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[bookmark: _Toc228063886]SECTION 1: INTERNATIONAL BUSINESS REPORT
[bookmark: _Toc228063887]1. Introduction
The United Kingdom e-commerce market is the third largest market in the world and the market with highest per capita in Europe and is estimated to reach GBP 169 billion in 2024 (Mordor Intelligence, 2024). The industry has experienced significant structural shift in 2020, caused by the COVID-19 pandemic, the reorganization of the regulations following the Brexit referendum and further implementation of mobile commerce technologies. Amazon.com, Inc. is one that made the British penetration in 1998 and is already the market leader in the British e-commerce, with the market share of about 30 to 35 per cent of the overall online retail revenues and the potential of serving about 35 million unique customers in UK alone each month (Statista, 2024). 
This report critically compares and evidence-based analysis of the UK e-commerce industry, applies Porters Diamond Model of National Advantage to establish the structural competitiveness of the industry, and also evaluates the political, economic, social, and legal forces shaping the presence of Amazon in Britain. 
[bookmark: _Toc228063888]2. Industry and Country Overview
[bookmark: _Toc228063889]2.1 Introduction to the UK E-Commerce Industry
The UK has one of the most efficient e-commerce markets globally. The UK is a reference point in the global e-commerce because digital retail has become a core aspect of consumer shopping habits in the UK. Netguru (2025) estimates the UK e-commerce market to have a value of about 286 billion, and it is ranked as one of the top three e-commerce economies in the world, other than the United States and China. This market is indicative of a larger change in the consumer behaviour due to the use of smartphones, the increased internet penetration and the increased demand on convenience (DataReportal, 2025). In the UK, e-commerce has entered into almost all types of retail including groceries, fashion, electronics and home products. According to the Office for National Statistics (2026), internet sales always represent an average of 25 to 30 per cent of the total retail sales in the UK. This number has increased considerably as of 2020 when the COVID-19 pandemic brought about an increased rate of online shopping being adopted by all age categories (ONS, 2024). The change is not short-lived. Even with the reopening of physical stores in full, consumers have continued to shop online.
[image: UK E-Commerce Market Size & Outlook, 2033]
[bookmark: _Toc228024621]Figure 1: UK E-commerce Market
(Source: DataReportal, 2025)
[bookmark: _Toc228063890]2.2 Size, Scope, and Economic Importance
The e-commerce industry in the UK is economically important. It serves hundreds of thousands of employees in warehousing, logistical, software development, marketing and customer service. The industry also pushes the demand of other related industries like fintech, digital payments, and last-mile delivery (Department for Business and Trade, 2019). The eMarketer (2025) report predicts that UK retail e-commerce sales will keep increasing steadily up to 2025 and beyond, with the help of the growing mobile commerce and subscription-based business model of shopping.
[image: UK E-commerce Market 2025 Edition: Industry Size to Reach USD]
[bookmark: _Toc228024622]Figure 2: UK e-commerce market (2024-2033)
(Source: IMARC Group, 2026)
According to Internet Retailing (2024), the penetration rates of online retailing are high in the UK in Europe. One of the most common online shoppers in the continent are British consumers. The sector is also a significant contributor to UK exports in terms of cross-border e-commerce where British brands are direct sellers to European and world markets (International Trade Administration, 2026). According to the Digital Strategy released by the Department of Science, Innovation and Technology (2022), e-commerce is one of the pillars in the overall digital economy aspirations of the UK.
E-commerce has an economic significance to small and medium-sized firms. eCommerce Scotland (2025) mentions that these days marketplace platforms and direct-to-consumer websites are the main sales channels of many SMEs. This is a characteristic of the UK e-commerce environment of democratising access to retail.
[bookmark: _Toc228063891]2.3 Major Players and Strategic Positioning
The UK e-commerce market is comprised of both domestic and multinationals. ASOS is a local one. It is a London-based online fashion retailer established in 2000 which focuses on the target market of 18-35 years and is a direct-to-consumer company. It delivers to more than 200 nations and competes based on fast fashion, social media marketing and a liberal returns policy (ASOS Plc, 2024). The foreign one is Amazon UK. It has penetrated UK in 1998 and it dominates the whole market. It runs a hybrid business model of a first-party retail, third-party marketplace, and an ecosystem of Prime membership with Amazon Web Services (Amazon.com, Inc., 2025). Table 1 provides a comparison of both companies based on significant dimensions.
Table 1: Comparison of ASOS (Domestic) and Amazon UK (International)
	Criterion
	ASOS (Domestic)
	Amazon UK (International)

