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Abstract
This portfolio explains the methodological and intellectual development of a doctoral research project that examines the opportunities and difficulties of building global brands through digital marketing, with a focus on Bangladeshi textile products. The study is set against the backdrop of an emerging economy with robust global manufacturing capabilities but little international brand ownership. The portfolio illustrates how digital technologies offer a potential route for strategic upgrading beyond conventional export-oriented models by referencing branding, digital marketing, and internationalisation literature.
Guided by Kuhn’s idea of scientific progress, the portfolio shows how the research has changed from established production-led beliefs to a digitally enabled branding view. A practical philosophical approach supports the research design. It uses a mixed-methods strategy that combines qualitative insights from industry decision-makers with quantitative analysis of digital marketing practices and branding results. We carefully examine and address key methodological, ethical, and practical challenges through reflective analysis.
The portfolio shows that the proposed research is based on solid theory, has a clear method, and is practical. It indicates readiness to move on to the doctoral research phase. It also points out the study’s potential contributions to discussions about international branding in emerging markets. Additionally, it is relevant for practitioners and policymakers who want to improve the global competitiveness of the Bangladeshi textile sector.

INTRODUCTION
The global business environment is now more competitive and driven by digital technology. This shift forces companies to reconsider how they build, share, and maintain brands in international markets. Digital marketing has become a powerful tool that allows companies to connect directly with global consumers, avoid traditional middlemen, and tell engaging brand stories (Kotler et al., 2021). For companies in emerging economies, digital marketing presents a major chance to overcome past challenges related to limited resources, restricted market access, and low brand visibility (Kumar & Pansari, 2016).
Bangladesh offers an interesting setting to explore these dynamics. It is one of the leading exporters of textile and apparel products worldwide. This sector plays a significant role in providing jobs, generating export income, and driving national economic growth (BGMEA, 2023). Yet, most textile companies in Bangladesh mainly function as original equipment manufacturers (OEMs). They produce goods for foreign brands instead of developing and owning their own international brands. This dependence on contract manufacturing limits their ability to capture value, restricts their strategic independence, and subjects them to fierce price competition and buyer control in global value chains (Gereffi, 2018). As a result, there is an increasing awareness of the need for Bangladeshi textile companies to shift from production-focused approaches to brand-oriented global business models.
Digital marketing presents an important opportunity for companies looking to make a strategic shift. By using social media, e-commerce, search engine marketing, and influencer partnerships, businesses can build international brand awareness more affordably than with traditional marketing methods (Tafesse & Wien, 2018). Despite these advantages, not all firms in developing countries are able to use digital marketing effectively to establish their brands internationally. Many face challenges such as limited organizational capabilities, inadequate infrastructure, and restrictive institutional environments. This study aims to address these gaps by exploring both the challenges and opportunities of building international brands through digital marketing in Bangladesh’s textile industry.

Theoretical and Practical Contributions
This study makes important contributions both in theory and practice. On the theoretical side, it adds to the body of knowledge at the crossroads of digital marketing, international branding, and strategies for emerging markets. While most research in this area focuses on multinational corporations from developed countries, there has been little investigation into how companies in developing economies use digital marketing to grow their brands internationally (Paul & Mas, 2020). By examining Bangladeshi textile firms, this research brings new perspectives to existing theories and offers a better understanding of how digital tools can change the way firms expand globally.
On the practical side, the study provides valuable guidance for textile business owners, brand managers, and policymakers in Bangladesh. By highlighting both the factors that help and hinder digital brand building, the findings can support better decision-making, skill development, and policy design. Ultimately, this research can help move the textile sector in Bangladesh from low-profit manufacturing towards building stronger, higher-value brands.
Objectives of the Study
This study aims to:
1. Explore the main challenges that Bangladeshi textile companies face when trying to build international brands using digital marketing.
2. Identify the opportunities that digital marketing tools and platforms offer for developing international brands.
3. Examine how digital marketing strategies affect the visibility and positioning of Bangladeshi textile brands in global markets.
4. Provide insights tailored to the Bangladeshi context that can help shape future international branding strategies in the textile industry.

Research Questions
To address these objectives, the study seeks to answer the following research questions:
1. What challenges do Bangladeshi textile firms encounter when using digital marketing to establish international brands?
2. What opportunities does digital marketing create for international brand development in the Bangladeshi textile industry?
3. How do current digital marketing practices contribute to international brand recognition and competitiveness?

