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                                                    Executive Summary 
This report examines the competitiveness of the South Korean skincare industry on the global market, and within the AmorePacific group, as well as one of its environment-friendly brands, the Innisfree. The South Korean skincare market, which is estimated to generate USD 8.9 billion in 2023 and an estimated USD 11.4 billion in 2028 against national GDP, is a strategically lucrative national export industry of the country (supplies approximately 2.1%).
Through the diamond Model of Competitiveness formulated by Porter, the report has established that four pillars of structure are core to the South Korean global competitive advantage in terms of investment in world-class R&D, sophistication level of domestic consumer demand, density of industry ecosystem and domestic corporate rivalry. The international PESTEL analysis of AmorePacific and Innisfree operations can be described as depicting weak regions in geopolitics, in the case of the THAAD crisis, and strong regions in diversification of the economy in North America and Southeast Asia.
Japan and USA are the main expansion markets according to the market attractiveness tests. The report concludes that in order to succeed on long term basis the firm must make sure that their strategies portfolio is bonded, their regulations well observed and their brand communication should be culturally flexible so as to be able to work well in the different international markets.


Table of Contents
Section 1: South Korea's Skincare Industry and the Global Rise of AmorePacific: An International Business Report on Innisfree	4
1. Introduction	4
2. Industry and Country Overview	4
2.1 The South Korean Skincare Industry in Context	4
2.2 Size, Scope, and Economic Importance	5
2.3 Major Domestic and Multinational Firms: Competitive Positioning	6
3. Porter's Diamond Model: Global Competitiveness of South Korea's Skincare Industry	8
3.1 Factor Conditions	9
3.2 Demand Conditions	10
3.3 Related and Supporting Industries	10
3.4 Firm Strategy, Structure, and Rivalry	11
4. AmorePacific and Innisfree: Factors Impacting International Operations	12
4.1 Company Background	12
4.2 Political Factors	13
4.3 Economic Factors	13
4.4 Legal Factors	15
4.5 Cultural Factors	16
5. Conclusion	17
Section 2: Reflective Account — Gibbs' Reflective Cycle	19
References	22
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1. [bookmark: _Toc225417716]Introduction
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Figure: Innisfree Shop
Source: (INNISFREE, 2022)
South Korea has emerged as the most dynamic and the most politically influential nation in the contemporary cosmetics and skin care industry. K-Beauty, the so-called Korean beauty phenomenon, has not been confined to the borders but rather re-evaluated the requirements against which customers have measured and redefined the standard of the industry-wide across all markets of the world (Sarkar and Yang, 2024). The skincare culture, the unquenchable innovativeness, and the soft-power saturation of the Korean Wave virtually have forced the skincare industry of South Korea to the level of global competitiveness, which demands a more serious consideration (Li, Min and Lee, 2020).
The report is dedicated to the South Korean skin care market, and to one of the largest groups, AmorePacific Group, and to one of its strongest brands, eco-beauty Innisfree. The second section provides a detailed general overview of the industry’s size, its economic significance and the competitive nature (Sarkar and Yang, 2024). Section 3 critically deconstructs through the lens of the Diamond Model national advantage that was developed by Michael Porter to examine the structural foundations of South Korea being a global competitor on skincare. Section 4 is a critical analysis of political, economic legal and cultural conditions that influence the global operations of AmorePacific and Innisfree in terms of PESTEL framework, as well as market attractiveness rating. Section 5 comprises a summary of the key findings and implications as a conclusion (Li, Min and Lee, 2020).
[bookmark: _Toc225417717]2. Industry and Country Overview
[bookmark: _Toc225417718]2.1 The South Korean Skincare Industry in Context
Skin care in South Korea is an enterprise that is endowed with a rare market niche in the beauty industry across the world. The industry is rooted in the pre-industrialization ideas of ingredient-based beauty practices and developed by the current culture of innovativeness, which is hygienic in its formulations, and attentive to consumers; hence there has been a precedent globally of the industry as effectiveness, sophistication in formulations, and consumer care. K-Beauty movement has developed demand on a global scale that, by virtue of the size of the domestic market alone would not have signified and made South Korea a global trends setter that constantly provides a new beauty product innovation which, in turn, are then subsequently adopted in Europe, North America and southeast Asia (Park, Hong and Shin, 2022). 
[image: Amorepacific Launches Second Voluntary Retirement Programme Since Founding  - Global Cosmetics News]
Figure: AmorePacific Logo
Source: (News, 2025)
The domestic market is one of the most active and demanding in the world with the average daily number of products applied during the skincare routine ranging between eight to twelve products in the industry. Such magnitude of local consumption initiates perpetual innovation that is supportive of international competitiveness. South Korean innovations such as BB creams, cushion compacts, sheet masks, and glass skin philosophies of skincare were all able to find their way into the international market and show the industry’s amazing ability to export consumer culture and tangible products (Park, Hong and Shin, 2022).
[bookmark: _Toc225417719]2.2 Size, Scope, and Economic Importance
In 2023, the household consumption revenues in the South Korean cosmetics and skincare segment were USD 8.9 billion and are trimmed to expand to resonant USD 11.4 billion in 2028, a compound annual growth ratio (CAGR) of approximately 5.1. The only category which constitutes the total Cosmetics market is skincare with approximately 43 percent of the total market value. South Korea holds the first position among the five largest cosmetic exporters in the globe because in 2022 alone, the nation has already exported more than USD 9.2 billion worth of cosmetic products (Shim et al., 2024).
The sector is projected to contribute 2.1 percent to the gross domestic product South Korea and supply over 200,000 employees in production, research and development, retail distribution and logistics of exports. K-Beauty is a strategic national export business in South Korea and the government gives incentives that have been demanded by the investment targets under the investment target promotion agencies such as the Korea Trade-Investment Promotion Agency and the Korea Cosmetics Industry Support Programme as the industry is systematically important in terms of promoting development of national economy (Shim et al., 2024).
Table 1: Key Economic Indicators of South Korea's Skincare Industry (2022–2023)
Source: (Chandra, 2022)