	Origin
	UK-founded, London, 2000
	US-founded; UK operations since 1998

	Business model
	Direct-to-consumer online fashion
	Marketplace + first-party retail + logistics + cloud

	Target market
	18-35 fashion consumers, global
	All consumer categories and demographics

	Key strategy
	Fast fashion, social media marketing, wide returns policy
	Prime membership, third-party marketplace, rapid fulfilment

	UK position
	Leading UK-origin online fashion brand
	Overall UK market leader across all categories

	Global reach
	Ships to 200+ countries
	Operates in 20+ countries globally

	Key challenge
	Rising returns costs; Shein competition
	CMA regulatory scrutiny of marketplace



Table 1 demonstrates that ASOS is a strong niche player in fashion and Amazon is a generalist in the market. ASOS also uses brand responsiveness and youth-targeted positioning and competes based on speed to market and a responsive customer experience. Amazon has capitalized on scale, depth of logistics, and ecosystem integration to stay at the forefront in all the product categories. Both methods are feasible, and Amazon is broad enough to have structural benefits that cannot be directly opposed by a specialist in a single category (British Retail Consortium, 2026).
[image: ]
Figure 3: Perceptual Positioning Map
(Source: British Retail Consortium, 2026)
[bookmark: _Toc228063892]3. Porter's Diamond Model: Competitiveness of UK E-Commerce
The Diamond Model of Porter (Porter, 1990; Porter, 2008) is an analysis model where causes of the development of the internationally competitive industries in a given country are evaluated. The below analysis is a systematic application of the model on the e-commerce of UK.
[image: Porter's Diamond Model: An Essential Guide for Global Achievement]
[bookmark: _Toc228024623]Figure 3: Porter's Diamond Model
(Source: Porter, 2008)
[bookmark: _Toc228063893]3.1 Factor Conditions
Factor conditions are the inputs that an industry has such as skilled labour, infrastructure and technology. Here the UK scores high. It possesses a vast and expanding base of digital talent powered by globally-ranked higher education institutions and an established technology industry based in London and other key cities (Department for Science, Innovation and Technology, 2022). Investment in artificial intelligence and machine learning, which form the core of personalisation, optimisation of logistics and detection of fraud in e-commerce, has been further boosted by the National AI Strategy (Department for Science, Innovation and Technology, 2021).
The UK also has good digital infrastructure. According to Ofcom (2024), the overwhelming majority of adults in the UK use the internet on a daily basis, and the smartphone penetration and the expansion of 5G coverage are high. The consumer side of e-commerce is based on this connectivity. The UK has a well-developed logistics system on the supply side, such as Royal Mail, DPD, Evri, and Amazon Logistics, all of which offer countrywide delivery services (Royal Mail, 2026; Ofcom, 2025). Online payment infrastructure (open banking, fintech innovation, etc.) reduces the friction of the online purchase process, further (Department for Business and Trade, 2019).
[bookmark: _Toc228063894]3.2 Demand Conditions
British consumers are digitally active and demanding. According to Analyzify (2025), the UK has among the highest number of online purchases in Europe with millions of people making more than one purchase every month. Such sophistication is driving retailers to invest more into faster delivery, enhanced returns processes, and customised experiences. The ONS (2024) data proves the sustainability of online grocery adoption since the pandemic, as many consumers did not abandon online shopping once physical stores returned to normal. IMRG (2024) indicates that in late 2024 the UK online retail started growing at year-on-year levels, which indicates a reviving consumer confidence. The need to adjust to home consumers makes UK e-commerce companies refine their operations, which build up capabilities that become competitive in the international market.
[bookmark: _Toc228063895]3.3 Supporting and Related industries
The development of UK e-commerce has been based on the supporting industries. With open banking and buy-now-pay-later options, fintech allows making fast and secure payments, which enhances the consumer base and boosts purchasing conversion (Department for Business and Trade, 2019). With such convenient and reliable payment, more people will shop online, and this will prompt more retailers to explore online stores. AWS, Microsoft Azure and Google Cloud Cloud computing allows retailers to scale on demand and is not tied to physical infrastructure, reducing the barriers to entry and allowing smaller businesses to compete on a level with large retailers. Digital advertisement and analytics companies offer specific targeting solutions, which allow making customer acquisition less expensive. The logistics industry, automated warehousing and last-mile delivery networks, allow the rapid fulfilment that consumers have come to expect as the new norm. 