Hypotheses
Where quantitative analysis is employed, the study is guided by the following hypotheses:
· H1: Digital marketing adoption has a positive effect on the international brand visibility of Bangladeshi textile firms.
· H2: Organisational digital capabilities significantly moderate the relationship between digital marketing adoption and international brand performance.

Business and Societal Problems Addressed in This Study
This study tackles key business and societal issues. For Bangladeshi textile firms, the absence of strong brands means they often face low profits, limited negotiating power, and constant pressure from international buyers. On a broader level, the country’s focus on contract manufacturing holds back economic progress, stifles innovation, and prevents Bangladesh from earning more value in global supply chains (Humphrey & Schmitz, 2002). By exploring how digital marketing can help develop international brands, this research aims to support not only the competitiveness of individual firms but also broader economic growth and development.

Background to the Research
The Role of Digital Marketing in International Brand Building
Digital marketing gives companies a direct way to share their brand identity, values, and stories with customers around the world. Tools like social media, company websites, and online marketplaces help brands connect with international audiences, build trust, and quickly gather feedback. These interactive platforms are especially valuable for companies from emerging markets that want to boost their global presence (Kaplan & Haenlein, 2010).
Challenges Facing Bangladeshi Textile Firms
However, Bangladeshi textile firms face several hurdles. Many struggle with a lack of digital skills and branding experience, limited infrastructure, and the ongoing perception that Bangladesh is mainly a source of low-cost manufacturing (Gereffi & Frederick, 2010).
The Need for Digital Transformation in Textile Branding
With global competition growing and customers increasingly moving online, it is more important than ever for textile companies to embrace digital transformation. Doing so is key for building international brands and staying competitive in the long run.
Bridging the Research Gap
While digital marketing and international branding have both been studied in the past, there is little research on how digital marketing specifically helps textile firms in emerging economies like Bangladesh build their brands internationally. This study aims to fill that gap.

Kuhn’s Paradigm – The Kuhn Cycle in International Brand Development Through Digital Marketing
Thomas Kuhn’s theory of scientific progress offers a useful way to look at how business and research mindsets shift over time. According to Kuhn (1962), knowledge evolves in a cycle: first, there’s a period of “normal science,” followed by the appearance of problems or anomalies that existing approaches can’t solve. These challenges lead to a crisis and, eventually, a “scientific revolution,” where a new way of thinking takes hold and becomes the new standard.
This cycle is especially relevant for understanding how international branding strategies are changing in the textile sector, particularly in emerging economies like Bangladesh. Here, traditional export-based models are being disrupted and reimagined due to the rise of digital marketing, pushing firms and researchers to rethink old assumptions and embrace new approaches.
A. Implications of the Paradigm Shift in International Branding
Normal Science: The Traditional Export-Oriented Branding Paradigm
In the Bangladeshi textile industry, the “normal science” stage has traditionally meant following a production-focused, export-driven approach. Most firms have concentrated on being efficient, producing large volumes, and meeting international standards—mainly as suppliers for foreign brands. In this setup, branding, marketing, and direct consumer relationships were handled by overseas buyers. The main measure of success was how much was exported, not the strength of the company’s own brand (Gereffi & Frederick, 2010). As a result, for many Bangladeshi textile firms, building their own international brands seemed unnecessary, too risky, or simply out of reach given their resources and experience.