	Indicator
	Value

	Domestic Market Size (2023)
	USD 8.9 billion

	Projected Market Size (2028)
	USD 11.4 billion

	CAGR (2023–2028)
	5.1%

	Total Cosmetic Export Value (2022)
	USD 9.2 billion

	Skincare Share of Cosmetics Market
	~43%

	Employment in Sector
	200,000+

	Contribution to National GDP
	~2.1%


Table 1 indicates that the South Korean skincare industry is increasing its economic presence. The projected growth pattern contributes to the further importance of the industry as a source of national export revenue and to the employment that is the need to push the government agenda on leading and developing the industry into the international space (Chandra, 2022). A robust export-oriented development strategy that is observed mostly in the volume of cosmetic exports with larger value than the domestic market indexes South Korea against recent developments in most other beauty industries of the country (Shim et al., 2024).
[bookmark: _Toc225417720]2.3 Major Domestic and Multinational Firms: Competitive Positioning
AmorePacific Group and LG Household and Health Care are also among the most significant stakeholders with their presence dominating South Korean skincare market too. AmorePacific ranks highest in the market with an approximated domestic market presence of 30 percent and its repertoire of over 30 brands, including, luxurious, mass-premium and affordable brands, such as Sulwhasoo, Laneige, Innisfree, Etude House and Hera. In second place are LG Household and Health Care with approximately 22 percent market share of domestic market with high quality brands, The History of Whoo, Belif and The Face Shop (Jin, 2024).
[image: LG Household and Healthcare - Company Profile - Global Cosmetics News]
Figure: LG Household and Health Care logo
Source: (News, 2022)
The high-end and luxury skincare segment of South Korea has a presence of large international multinational companies, which are mostly importers and not domestic producers, mostly L'Oréal of France and Estee Lauder of the United States. Their portion in quality skincare cheese is approximately 18 per cent. The emergence of the digital, indie brands such as Cosrx, Beauty of Joseon and each of them with massive international sales, which can be mostly described by the direct-to-consumer business model implies that the competitive environment changes and evolves (Jin, 2024).
Table 2: Competitive Positioning of Key Players in the South Korean Skincare Industry
Source: (Mordor Intelligence, 2025)
	Company
	Origin
	Key Brands
	Primary Strategy
	Est. Domestic Share