[bookmark: _Toc228063896]3.4 Firm Strategy, Structure, and Rivalry
The UK e-commerce is highly competitive. The competitors in the market are pushed to specialisation and differentiation by the leaders of Amazon. Groceries like Tesco compete based on their speed of delivery and Clubcard loyalty information (Tesco PLC, 2024). ASOS and Boohoo are competing based on fashion agility and price. Ocado is a competitor with a proprietary technology. This competition ensures ongoing investment in efficiency, customer experience, and operational innovation throughout the industry (Forbes Advisor, 2026). Another aspect of global ambition by UK companies is that ASOS has more than 200 countries, and Ocado sells its fulfilment technology to foreign suppliers (Ocado Group plc, 2025). This demonstrates that intense domestic rivalry creates internationally transferable capabilities as opposed to just serving the domestic consumers.
[bookmark: _Toc228063897]3.5 Government and Regulatory Influence
The UK government is active in influencing the competitiveness of e-commerce. The UK Digital Strategy (DSIT, 2022) promises to invest in infrastructure, develop skills, and introduce modernised digital regulation, which directly enhances the factor conditions under which e-commerce is based. The National AI Strategy (DSIT, 2021) speeds up the implementation of AI in the fields of logistics optimisation, personalisation, and fraud detection. The CMA has researched into how Amazon practices its marketplace (2024) and examined online choice architecture (2022), demanding more fair and transparent digital markets. Digital Regulation Cooperation Forum (2023) has touched on harmful design of digital objects in order to ensure consumer choice. Such regulatory measures impose greater compliance expenses on companies, yet they elevate the standard of conduct that would develop consumer confidence, over time, and enhance the general e-commerce landscape.
[bookmark: _Toc228063898]3.6 Chance
The UK e-commerce industry is also influenced by chance. The pandemic, inflation, supply chain disruption, and alterations in consumer confidence are events that have influenced the growth of online retail. Online shopping habits were boosted by the pandemic, and subsequently, consumers became more price conscious due to the cost pressures. According to IMRG (2024), the online retail market made a comeback to growth in the UK after a lengthy decline, indicating that the performance of the market can change rapidly. These shocks pose dangers, but also open opportunities to the firms that are able to adapt using superior pricing, quicker fulfilment, and enhanced customer confidence.
[bookmark: _Toc228063899]3.7 Overall Assessment
The Diamond Model of Porter indicates that national advantages of the UK e-commerce industry are strong. The nation has developed digital infrastructure, which requires consumers, robust supporting industries, proactive government policy and intense competition. Such circumstances assist companies like Amazon UK, Tesco, ASOS, Ocado, and eBay to compete in a complex market. There is, however, pressure due to high delivery costs, robust platform dominance, regulation, and evolving consumer expenditure. UK has the ability to be competitive in the world market as the companies are required to continue advancing in the technology, logistics, service quality and customer experience.
[bookmark: _Toc228063900]4. Critical Evaluation of Factors Impacting Amazon's Operations in the UK
[bookmark: _Toc228063901]4.1 Amazon UK: Market Entry and Strategic Context
Amazon had entered the UK market in October 1998 as Amazon.co.uk started as a book retailer then rapidly diversified its category range. Hill (2023) finds this early internationalisation in the reasoning of incremental commitment to psychologically proximate markets of the Uppsala model: the shared language and shared law tradition and Anglo-American commercial culture between the United States and the United Kingdom reduced the perceived transaction risk materially. By 2023, the UK version of Amazon had received revenues amounting to approximately USD 33.6 billion, possessed over 30 fulfilment centres across England and Scotland and Wales, and had over 75,000 direct employees, which implies that it is among the ten largest employers in the UK at the private sector (Amazon Annual Report, 2024; Statista, 2024).
[image: ISS Tools & Methods | Pestel Analysis]
[bookmark: _Toc228024624]Figure 4: PESTEL Analysis
(Source: Kelk, 2024)
Table 1: PESTLE Analysis of Amazon's Operations in the United Kingdom (2024-2025)
	Factor
	Key Elements
	Impact on Amazon UK