Emergence of Anomalies: Challenges to the Traditional Model
Over time, several issues started to highlight the shortcomings of the traditional, production-focused model. Profit margins declined, buyers gained more power, global competition became fiercer, and the costs of compliance kept rising—all of which exposed the risks of relying only on manufacturing (Humphrey & Schmitz, 2002). At the same time, new digital technologies made it easier for firms to enter markets and connect directly with international consumers, challenging the old belief that building a brand required major financial and institutional resources. These developments signaled that the traditional approach was becoming less efficient and needed to be re-examined.
Crisis Stage: The Demand for Strategic Brand Ownership
As these challenges piled up, the industry reached a turning point—a crisis stage. The long-term viability of relying on contract manufacturing and original equipment manufacturing (OEM) was called into question. Global consumers began demanding more transparency, ethical sourcing, and meaningful brand stories. For Bangladeshi textile firms, sticking with contract manufacturing threatened their ability to compete and grow in the future. Digital marketing added to this pressure by revealing new strategic options that the old way of thinking simply couldn’t address (Vial, 2019).
Scientific Revolution: The Shift to Digital Marketing–Driven International Branding
This period of change led to a “scientific revolution” in the industry—a move from a focus on production to a new emphasis on building brands and using digital tools to reach international markets. With digital marketing, including social media, e-commerce, and content marketing, companies can now share their brand identity, connect directly with consumers, and establish a global presence without depending on middlemen (Kaplan & Haenlein, 2010). This revolution is transforming how international branding works, especially for firms in emerging markets.
New Normal: Digital Branding as the Dominant Strategic Model
The new normal in the industry is the widespread acceptance of digital marketing as an essential part of building international brands. In this new environment, a company’s competitiveness depends more on its digital presence, storytelling ability, and consumer engagement than on production efficiency alone. For textile firms in Bangladesh, this means rethinking their priorities, developing new digital skills, and finding fresh ways to create value.
Significance of the Paradigm Shift
This shift marks a move towards greater independence, better value capture, and more sustainable international success for Bangladeshi firms. It also calls for new research approaches that can fully grasp the complex realities of building global brands in the digital age.
B. Challenges in Implementing the New Digital Branding Paradigm
While the new digital branding model offers great promise, putting it into practice comes with real hurdles. Many Bangladeshi textile firms still lack the necessary digital skills and branding know-how to make the most of digital marketing tools (Chaffey & Ellis-Chadwick, 2019). Resistance to change within organizations and a tendency to avoid risk can slow down strategic shifts. On top of that, issues like limited infrastructure, regulatory barriers, and weak support from institutions make digital adoption even tougher. These obstacles show that moving to a new paradigm is rarely a smooth or universal process, echoing Kuhn’s idea that such transitions are often difficult and uneven.
C. Relevance of Kuhn’s Paradigm to the Research Context
Normal Science: Dominance of Production-Led Internationalisation
Traditionally, research on the internationalisation of textile firms has focused on cost competitiveness and how these companies fit into global value chains. This approach reflects the long-standing dominance of production-led strategies.
Emergence of Anomalies: Recognition of Strategic and Value-Capture Inefficiencies
More recent studies have started to highlight the shortcomings of this model, noting that being strong in production doesn’t always lead to lasting competitiveness or strong brand value abroad (Paul & Mas, 2020).
Crisis Stage: A Shift in Research Focus Towards Digital Branding
This realisation has led to a turning point in the literature, with researchers calling for studies that explore how digital technologies are changing international branding, especially in emerging economies.
Scientific Revolution: Development of a New Research Paradigm
This study plays a role in this “scientific revolution” by bringing together digital marketing, branding, and internationalisation within a single, focused look at the Bangladeshi textile industry.
New Normal: Establishing Digital Marketing as a Strategic Branding Mechanism
The goal is to help establish digital marketing as a core strategy for building international brands in developing countries.
Implications for Research in International Marketing and Strategy
By using Kuhn’s paradigm, the study shows how shifts in industry practice must be matched by new research questions, updated theories, and innovative methods.

Kuhn’s framework offers a powerful way to understand the changes in international branding strategies among Bangladeshi textile firms. It supports the study’s focus and highlights the importance of research that’s both innovative and sensitive to local context.
Rising Action: Research Approach and Methodology
The “rising action” of this study involves carefully building the research method to connect the theory and concepts with a practical and workable research plan. Following Kuhn’s paradigm, this stage signals a shift away from traditional research methods, embracing a more flexible and context-aware approach. This is especially important for tackling the complex issues around international branding and digital marketing in the unique environment of an emerging economy.
A.Research Approach
Justification for a Mixed-Methods Research Approach
This study uses a mixed-methods approach, blending both qualitative and quantitative research methods to explore how Bangladeshi textile firms build international brands through digital marketing. Mixed methods are especially useful when the research problem is complex, depends on the local context, and can’t be fully understood using just one type of research (Creswell & Plano Clark, 2018).
The subject of this study includes both subjective aspects—like how managers perceive and respond to digital branding—and objective outcomes, such as the extent of digital marketing adoption and international brand presence. Qualitative methods provide insight into the experiences and strategies of decision-makers. Quantitative methods, meanwhile, allow for the analysis of measurable patterns and relationships, such as the impact of digital marketing on brand outcomes. Using both approaches together deepens the analysis, strengthens the research design, and increases the reliability of the findings through cross-checking (Tashakkori & Teddlie, 2010).
Philosophical Positioning
The study is guided by the philosophy of pragmatism, which focuses on practical problem-solving and values using a variety of methods to answer research questions (Morgan, 2014). Pragmatism is well-suited for business research, as it allows the researcher to draw from both interpretivist and positivist perspectives depending on what the situation calls for.