	AmorePacific Group
	South Korea
	Innisfree, Sulwhasoo, Laneige
	Multi-brand, premium + mass
	~30%

	LG Household & Health Care
	South Korea
	The History of Whoo, The Face Shop
	Premium heritage positioning
	~22%

	L'Oréal
	France
	Lancôme, Kiehl's, Garnier
	Global standardisation
	~10%

	Estée Lauder Companies
	USA
	Clinique, MAC, Origins
	Prestige, department store retail
	~8%

	Cosrx / Indie Brands
	South Korea
	Cosrx, Beauty of Joseon
	D2C digital-first, export-led
	~5%


As it is shown in Table 2, the dominance of domestic players is evident in the South Korean skincare industry. The multi-brand model allows AmorePacific exceptional competitive flexibility in terms of price range and gives it the opportunity to serve the aspirational luxury market with Sulwhasoo and the low-price market with Innisfree (Mordor Intelligence, 2025). The cultural resonance and formulation peculiar to Korean and, therefore, difficult to emulate by multinational companies (such as Louréal and Estée Lauder), is the one that makes it challenging to enter the local market. The rapid rise of digital-first indie brands is just making the industry even more competitive making the entire industry shift towards becoming faster innovation and digital distribution capacity (Jin, 2024).
[bookmark: _Toc225417721]3. Porter's Diamond Model: Global Competitiveness of South Korea's Skincare Industry
Michael Porters Diamond model of National Advantage presents a grave model of how to go about explaining the fascination of certain countries to be continuously at the forefront of competition in the international arena within certain industries. As used in the skincare business in South Korea, the model demonstrates that four dominant reinforcers have been used against each other mutually and interrelate to explain rigid and enduring global footprint of the business (Rashid, 2023).
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Figure: Porter’s diamond model of National advantage south Korea’s skincare industry
Source: (Eickelpasch, Lejpras and Stephan, 2019)
[bookmark: _Toc225417722]3.1 Factor Conditions
South Korea is very well endowed in factor conditions that favour skincare business in South Korea. The level of its research and development- measured at approximately 4.9 percent of GDP, one of the sophisticated in the globe, has resulted into level of the state-of-the-art formulation science especially in such fields as fermentation biotechnology, peptide synthesis, and bio-cellulose engineering. The labor market is well trained and about 70 percent of people in their 20s have a college/university degree or diploma, which generates a ready source of man power endowed with chemist talent and pharmaceutical scientists and product developers (Rashid, 2023).
Virtues of natural factor are also significant. Jeju Island located in South Korea has one of the few resources of ecological resources base that includes endemic botanical ingredients based on volcanic mineral water, green tea, camellia oil and hallabong citrus extract etc. On this basis of the natural factor condition of Jeju sourced ingredients that competitors will fail to replicate by merely investing in it, the entire brand name of Innisfree is crafted. Such actual geographical difference is a realistic basis of sustainable competitive difference at product and brand narrative level (Rashid, 2023).
[bookmark: _Toc225417723]3.2 Demand Conditions
The South Korean boasts of one of the most high-end and discriminating consumers of skincare products in the world. The standard eight/ a dozen step skincare regime has been implementing incredible domestic consumption and is repeatedly pushing producers to create new methodologies in every type of merchandise (Yoon, 2023). The home market scenario in which consumers demand firm clinical efficacy outcomes, information regarding ingredients and never-ending product creation, contributes to the phenomenon that inevitably results in increasing the level of analytical expectation in an industry (Kim and Kwon, 2022).