	Political
	CMA oversight; Digital Markets Act 2024; Brexit trade rules; FDI policy.
	Settlement of CMA investigation (2023); lawsuits worth up to GBP 5.4 billion filed in 2025 (Reuters, 2025; AP News, 2023). Moderate-to-high risk.

	Economic
	UK GDP growth 1.1% (2024); CPI peaked at 11.1% (Oct 2022); GBP/USD fluctuation.
	Amazon UK revenues approx. USD 33.6 billion (2023); cost-of-living drives trade-down to online value channels (Amazon Annual Report, 2024; Charles and Uford, 2023). Positive net effect.

	Social
	94% internet penetration; mobile-first shopping; sustainability demand; ageing population.
	30 million Prime subscribers; growing demand for ethical sourcing and eco-packaging; fake-review trust risk following 2025 CMA investigation (Statista, 2025; The Guardian, 2025). Mixed.

	Legal
	UK GDPR; Data Protection Act 2018; Consumer Rights Act 2015; employment law; competition law.
	ICO compliance cost and exposure; Supreme Court worker-status rulings affect Amazon Logistics drivers; Digital Services Tax (2% on UK revenues) (Kelk, 2024; UK Parliament, 2022; Hassel and Sieker, 2022). High risk.


Source: Compiled by author from Kelk (2024); Makos (2025); Hansen (2025); Reuters (2025); AP News (2023); The Guardian (2025); UK Parliament (2022); TUC (2021).
[bookmark: _Toc228063902]4.2 Political Factors 
The United Kingdom political environment is a paradox of both opportunity and constraint to the operations of Amazon. On the opportunity side, the UK governments over the years have been willing to adopt a pro-digital industrial policy, with the National Digital Strategy stating that the UK could become a digital technology adopter and digital trade leader globally (International Trade Administration, 2024). This policy stance forms a widely benignant macropolitical environment of platform-based multinationals. The political environment has however become significantly more complicated in the post-Brexit period. The exit of the United Kingdom out of the European Union has brought in new customs processes, rules of origin and regulatory divergence between UK and EU standards, which impacts on the cross-border logistics operations of Amazon especially the third-party sellers in its marketplace who depend on a smooth flow of products between the EU and the UK (Wild and Wild, 2023). The Trade and Cooperation Agreement (TCA) has eased the worst shocks but not erased friction, and Saji (2026) shows empirically that cross-border e-commerce has grown moderately in the UK-based platforms due to regulatory uncertainty linked to the Brexit related issues compared to the estimates before the referendum.
One of the most notable political events is the nomination of an ex-top Amazon executive to head the antitrust strategy in the UK (Tech Policy Press, 2026). Although this appointment can be viewed superficially as a positive development to Amazon, it has drawn considerable parliamentary attention and popular interest on the issue of conflict of interest, which may lead to a more hostile attitude towards the company by Parliament. The UK Parliament (2022) has already expressed the profound concern regarding the dualism of Amazon as a marketplace operator and a direct retail competitor that is raising questions of platform neutrality and the exploitation of sellers that have long term political risk implications to the company. The further reconfiguration of the operating environment is the introduction of a Digital Services Tax (DST) in the United Kingdom at a rate of 2% on UK revenues of large digital firms. Even though Amazon has added this expense to its business costs, the DST is a significant financial obligation and an indication of a more political agreement that large technology firms need to make more significant contributions to public budgets (Griffin and Pustay, 2020). The political risk environment thus requires Amazon to actively manage its stakeholders, by maintaining contact with policymakers, engaging in clear reporting processes and open investment in local jobs and skills
[bookmark: _Toc228063903]4.3 Economic Factors
The United Kingdom has a dual impact on the operational path of Amazon, and it is its economic environment. Certain aspects of the Amazon value proposition have been reinforced by the cost-of-living crisis, which has accelerated since 2022 due to high energy prices, imported inflation and rising interest rates, and has become more counterintuitive. Economic pressure, as Collinson et al. (2020) note, generally increases consumer movement to value-maximising buying habits, and with its competitive pricing, Prime advantages and a wide range of own-brand (Amazon Basics) products, Amazon is well-placed to benefit during economic declines compared to luxury physical outlets. The revenue trend of Amazon UK, as reported in consecutive Annual Reports (Amazon.com Inc., 2023, 2024, 2025) leads to macroeconomic headwind resistance. The international segment revenues including UK operations have increased by about USD 118.0 billion to USD 131.2 billion in 2022 and 2023 respectively across the global market, with the UK having a disproportionately high growth considering the maturity of the market and consumer digital adoption levels. Charles and Uford (2023) include a three-year financial analysis of Amazon that proves that the diversified revenue base with the incorporation of product sales, third-party services, advertising and AWS, makes Amazon largely resilient against economic changes in any single market. The UK macroeconomic forecast contains opportunities and threats to continued Amazon expansion. A slightly improving consumer environment is hinted at by UK GDP growth of about 1.0% in 2024, as well as a moderating inflation and hopes of slow rate increases by the Bank of England (Mordor Intelligence, 2024). Nevertheless, the disposable income strain in the hands of the lower-income demographic groups, which make up a large part of the customer base in Amazon, poses a demand-side risk, which the company must address using its pricing strategy and subscription service. 