Qualitative and Quantitative Components 
The qualitative part of the research explores how managers think about, prepare for, and tackle the challenges of building international brands online. Semi-structured interviews are used to gather these insights, providing a balance between structure and flexibility.
The quantitative part looks for patterns and relationships between digital marketing practices and brand outcomes across a larger group of textile firms. Surveys are used to collect data, helping to test the study’s hypotheses and identify trends that can apply more broadly.
B. Methodological Strategy
Research Strategy: Case Study Design
This study uses a case study approach, focusing on the Bangladeshi textile industry as its main setting. Case studies are especially useful when exploring current issues in real-world contexts—particularly when the boundaries between the phenomenon and its environment are not clear-cut (Yin, 2018). This strategy helps capture the unique industry dynamics, institutional factors, and strategic decisions that influence digital branding in this sector. The design is embedded, meaning it looks at multiple firms and stakeholders within the industry, which adds depth to the analysis without losing sight of the bigger picture.
Data Collection Methods
Qualitative data are gathered through semi-structured interviews with senior managers, marketing professionals, and digital marketing experts from textile firms in Bangladesh. These interviews focus on branding strategies, building digital capabilities, challenges faced, and aspirations for international markets. For quantitative insights, the study uses a structured questionnaire sent to a broader group of textile firms involved in exports. The survey measures digital marketing adoption, organizational digital skills, brand visibility, and engagement in international markets, using established scales from earlier research (Yadav & Rahman, 2017; Keller, 2013). By using both interviews and surveys, the study boosts the reliability of its findings and reduces the risk of bias (Saunders et al., 2019).
Data Analysis Techniques
For the qualitative data, thematic analysis is used to identify patterns and key themes across the interview transcripts (Braun & Clarke, 2006). The coding process moves from simple descriptions to more complex, analytical themes that tie back to the research questions. Quantitative data are analysed using descriptive and inferential statistics like correlation and regression analysis to explore links between digital marketing and international branding results. The study also checks the reliability and validity of its survey instruments to ensure the findings are robust.
B. Sample Population and Sample Frame
The study targets Bangladeshi textile firms that are either already exporting or are interested in branding and digital marketing. Key participants include senior leaders, marketing managers, and digital marketing specialists who are directly involved in branding and engaging with international markets. To build the sample frame, the study relies on industry directories, trade association lists, and professional networks within Bangladesh’s textile sector, ensuring that the sample is relevant, accessible, and representative of the industry.