New ideas are putting through this difficult consumer group around the globe. Deep in the USD 480 million category demand range, in 2023 alone, the domestic South Korean retail sales of sheet masks have validated intensity and volume of trade size. The trends proven in the South Korean domestic market are often spilled to the foreign markets over a twelve- to eighteen-month period and enable South Korean brands a sustainable first-mover advantage in new lines of products with a higher international trendsetting capacity (Kim and Kwon, 2022).
[bookmark: _Toc225417724]3.3 Related and Supporting Industries
The South Korean skincare is being operated in a highly integrated form of surrounding industries. It also possesses over 2000 OEM production plants that make cosmetics which can offer specialised formulation, packaging and contract-production to brands of large, small sizes that can avail itself to world-class manufacturing capacity. The supply chain top with elaborate packaging occupiers, specialty printing companies and cosmetic constituent databanks creates a successful and highly dynamic base of supply chain (Yoon, 2023).
K-pop music, K-drama TV, and massively big digital influencer economy, a Korean entertainment industry is a particularly potent supportive industry (Tubadji, Wee and Webber, 2023). The Korean Wave or Hallyu is contributing between USD, 12.3 billion of estimated spillover effects in the influence of Korean beauty products directly on the international consumer demand. AmorePacific and Innisfree utilize right celebrity endorsements and entertainment associations as a significant market entry mode through leveraging the power of culture to cut expensive traditional advertising investment so far used in new markets (Yoon, 2023).
[bookmark: _Toc225417725]3.4 Firm Strategy, Structure, and Rivalry
The operating landscape is hyper-competitive as domestic competition is intense between AmorePacific and LG Household and such it is incessant on the product innovation, efficiency and strategic shrewdness. The two conglomerates have multi-brandation that squarely compete in similar segments of the market and they must constantly differentiate. The current competitive pressure has led to companies possessing internationally competent strengths, established international retail experience, and diversified supply channels and proven brand management skills at global level (Tubadji, Wee and Webber, 2023).
Government policy grounds competitive strength on regulation and easing trade. Korean standards greatly enhance the Korean international acceptance of products, especially of cosmetic safety, and these are internationally recognized by the ministry of food and drug safety (Seon, 2022). The existence of free trade between certain countries in the European Union, United States, and in the member countries of the ASEAN has played a positive role on the South Korean skincare companies because tariff barriers in the area have been greatly reduced and hence there has been favorable export environment (Tubadji, Wee and Webber, 2023).
Table 3: Porter's Diamond Model Applied to South Korea's Skincare Industry
Source: (Hattangadi, 2025)
	Determinant
	Core Strengths
	Competitive Implication

	Factor Conditions
	4.9% GDP R&D investment, Jeju Island botanical resources, highly qualified scientific workforce
	Innovation leadership, unique ingredient differentiation

	Demand Conditions
	8–12 product daily routines, clinical efficacy expectations, USD 480M sheet mask market
	Continuous quality standards, global trend origination

	Related & Supporting Industries
	2,000+ OEM factories, Hallyu cultural economy worth USD 12.3B annually
	Rapid innovation cycles, cultural soft-power market entry

	Firm Strategy, Structure & Rivalry
	AmorePacific vs. LG H&H multi-brand competition, government FTA network
	Globally hardened firms, favourable export infrastructure