Moreover, increasing operational expenses, such as renting warehouses, gasoline, and increases in the national minimum wage, squeeze the margins of logistics and encourage Amazon to continue its exploration of automation and robotics (Hassel and Sieker, 2022). Another issue that should be considered in the economic analysis is currency risk. Amazon records in US dollar and the exchange rate volatility of GBP/USD that has marked the post Brexit period presents translational risk that will impact the reported value of UK revenues. According to Daniels, Radebaugh and Sullivan (2019), multinationals in markets that are highly exposed to currency risk need to implement advanced hedging instruments and cost-structuring mechanisms in their home countries to mitigate the risk, which Amazon treasury has progressively focused its energies on.
[bookmark: _Toc228063904]4.4 Social and Cultural Factors (Hofstede Cultural Dimensions Analysis)
Cultural dimensions developed by Hofstede are also a handy tool to examine the manner in which Amazon has adapted its activities to the UK cultural peculiarities. Despite the fact that the cultural profiles of the United States and the United Kingdom are similar, there are also certain nuances that need a localisation approach to be successful in the long term (Hofstede, 2001; Hill, 2023). 
[image: Hofstede's Cultural Dimensions for U.S. versus U.K. | Download Scientific  Diagram]
[bookmark: _Toc228024625]Figure 5: Hofstede Cultural Dimensions Analysis of UK and US
(source: Hofstede, 2001)
Power Distance 
The UK has low power distance, which is characterized by respecting equality, transparency and participative relationships (Hofstede, 2001). Consumers demand that organisations offer transparent and the availability of services. Amazon handles this through providing open access to product information, user reviews and customer responsive services. The popularity of peer-generated reviews is a contributory to credibility and minimized power, which is inherent to the UK cultural norms. This strategy boosts customer interaction and aligns with general tendencies in digital business when the empowerment of customers is crucial (Laudon and Traver, 2022). 
Individualism 
The UK is a country that is rated high on individualism meaning that customers are more concerned with their own convenience and need to make their own decisions (Hofstede, 2001). This cultural aspect is heavily favouring the development of e-commerce. The platform of Amazon is meant to fulfill these tastes by offering recommendations tailored to each customer, offering convenient delivery choices, and a smooth user experience. Studies indicate that convenience and efficiency are important to UK consumers in making online purchases, which supports the customer-centric Amazon model (Ologunebi, Taiwo and Alli, 2024). Additional services like Amazon Prime also increase the level of satisfaction of individuals through personalized advantages and expedited shipping. 
Masculinity 
UK is characterized by a moderate level of masculinity which implies the emphasis on achievement, performance and competition (Hofstede, 2001). The operational strategy of Amazon is in line with this dimension because it focuses on efficiency, innovation, and market leadership. It is also constantly investing in logistics and technology so as to stay competitive (Ukeni, 2022). Nonetheless, in the UK society ethical standards and welfare of employees are also gaining more significance. Research points to an increasing criticism of the labour policies of Amazon in the UK, which makes the company enhance labour conditions and corporate communication (Hassel and Sieker, 2022). It implies that there is need to create a balance between competitive performance and social responsibility. 
Uncertainty Avoidance 
Uncertainty avoidance in UK is quite low, such as consumers are ready to innovate and embrace new technologies (Hofstede, 2001). This cultural transparency promotes the quicker assimilation of e-commerce platforms and computer-based services. Amazon uses this advantage to display new innovations like voice-based shopping and AI-based suggestions. Nevertheless, trust is a critical element in online sales. Amazon responds to this by providing secure payment systems and effective return policies, which decrease the perceived risk and improve consumer confidence (Warrier et al., 2021). 
Long-Term Orientation 
UK is pragmatic and has moderate long-term orientation (Hofstede, 2001). Consumers appreciate short term and long-term benefits. The balance of the subscription model, especially Amazon Prime, is that of instant services and long-term value, which Amazon has implemented. Also, the fact that Amazon invested in the UK logistics infrastructure is evidence of long-term investment in the development of the market (Amazon.com, Inc., 2024). Indulgence The UK is ranked high on indulgence, which means that the people have a culture of enjoying and consumption (Hofstede, 2001). This helps to create robust demand of online retailing especially in lifestyle and entertainment. Amazon takes advantage of this by offering a large selection of products and events like Prime Day. This trend is further supported by increased digital interaction of the UK consumers (DataReportal, 2025). 