Sampling Method
For the qualitative part of the research, purposive sampling is used to select participants who have hands-on experience with digital branding and internationalisation (Patton, 2015). This approach focuses on depth and rich insights rather than statistical representativeness. In the quantitative phase, stratified random sampling is used to make sure the sample reflects a range of firm sizes, export activity, and levels of digital maturity. This helps ensure the results are representative and can be meaningfully compared across different groups.
The research approach and methodology adopted in this study reflect a deliberate and systematic response to the complexity of the research problem. By integrating qualitative and quantitative methods within a pragmatic philosophical framework, the study is well positioned to generate both theoretically meaningful and practically relevant insights. This methodological design supports the study’s contribution to emerging debates on digital marketing, international branding, and strategic upgrading within developing-country contexts.
C.Sample Population and Sample Frame  
Defining an appropriate sample population and sample frame is essential for ensuring the validity, relevance, and credibility of research findings, especially in applied doctoral research where context matters. For this study, the target population includes Bangladeshi textile firms focused on export activities and those interested in or starting to adopt branding and digital marketing practices aimed at international markets.  
The main unit of analysis is the textile firm. Data is collected from individuals in strategic or operational roles related to branding, marketing, and international business development. This includes senior managers, brand managers, marketing executives, and digital marketing specialists who have direct knowledge of organizational strategies, decision-making processes, and challenges related to digital brand internationalization. By focusing on informed decision-makers, the collected data reflects strategic intent rather than just operational execution (Saunders et al., 2019).  
The sample frame is created using various industry-relevant sources to improve coverage and reduce selection bias. These sources include membership directories from recognized industry associations like the Bangladesh Garment Manufacturers and Exporters Association (BGMEA), export registries, trade fair participation lists, and professional business networks. Using multiple sources strengthens the representativeness of the sample frame and ensures the inclusion of firms of different sizes, export intensities, and levels of digital maturity. This approach is especially important in emerging-market contexts where comprehensive databases may be fragmented or incomplete (Yin, 2018).  
Additionally, the sample frame is narrowed down to firms that have an online presence through websites, social media platforms, or e-commerce channels. This criterion is important since the study focuses on digital marketing as a way to develop international brands. Firms without any form of digital engagement are excluded, as they are unlikely to provide useful insights into the research topic.
D. Sampling Method  
This study uses a mixed sampling strategy that combines purposive sampling for the qualitative phase and stratified random sampling for the quantitative phase. This approach fits the mixed-methods research design and allows for both deep understanding and broader analysis (Creswell & Plano Clark, 2018).  
Qualitative Sampling: Purposive Sampling  
For the qualitative part, purposive sampling is used to select participants with relevant skills and experience in digital marketing and international branding in the textile industry. Purposive sampling helps the researcher identify cases that offer valuable insights into complex strategic and organizational issues (Patton, 2015). The criteria for selection include having managerial responsibility for branding or marketing decisions, involvement in international market activities, and experience using digital marketing tools.  
This method works well for exploratory research in areas that lack sufficient study. The goal is to understand processes, meanings, and strategic challenges instead of achieving statistical representativeness. About 15 to 20 in-depth interviews are expected, which should be enough to reach data saturation while allowing for a variety of perspectives based on firm sizes and market orientations (Guest et al., 2006).  
Quantitative Sampling: Stratified Random Sampling  
For the quantitative phase, stratified random sampling is used to ensure systematic representation across key firm traits. The population is divided into groups based on factors like firm size (small, medium, large), export intensity, and level of digital marketing adoption. Random sampling within each group lowers sampling bias and improves the reliability of statistical conclusions (Hair et al., 2019).  
Stratification is especially important in the Bangladeshi textile industry, which shows a lot of difference in organizational capacity and digital readiness. By ensuring proportional representation, this method allows for meaningful comparisons between different types of firms and strengthens the external validity of the findings.  
Using both purposive and stratified random sampling creates a strong and clear sampling strategy that fits the study’s mixed-methods design. This approach makes sure that the qualitative phase gathers rich, contextual insights from knowledgeable participants, while the quantitative phase allows for systematic analysis of a wider population. Together, these sampling choices boost the credibility, validity, and practical relevance of the research, helping to enhance understanding of international brand development through digital marketing in the Bangladeshi textile sector.  
Personal Reflection on Preparation  
Preparing this portfolio has been an important step in my shift from a practitioner-oriented view to a more focused doctoral research approach. At first, my grasp of international branding in the Bangladeshi textile sector came mainly from industry experience and descriptive accounts of export performance. Through ongoing study of academic literature and discussions on methodology, I gained a deeper understanding of how digital marketing, branding, and internationalization connect as complicated and debated ideas. This journey required me to challenge basic assumptions and engage thoughtfully with different theoretical views, methodological options, and philosophical stances. The portfolio shows this intellectual growth and proves my increased confidence in presenting a clear and defendable research design.
Evaluation of Portfolio Content
Literature Review
The literature review in the portfolio played a key role in shaping the research focus. It showed a strong prevalence of studies based in developed economies while highlighting the lack of empirical research on textile industries in emerging markets. Through careful analysis, the review pointed out gaps related to digital marketing and brand internationalization. This justifies the study's relevance and originality (Kotler et al., 2021; Paul & Mas, 2020).  

Theoretical Framework  
The development of the theoretical framework indicates a focused engagement with branding theory, digital marketing research, and internationalization literature. The integration of Kuhn’s paradigm provided a theoretical perspective for understanding changes in industry and research approaches. This framework positioned digital marketing as a disruptive force against traditional export-led models, which strengthened the overall coherence of the study (Kuhn, 1962).  

Research Methodology  
The choice of a mixed-methods approach came from a careful evaluation of other methods. Qualitative methods were seen as essential for gathering managerial perspectives and understanding contextual challenges. Quantitative methods were necessary to explore patterns and relationships among firms. The pragmatic philosophical view supports this combination and fits the applied nature of DBA research (Creswell & Plano Clark, 2018).  

Ethical Considerations  
Ethical reflection formed a vital part of the portfolio. Key aspects include informed consent, confidentiality, voluntary participation, and responsible handling of data. Special attention was given to power dynamics when interviewing senior managers and to ensuring that organizational data are kept anonymous to protect commercial interests (Saunders et al., 2019).  