As Table 3 reveals, the skincare industries in South Korea are self-compounding in nature where the competitive advantages cut across all the four diamond determinants. A mixture of ingredient science on a global scale, a highly challenging consumer base, extensive network of facilitative industries and intense domestic competition gives the environment in which foreign entrants find extremely difficult to replicate. This structural profundity explains why South Koreans have managed to uphold and even attain further competitiveness in world skincare markets (Seon, 2022).
[bookmark: _Toc225417726]4. AmorePacific and Innisfree: Factors Impacting International Operations
[bookmark: _Toc225417727]4.1 Company Background
[image: Amorepacific CEO overtakes Sumsung Group Chairman to become South Korea's  richest man - Global Cosmetics News]
Figure: AmorePacific CEO
Source: (Blogger, 2015)
AmorePacific Group is a key player in the global cosmetics industry and the biggest beauty conglomerate which was established in South Korea in 1945. The Group consolidated the revenues of approximately around KRW 4.05 trillion (USD 3.1 billion) in 2023 and operates in 14 countries in Asia, North America, and Europe (Innisfree, 2018). AmorePacific possesses a mass-premium, eco-beauty brand of Innisfree which was established on the 2000 natural heritage of Jeju Island. By 2019, Innisfree operated over 1000 freestanding retail locations across the globe, but China was the state where the company reached certain magnitude of growth; approximately 600 stores were operating in China when Innisfree had to rationalise its market strategies (Innisfree, 2018).
[bookmark: _Toc225417728]4.2 Political Factors
Political forces have been one of the most influential elements of international performances at AmorePacific and Innisfree. South Korean businesses in China were devastated by informal Chinese economic sanctions which began with the South Korean decision to host a US-led Terminal High Altitude Area Defense missile, after the 2017 THAAD crisis. AmorePacific sales in China in 2017 decreased by approximately 30 percent, and Innisfree has been forced to close most of its stores in China, reducing its presence in China to less than 140 by 2022 (Chen, Yoo and Roh, 2025).
Instead, AmorePacctic responded by geographic diversifying at an accelerated rate that observed it make substantial investment in Southeast Asia, North America and Europe to reduce bilateral dependence. The output of this plan was measurable yet the incomes in North America grew by 43% in 2023. The introduction of the company to China will also be through registration to the NMPA where adherence to animal testing is mandatory to imports cosmetics, which is a complete contradiction to the cruelty-free brand image of the Innisfree, and different lines of products will have to be produced to be able to cope with the Chinese regulators’ direction (Chen, Yoo and Roh, 2025).
[bookmark: _Toc225417729]4.3 Economic Factors
The profitability of AmorePacific and the choice of its strategy are largely affected by macroeconomic conditions in the major markets. The currency exposure haveween the Korean Won and the three principal trading currencies in the world such as the US Dollar, Chinese Yuan and Euro has a direct impact on the translation of revenues and management of margins (Kim, Erdal Atukeren and Lee, 2023). 
The reduction in economic growth years 2022 and 2023 in China when the GDP growth in the country declined to 3.0% as against 8.1% in 2021 considerably reduced the diminished amount of the discretionary consumer spending and the sales of all the foreign brands of the skincare it produced. The US on the other hand displayed hard trends of premiumisation to their advantage which favoured the premium services of AmorePacific (Kim, Erdal Atukeren and Lee, 2023). Other AmorePacific brands like Laneige have already experienced an enormous commercial splash in the American market because of concluding where a high-profile transaction with actress Sydney Sweeney in 2023, which depicts how an economic consumer confidence converges with cultural moment to be most interesting in terms of opportunity segmentation. Southeast Asian skin and care market represent the largest area of economic growth supply that will rise to USD 7.8 billion by 2027; the pricing of the Innisfree products of USD 10-45 per product would suit the growing category of middle-income earners in Vietnam, USD 10-45 in Indonesia and Thailand (Kim, Erdal Atukeren and Lee, 2023).
Table 4: PESTEL Analysis of AmorePacific/Innisfree's International Operating Environment
Source: (Studocu, 2021)
	Factor
	Key Issues
	Impact Level

	Political
	THAAD crisis legacy, NMPA animal testing regulations, trade sanctions
	High

	Economic
	KRW exchange volatility, China slowdown, Southeast Asia growth, US premiumisation
	High