Overall Cultural Assessment 
The success of Amazon in the UK is an indication of a close correspondence to cultural values in the country. Its customer-focused strategy, technological advancement, and flexibility in operations are comparable to those of the UK consumers. Nevertheless, the growth of the focus on ethical practices demands constant adjustment. The use of cultural insights in strategic decision-making is key to maintaining the competitive advantage in the UK e-commerce market (Grant, 2022; Hill, 2023)
[bookmark: _Toc228063905]4.5 Legal Factors
The legal environment of the UK places great compliance demands on Amazon that influence its mode of operation and its cost base. The UK GDPR and the Data Protection Act 2018 require Amazon to be legally justified in the entirety of the personal data processing activities, implement the principle of minimisation of data and assist the subject in the lawful time-frames in exercising their rights of access. As long as the functions of advertisement, personalisation, and marketplace recommendation systems at Amazon are fundamentally dependent on the large-scale processing of personal data, regulatory compliance in this regard is a cost centre and a source of sustainable legal liability (Kelk, 2024). The Digital Services Tax was established in April 2020 and is charged at 2 per cent of UK-based revenues connected with digital marketplace services at an estimated GBP 600 million per year to be paid to Amazon in 2023 (UK Parliament, 2022). The other legal concern is the employment law: the case of Uber BV v Aslam (2021) of the UK Supreme Court has made it apparent that employees of the gig economy are entitled to receive a minimum wage and holiday pay, and it can significantly affect the self-employed Amazon delivery drivers. Hassel and Sieker (2022) estimate that it would cost the company in the United Kingdom about GBP 300 to 500 million to increase the annual labour cost by reclassifying the Amazon Logistics drivers as an employee rather than an independent contractor. The Consumer Rights Act 2015 and the additional consumer protection legislation bring in new demands on the safety of the products, the returns, and the digital content requirements that Amazon, as the owner of a marketplace in which millions of third-party products are sold, operationally cannot guarantee to be applied equally to all sellers (PESTLE Analysis UK, 2026).


