Hence, Decathlon can plan establishment of a single store at the beginning of international expansion across New Zealand and according to the response seen at that store, there can be more stores opened across the country. With a single store establishment, financial risks will be moderate and New Zealand is nevertheless a small market, hence a large-scaled investment across different outlets at the beginning can be a risky move. With the single store, there can be full-scaled establishment of eco-commerce channels made to understand consumer preferences and their needs towards different product categories (Schlag, Rocchi and Turnbull, 2023). Alternatively, as per the cultural and legal aspects of New Zealand, the country has been supportive to foreign investments and rapidly growing sports sector. Legally, Decathlon needs to adhere well with Overseas Investment Act 2005 with its store model. A wholly owned model through a single store will help Decathlon to test demands and local product range. Additionally, with e-commerce channels and online marketplace, Decathlon can attain trust of New Zealand customers through effective delivery times and quality based products (Ballerini et al., 2023).
[bookmark: _Toc237507844]Conclusion & Recommendations
To conclude, Decathlon can have an established place across New Zealand with its imperative product lines, broad range options and in-house R&D department. To summarise, Decathlon’s market expansion relies on global scaling, localised production and rapid supplier integration. The organisation has been escalating a quick-commerce rollout with 2-hour deliveries. There is implementation made of diverse store format with circular business models. For sustainable initiatives, there are repair services and second hand product resale approaches widely followed. In todays time, Decathlon has successfully acquired 1900 stores worldwide and in more than 80 countries due to serving affordability with it in-house fashion brands and experimental big-box retail. Inventory of the organisation is planned in accordance with regional and popular local sports to ensure high-quality elements.
It is recommended to have wholly owned subsidiary with lean e-commerce strategy to serve well across New Zealand. This will be a powerful market entry mode to govern direct consumer data ownership and lower initial overhead than the traditional brick-and-mortar expansion. New Zealand has ease of doing business approaches due to flexible yet transparent regulatory framework and changing consumer preferences towards sports wear brands. Hence, Decathlon can acquire New Zealand market with these market entry strategies to govern operations directly while ensuring right brand pricing and customer service standards. This will help Decathlon to work without being reliable on local middle-men.
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[bookmark: _Toc237507846]Section 2
[bookmark: _Toc237507847]Gibbs reflective cycle
This is a stage-by-stage framework created by Graham Gibbs in the year 1988 for helping out individuals to learn from their experiences. It consist of six continuous stages that help in defining a particular event or situation (Hashim, 2024).
Description
The previous section of this assignment wanted me to elaborate on an international market expansion strategy for a multinational or transnational company. For this case, I took Decathlon to highlight its international market opportunities across in New Zealand. I took this country because earlier, there has been analysis made of this market to test its feasibility and there is a growing consumer preference seen towards sports industry across that region. For the previous section, there has been structured format used to answer every question. This structured format helped in defining the problem and accordingly planning out how the data can be gathered and evaluated (Phillips and Barker, 2021). Initially, my sheer focus was to examine the company and its target country effectively where I made use of different journal articles or peer-reviewed articles from the recent years to understand about the organisation well. This made me realise that the company has strong in-house and vertical integration which have helped it to grow well globally. I made use of PESTLE analysis to highlight how New Zealand is an accurate marketplace and for this, I referred different news articles, industrial reports and academic papers of New Zealand, which have pointed out on its political, cultural, environmental or legal environment.
Feelings
Before beginning this assessment, I was scared because there were many details required to fulfil the selected topic. However, with my tutor’s support and guidelines, I felt confident to work on each stage of this assessment. In this assessment, I successfully made use of different theories like OLI framework and PESTLE analysis to point out economic and environmental conditions of the international market and chosen company. Initially, I faced difficulties to understand those framework but, by referring different examples from the lecture readings and case studies shared by the university, things felt easier. I avoided describing facts in an in-depth manner as they were resulting in reparation. Therefore, I learnt the technique of critical analysis which helped me in pointing out different aspects of New Zealand that can be beneficial for Decathlon (Ahmed, 2019).
Evaluation
Several aspects of this assessment were good as they taught me how to make use of structured framework to work over the assignment. I was worried in the beginning because I did not understand the meaning of structured framework or critical analysis, but with the case studies and theories provided by my lecturer, I understood how to use a systematic method to state internal trends or location advantages of the chosen market. Moreover, this assessment made me realise how to evaluate a particular source of information is correct or not. There were many fake news articles about New Zealand and Decathlon, and I was facing issues to understand how to differentiate between a reliable and unreliable information. I learnt that I need to take information from government data or reputable industry sources to avoid generic news articles. However, a few aspects of this assessment were bad as well. Initially, I had to spend a lot of time in analysing the quality of information and structuring the report. I faced difficulties to find out which source of information can be placed in which part of the assessment which wasted a lot of time. Moreover, I had to refer different journal articles to finalise the right market entry mode for Decathlon to enter New Zealand market as I was getting confused.
Analysis
In analysis, this assessment made me realise how international expansion takes place effectively. This highlighted about different regulatory requirements, consumer preferences, industrial requirements and environmental conditions which are required to be considered before taking up an expansion decision (Kallestinova, 2016). With OLI framework, I understood how location-based analysis and internationalisation need to be planned to ensure working with right product portfolio as per the climate or audience conditions. This assessment made me learn differences between control, risk, flexibility, and investment, which are necessary to be considered to take-up the end decision to enter a particular market. I took a lot of time in analysing whether I should go ahead with a wholly-owned subsidiary or e-commerce channel to enter New Zealand market because both of them were making sense. Hence, I concluded that both the strategies need to be balanced effectively to test the market well and accordingly plan out further market entry mode. The research process became easier when there were examples referred from corporate analysis and government resources (Ahmed, 2019).
Conclusion
In conclusion, section 1 has helped me in understanding how international market analysis take place. With demonstration about different market entry approaches, I understood how market entry strategy is based on the political, environment, legal or cultural factors of a specific country. From this assessment, I learned how to identify opportunities and use strategic approaches to understand risk, resources and competitive conditions associated with that opportunity. From theories like OLI analysis, I understood how to form a relationship between organisational strength and internationalisation strategy. Yet, I need to work towards critical thinking approach that can help me in saving time and evaluating resources effectively.
Action plan
For my action plan, I am going to work towards my analytical thinking mindset to understand how complex ideas are broken down and how they can make logical connection. I wasted my time because I was working without a structured framework and this can be improved by analytical thinking. This mindset allows an individual to evaluate subject effectively and make smart decisions by bypassing assumption (Wang, Mohd and Roslinda Rosli, 2025). Moreover, I am going to start reading more journal articles and academic papers to understand how they evaluate resources and their credibility. I need to quickly analyse government publication or reputable research articles that can link well with my research.
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