	Social
	K-beauty global cultural momentum, sustainability consciousness, clean beauty demand
	High

	Technological
	AI skincare diagnostics, e-commerce expansion, digital influencer marketing
	Medium–High

	Environmental
	Eco-packaging regulations, Jeju sourcing sustainability, carbon reduction commitments
	Medium

	Legal
	EU Cosmetics Regulation, GDPR compliance, IP counterfeiting in China, CCPA
	Medium–High


Table 4 summarizes the macro-environmental forces that exist in the international operating environment of AmorePacific and Innisfree. The most important category of impacts, which is reported to occur, is the effect of political and economic factors on incomes depending on the reported cases of the geopolitical disturbance effect as well as the effect of the unstable markets. This has resulted in social factors that remain important growth opportunities within increasingly increasing markets as the result of K-beauty (Studocu, 2021). 
[bookmark: _Toc225417730]4.4 Legal Factors
AmorePacific has a fragmented and complex legal environment due to the existence of various markets in the globe (14). The safeguarding of intellectual property is one of the problems persisting, particularly in China and other regions of Southeast Asia, where Innisfree is predominantly overwhelmed by copycat versions of their products, whose sellers sell them at a fraction of the price on the core e-commerce platforms, Taobao and Pinduoduo. The weight of the commercial and reputation damage of the violation of the IP is increased by the fact that it is more difficult to impose legal protection in the markets with the less transparent or slower law enforcement (Tie, Hou and Lei, 2025).
Protection laws have been significant with the development of direct-to-consumer online channels of AmorePacific. The failure by the European Union to comply carries a penalty (fine) of up to 4 percent of the overall annual worldwide turnover which makes it essential to have some information management infrastructure. State level legislation such as the California Consumer Privacy Act is more demanding. The country itself has an applicable law by Personal Information Protection Act of South Korea. The challenge of dealing with the legal compliance of all these varying legislations simultaneously creates a significant and significant operational cost that requires higher legal expertise in individual jurisdictions (Tie, Hou and Lei, 2025).
[bookmark: _Toc225417731]4.5 Cultural Factors
Cultural adaptation is one of the most strategically important factors of international success of AmorePacific and Innisfree. The underlying philosophy supporting the brand, which is that of a clean beauty drawing on the nature of Jeju Island and the ecological identity, has had exceedingly broad cross-cultural reaction, though the adjustment process required in marketplaces could be varied (Piotrowska and Piotrowski, 2023).
The company has managed to thrive in china through its initial move to brand Innisfree as an alternative, premium, and eco-friendly product in a market that was littered with rivals, who were predominantly in mass-markets. However, this has been prompting tough competition with the guochao trend that is a boom of Chinese consumerism to nationalized brands that express their national cultural pride. Different domestic skincare niche producer Proya and Florasis, achieved in total in 2023 more than CNY 10 billion between them, left AmorePacific with no option but to rebrand their message based on Korean cultural heritage and ingredients provenance, without needing to make any effort to compete directly with Chinese cultural narratives (Tie, Hou and Lei, 2025).
The west has contributed through the digital media that the cultural appetite of Korean beauty has been boosted exponentially. The hashtag received a total view of 18 billion on Tik Tok in 2023 ranking first in the list, and the Korean brands were overrepresented in the scale. This is the cultural wave that Innisfree has been capitalizing on through their strategic influencer marketing and pop-up retail experiences in New York and London and now needs the same level of awareness that would have taken decades of traditional advertising campaign spending to keep up with (Piotrowska and Piotrowski, 2023).
The Hofstede Cultural Dimensions model helps to shine more light on more challenging issues of adjustment. Tietwens South Korea is a high collectivistic, long-term based and uncertainty avoidant culture, which inherently transpires to communal and nature-indulging communal Innisfree brand message. With a higher degree of individualism and reduced degree of power distance, the Western market requires marketing messaging that emphasizes a personality driver and individual results (Minkov and Kaasa, 2022).
Table 5: Market Attractiveness Assessment for Innisfree's Key International Markets
Source: (Studycorgi, 2024)
	Market
	Political Stability
	Economic Growth Potential
	Cultural Fit
	Legal Environment
	Overall Score (/20)