[bookmark: _Toc228063906]5. Conclusion
This report has critically and evidence-based discussed the UK e-commerce industry and the strategic positioning of Amazon in the industry. The analysis of the Diamond by Porter has highlighted the fact that the high factor endowment, which is the most discriminating consumer market in the European-per-capita online spending, the global ecosystem of logistics and fintech, and the rough-throat competitive rivalry in the UK all have combined to create a vicious circle of competitive upgrading in the industry, which has made Britain a worldwide e-commerce norm. The biggest near-term risk in the PESTLE analysis is regulatory pressure, and the contestability agenda of the CMA, the upcoming GBP 5.4 billion litigation, and the Digital Markets, Competition and Consumers Act 2024 are all structural risks to the practice of the Amazon marketplace. Cultural factors, particularly consumer trust and review authenticity, and environmental issues concerning packaging and carbon emission are secondary, but may be significant strategic consideration. For Amazon, in order to continue being a market leader in the UK market, the company will not only have to continue investing in consumer-facing technology and logistics, but also be more prolific in the regulatory, social, and environmental facets of the surrounding the company functions. Otherwise, it will merely transform the current position of the company that has the structural advantage into the position of structural weakness with regulators, competitors, and consumers alike redefining the borders within which the largest e-commerce company globally is free to run its business.