Data Collection and Analysis  
The planned strategies for data collection and analysis show methodological rigor and practicality. Semi-structured interviews and surveys were chosen to ensure alignment with the research questions. The use of thematic analysis and statistical methods supports triangulation and improves the credibility of the findings (Braun & Clarke, 2006).  

Challenges and Limitations  
The portfolio also critically examines predicted challenges, such as gaining access to senior participants, potential response bias, and varying levels of digital maturity among firms. Recognizing these limitations enhances the study’s transparency and aids in developing strategies to address them.  

Implications and Contributions  
The expected contributions of the study are both theoretical and practical. Academically, it broadens the understanding of digital branding in emerging economies. Practically, it provides insights for textile firms and policymakers aiming to enhance international competitiveness.  

Overall, the culmination of this portfolio shows intellectual growth, methodological consistency, and readiness to move to the full doctoral research stage. The reflective evaluation confirms that the research plan is theoretically sound, methodologically trustable, ethically strong, and capable of producing significant academic and practical contributions.  

OVERALL RESEARCH PLAN AND RESOLUTION OF CONTRADICTIONS
The conclusion of this portfolio shows how the conceptual, methodological, and practical tensions from the research plan have been resolved. As the study moved forward, several contradictions emerged, especially between traditional export-led approaches and digital branding strategies. There was also a conflict between qualitative and quantitative methods. By critically reflecting and synthesizing ideas, these tensions have been turned into a clear and workable research design.

One key contradiction in the overall research plan is the clash between competing research perspectives. Traditional studies in the textile industry have mostly focused on production, efficiency, cost, and scale. In contrast, the study of digital marketing and brand development requires an understanding of management perceptions, strategic goals, and organizational abilities. This study resolves this issue by taking a practical approach, which allows for the use of both qualitative and quantitative methods to explore different parts of the research problem without favoring one perspective over the other (Morgan, 2014; Creswell & Plano Clark, 2018).

Another important resolution involves defining and implementing key concepts, such as digital marketing adoption, international brand visibility, and brand performance. Initial confusion around these ideas was cleared up by closely engaging with the literature on branding and digital marketing. This process helped establish clear definitions and measurable indicators (Keller, 2013; Kotler et al., 2021). This clarification boosts both the theoretical consistency and the validity of the methods used.

Ethical considerations also posed challenges, especially regarding access to sensitive commercial data and power dynamics when working with senior industry participants. These issues have been tackled by creating a strong ethical framework that emphasizes informed consent, confidentiality, anonymization, and responsible data management according to institutional guidelines (Saunders et al., 2019).

Practical challenges such as data access, participant availability, and varying levels of digital maturity among firms have also been recognized and addressed. Flexible data collection strategies and careful sampling designs have helped manage these challenges. Using mixed methods and triangulation improves the reliability and credibility of the findings while acknowledging the complex context of the Bangladeshi textile sector (Yin, 2018).

In summary, the conclusion confirms that the research plan is well-grounded in theory, methodologically integrated, ethically sound, and practically achievable. Resolving these contradictions enhances the study's ability to make meaningful contributions to discussions on international branding and digital marketing while providing practical insights for professionals and policymakers. This consolidation shows clear readiness to move into the final stage of doctoral research.
CONCLUSION  
Completing this portfolio marks an important shift from research preparation to carrying out doctoral-level inquiry. The work done has clarified the research focus, strengthened the theoretical foundation, and created a clear and practical research design for exploring the challenges and opportunities in establishing international brands through digital marketing in the Bangladeshi textile sector. The portfolio shows careful engagement with relevant literature, methodological rigor, and critical reflection, which are all essential for the next stage of doctoral research.  
The immediate next steps involve refining and finalizing the full research proposal. This includes further developing the literature review to include the latest empirical studies, validating research tools through pilot testing, and submitting the research ethics application according to institutional requirements. These steps will help ensure that the study proceeds in a responsible and methodologically sound way (Saunders et al., 2019).  
After that, the research will move into the data collection phase, starting with qualitative interviews to deepen context and inform the quantitative survey design. This step-by-step approach supports analytical integration and improves the explanatory power of the findings. Data analysis will be conducted carefully, with ongoing reflection to ensure consistency between research questions, methods, and emerging insights.  
In conclusion, this portfolio has served its purpose as a structured record of research development and critical thought. It confirms the researcher’s readiness to conduct independent doctoral research that is informed by theory, grounded in evidence, and relevant to practice. By addressing an underexplored area where digital marketing, international branding, and emerging-market strategy intersect, the study is well positioned to make a significant contribution to both academic knowledge and professional practice.
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