	Japan
	4/5
	3/5
	5/5
	4/5
	16/20

	USA
	4/5
	4/5
	4/5
	3/5
	15/20

	Vietnam
	3/5
	5/5
	4/5
	3/5
	15/20

	United Kingdom
	4/5
	3/5
	4/5
	3/5
	14/20

	China
	2/5
	3/5
	3/5
	2/5
	10/20


Table 5 depicts a weighted evaluation of market attractiveness of Innisfree expansion priorities outside of the country. The most favorable score would be that of Japan since the Japanese market possesses high cultural kinship towards the Korean skin care culture and the market is well established as a high-end consumer skincare segment with a high-quality regulatory market that aligns with the Innisfree quality positioning marketing feel (Studycorgi, 2024). In the U.S and Vietnam, this is the second and second, respectively, due to the high demand of great economic high-end and high K-beauty culture, and the former due to the highest economic growth and the positive culture receptivity. A comparably low overall score of China could be justified with a long-term history of THAAD political legacy, a threat of guochao competition and a difficult legal compliance culture indicating that, accompanied with the ongoing commercial significance of China, the threat of the aggressive re-expansion needs to be taken seriously (Minkov and Kaasa, 2022).
[bookmark: _Toc225417732]5. Conclusion
South Korean skincare market is a great example of a strategic national competitive advantage in the contemporary global business. The world-class factor conditions in the industry, high-premanded domestic consumer, high-investment supporting industry ecosystem and the existence of high domestic corporate competition have established a global competitive position which is highly structural and structurally sustainable.
Both AmorePacific and Innisfree can be the embodiments of both the strong and the weak sides of international expansion of the South Korean multinationals. The Chinese market shock due to THAAD made it evident that even the oldest and most firmly-established brands in the globe face the most acute pressure of the geopolitical risk as the losage of 30 percent in revenues in 2017 can show how the damage caused in the most commercial domain can be swiftly and completely transformed to political one. The organisational capacity to handle numerous aspects of international portfolio formations through diversifying its market at 43 percent increment of its North American revenue in 2023 by AmorePacific is within the strategic choice that demonstrates the organisational flexibility required to develop formidable resilience in an international portfolio.
Major economies deal with economic situations that require working on the strategy. The Chinese slowdown and the Southeast Asian way of developing is a pointer to a need to realign strategically to the high growth emerging markets where pricing and eco positioning of Innisfree echo naturally. The complexity in legal compliance in 14 jurisdictions is long term to invest in and compliance to the cultural intelligence that has the capacity to transform brand discourses across the routes of the various consumer cultures in a significant and non-easily copyable organisational capability is unveiled as some of the most crucial and non-easily replicate organisational abilities in delivering a long-term global success.