[bookmark: _Toc228063907]SECTION 2: REFLECTIVE ACCOUNT
[bookmark: _Toc228063908]Gibbs Reflective Cycle: The Research and Analytical Process
This section reflects on the process of researching, analysing, and producing the preceding international business report, using the Gibbs Reflective Cycle (Gibbs, 1988) as a structured framework for self-evaluation.
[image: Gibbs Reflective Cycle]
[bookmark: _Toc228024626]Figure 6: Gibbs Reflective Cycle
(Source: Gibbs, 1988)
Stage 1: Description
The report entailed the integration of both theoretical frameworks, such as diamond model of Porter and PESTLE framework with the empirical data extracted out of the academic publications, industry reports, corporate disclosures and government statistics. Systematic categorisation of the 50-plus provided references was the initial process in the research, grouped by the type of source: academic textbooks, peer-reviewed journal articles, industry databases, corporate filings, government statistics, and news sources. Form 10-K Annual Reports of Amazon (2023, 2024, 2025), the ONS retail and e-commerce data, and the UK e-commerce studies in Statista were the primary sources of quantitative data, and Porter (1990, 2008), Grant (2022), and Hofstede (2001) formed the theoretical background.
Stage 2: Feelings
I experienced a certain level of tension when I started the project, in terms of the quantity of material that needed to be synthesised and the body limit of 5,000 strict words that needed to be bound in the report. The analytical requirements, such as industry overview, competitive position, Porters Diamond, and multi-factor company analysis appeared to be initially difficult to fit within the number of words without undermining the level of analysis. I discovered, as the drafting process went on, however, that the constraint of the word limit was, ironically enough, analytically advantageous: it required a strict prioritisation of the most important analytical insights as opposed to a thorough but superficial list of facts. 
Stage 3: Evaluation
There were a number of strengths that I identified in my research process. The theories presented in both scholarly works and real-life information allowed me to combine both in a successful manner as I used the frameworks of the Diamond Model by Porter and the cultural dimensions introduced by Hofstede. The latest and reliable sources like ONS, Statista, and Amazon reports were used by me, which enhanced the accuracy of my analysis. The case study of Amazon served as a valuable way to learn more about multinational strategy and the competition based on platforms as well. Still, I could find certain weaknesses as well. I had difficulty in finding conflicting statistics in various sources, particularly in the market size and growth. I was overly descriptive in my early drafts, rather than critical. I also understood that the general nature of the topic did not allow me to compare Amazon here and now comparing it with competitors in more detail. To be critical meant I had to take into account other perspectives. Others believe that Amazon has been successful thanks to innovation and customer focus (Ukeni, 2022), whereas others point out the labour practices and market dominance (Hassel and Sieker, 2022). 
Stage 4: Analysis
There are three insights that one should pay particular attention to when considering the methodological choices that have been made in conducting the research process analytically. First, the fact that only secondary sources of data are used, though it suits the purpose of a report of the kind, introduces restrictions on the level of insight that can be reached concerning the UK-specific commercial performance of Amazon. Because of the fact that Amazon does not publicly disaggregate revenues on country level, any market share estimations of Statista and Mordor Intelligence, although usually valid, are linked with uncertainty that should be acknowledged in any professional application of such analysis. Second, the use of the Hofstede cultural dimensions framework (2001) to the current consumer behaviour in the UK can be subjected to the risk of temporal invalidity: the initial survey data are over 20 years old, and the UK society has changed a lot since that time, particularly in terms of digital nativism and ethnic diversity, as well as regarding the national identity in the post-Brexit era. The Hofstede framework has limitations beyond the ones Collinson et al. (2020) and Daniels et al. (2019) acknowledge, and the report was an attempt at part of the redress, introducing more recent behavioural evidence given by Ologunebi et al. (2024) and Upadhyay (2023). Third, the reduced number of words required strategic decisions on the dimensions of analysis to expound or summarize. In particular, the environmental section could have been more appropriately involved in the Amazon supply chain carbon accounting, and the requirements that arise as a result of the UK Taskforce on Climate-related Financial Disclosures (TCFD) mandatory reporting regime.
Stage 5: Conclusion
There are three majors individual learning outcomes of this research and writing experience. Firstly, I have now had a far better understanding of the difference between the analytical and descriptive academic writing: the necessity to ask a question after every empirical observation, which is, what does this data mean to the strategic position of the company, has actually improved the quality of the analysis in my academic work. Second, it has reinforced my understanding that theoretical frameworks are instruments of analysis and not description: Porters Diamond and the PESTLE framework could be most effective as an instrument of analysis, but not as an instrument of description when used as checklists. Third, the dynamic and constantly changing nature of the regulatory environment of Amazon throughout the study period, where new litigation, legislative actions, and CMA decisions are being issued on a regular basis between 2023 and 2026, demonstrated the necessity to consider international business analysis as a dynamic and real-time endeavor.
Stage 6: Action Plan
To supplement the secondary data analysis skills that I have exhibited in this report, I will first learn the primary qualitative research techniques, such as semi-structured expert interviews of e-commerce practitioners, to complement the research techniques. This will enable finer and first-hand testimony in favor of the analytical assertions which are now founded on indirect estimates. Second, I shall be more rigorous in addressing the failures of theoretical frameworks at the application level, rather than a concluding asperspersions, and will take framework critique as an element of analysis, rather than a caution. Third, I will have a system of regulatory surveillance of industries to be surveyed, part of my research process CMA decision-making, parliamentary committees’ reports, and legislative tracing resources to provide my analyses to the organisations that may commission or be consumers of such analysis.
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