[bookmark: _Toc225417733]Section 2: Reflective Account — Gibbs' Reflective Cycle
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Figure: Gibbs' Reflective Cycle
Source: (University of Edinburgh, 2024)
1. Description
I was to research, write and analyse an in-depth report about international business in South Korea by focusing particularly on the skincare business and AmorePacific and Innisfree as my organisational case study of choice. I went through my steps to determine the right quality analytic frameworks, sources of credible industry players, application of Diamond Model of Porter and PESTEL analysis to sift through my research and get a convincible paper in the right format as a professional academic paper (Mimms, 2022). My scope area was very broad and it included the macroeconomic parameters, competitor analysis, geopolitical risks assessment, cultural adaptation mechanism strategies, and assessment of market attractiveness in different foreign markets. and it was learning to restrain this breadth, with so few words and without those depths of analysis and scholastic cogitation at the end of it, with which I fain thought I should have ended, that presented me with my principal difficulty in the entire work (Ezezika and Johnston, 2022).
2. Feelings
I started out much concerned about the quantity and the hardness of the work. I was devastated to find that the beauty business in South Korea is enormous, and I was forced to observe that my analysis blindsight had to be willed back gradually and carefully to give analysis its due portion of the business. My first reaction when reading Section 4 was that Innisfree is not a foreign multinational (or is not a foreign company at all), and thus I then had to re-read the short feed to convincely make me use a multinational lens of the international expansion of AmorePacific (Mimms, 2022). Having gained this clarity of mind my strength was growing. Once I began to work on the data about the THAAD crisis and I began to visualize the way, in which this directly influenced the revenues of AmorePacific, I was genuinely stimulated on an intellectual level by that, as it actually made me a real-life case of how the geopolitics can be actually converted into the tangible business results (Ezezika and Johnston, 2022). 
3. Evaluation
To look back on, my research and writing had many aspects that went in my favor. The decision to base the industry description on specific numerical figures including USD 8.9 billion market size, USD 9.2 billion value accounted as export, and 5.1% CAGR had much to do with the validity and qualitative tools of my work. I discovered that the Diamond Model by Porter was a perfectly suitable model of my chosen industry since South Korea is in fact robust in all the four determinants simultaneously, and my analysis appeared to have a sound foundation and not a mechanistic implementation. Section 4 Research I considered my critical analysis study using the PESTEL framework which proved helpful in organizing a complex combination of macro-environment environments in a logical sequence that was appropriate to my assessment. However, I do think that the word limit was the root of some actual tensions in my writing and, particularly, in Section 4, which would have offered much more detail to my cultural analysis (Ezezika and Johnston, 2022).
4. Analysis
Looking back analytically into my process, I have discovered that there are important lessons to be learnt. First of all, I knew that I could contribute to the quality of my report much more when I selected a couple of data-rich industries and corporations. The skincare market in the South Korea offered me with sufficient quantitative and qualitative information accessible in the open and facilitated me to make up solid, evidence-based argumentation during the process of writing (Mimms, 2022). Had I chosen an industry that is not well documented, then my level of analysis would have been very minimal. Second, the THAAD crisis has made me understand that I am not only to examine the realities of the modern market but historic points of disruption when gauging a political risk because I discovered that the geopolitical dynamics of the past is still in play affecting the current strategic decisions. Third, I have learned that I need to be a lot more accurate in my thoughts in creating my comparative tables (Hashim, 2024).
5. Conclusion
This again proved to me the fact that only strict synthesis of various frameworks, each illuminating a different facet of competitive reality, can offer high quality of international business analysis, which I could never have applied to one of the models single-handedly. Porters Diamond assisted me in defining structural national competitiveness; PESTEL assisted me in analysing macro-environmental risk and opportunity; the Hofstede framework contextualised culture adjustment dimensions problems I was analysing; my market attractiveness world-system assisted me in operationalising these areas. The process of learning as well was a lesson that made me realize the fact that I always need to go beyond description to reasonable judgement asking not just what is happening but why what it is is significant to the decisions I am taking and what it will entail.


6. Action Plan
Next, I would wish to waste more time at the outset of any such proceeding at clearing up conceptual confusion on the fly, and my indecision at the very start at the multinational orientation cost me time and interfered unnecessary with my work at mid-course. The next thing that I will implement in advance prior to undertaking any secondary research will be the naming of a data collection template where I would guess that the correct statistics would be located faster and in a more orderly way (Hashim, 2024). I also realize that I would plan to establish a section-by-section word budget in the planning phase not to reactively limit myself to the word count used on the writing side, since I believe that it would allow me to achieve a more proportionate degree of analytical penetration on each section and prevent the aspect of compressing important points into a bottle, something I found particularly severe in cultural analysis (Hashim, 2024).
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