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[bookmark: _Toc223977350]Section 1: Case Analysis Report
[bookmark: _Toc223977351]Introduction
The fashion industry is one of the most significant sectors of the world that involves designing, manufacturing, marketing and distribution of clothes and accessories (Glogar, et al., 2025). It helps to improve the economic growth, employment and international trade of most countries. The United Kingdom is considered to be among the top fashion markets as it has the strongest retail markets, innovative designers and high consumer demand. Statista has indicated that the UK fashion market is expected to generate a revenue of approximately US$58.99 billion by 2025 which means that the economic importance of this industry is high (Statista, 2026). Therefore, it is important to examine the competitiveness of this industry as it is significant in interpreting the dynamics of an international market. This report reviews the competitiveness of the UK fashion industry and analyses the operations of H&M with consideration of the factors that determine its performance in the UK market.
[bookmark: _Toc223977352]Industry and Country Overview
Overview of the Fashion Industry in the UK 
The United Kingdom fashion industry has grown to be one of the most influential in the creative and retail industries in the world (Hill, 2025). The fashion innovation in the country has a long history, high design education and internationally acknowledged fashion events such as the London Fashion Week. Fashion retail contributes significantly to the industry in department stores, high street and online stores. In recent years, e-commerce has transformed massively in the selling and purchasing of fashion products. Digital retail channels have grown very fast with the online fashion sales contributing 31% of fashion retail sales in the UK in 2023 (Marriott, et al., 2025). Burberry, Next plc, ASOS and Primark are some of the companies that are significant in driving the domestic and global fashion trends.
Size, Scope and Economic Importance of the Industry 
The fashion industry contributes significantly to the economy of the United Kingdom in terms of generating revenue, creating job opportunities and exporting its products. The fashion industry contributed approximately £22 billion to the UK GDP in 2023, showing that it has an important role in the creative industries (British Fashion Council, 2026). The industry also offers large employment in terms of designing, production, selling, logistics and retail. It is reported that the industry was employing almost 1.3 million people in the UK which demonstrates the importance of the industry to the labour market (UK Fashion and Textile Association, 2026). Considering the market size, the British clothing market earned approximately 85.5 billion pounds in 2023 which represents a high level of consumer interest in fashion products (Jobst, 2026). Moreover, UK fashion exports have already experienced an increase which indicates the demand for British fashion products abroad. Rapid advancement of online retail and digital platforms is another advantage to the industry because fashion companies can connect with consumers from all countries and expand the range of sales.
Key Firms Operating in the UK Fashion Industry 
There are domestic and multinational retailers in the fashion industry of the United Kingdom that operate and compete in various market segments of the industry which include luxury fashion, fast fashion and online retail. Burberry is a luxury fashion brand that is known to have one of the largest domestic companies in the world (Sesa and Hasnawati, 2023). The company specialises in quality clothes, accessories and high-end pricing policies. Next plc is another large domestic company that has a large network of retail stores and has developed a robust online retailing platform. Next has a strong presence in the UK fashion retail sector as in 2023, the company recorded revenue of approximately £6.12 billion (Stock Analysis, 2026). Similarly, ASOS has emerged as one of the most successful digital fashion retailers which focuses primarily on younger customers through its online business.
Besides the local firms, there are several multinational firms that are functioning in the UK fashion market. H&M is a multinational fast-fashion retail company that sells cheap and fashionable apparel (Fraser and Van der Ven, 2022). Another significant competitor is Zara with its rapid product development and responding quickly to the fashion trends. Similarly, Uniqlo has been able to enter the UK through specialisation in high-quality and functional lines. The existence of local and foreign firms poses high competition in the UK fashion market.
Competitive Positioning of Major Companies
	Company
	Pricing Strategy
	Target Market Segment
	Brand Positioning
	Digital Strategy and E-commerce
	Sustainability Initiatives
	International Expansion

	Burberry
	Premium pricing reflecting luxury brand value
	High-income consumers and luxury fashion buyers
	Global luxury brand with strong heritage and design innovation (Danziger, 2025)
	Uses digital fashion shows, online luxury retail platforms and global marketing
	Focus on carbon reduction and sustainable materials
	Strong international presence with stores in Europe, Asia and North America

	Next plc
	Mid-range pricing strategy
	Middle-income consumers and families
	Well-known high-street brand offering a wide variety of clothing and home products
	Strong online retail platform and integrated digital supply chain
	Improving ethical sourcing and supply chain transparency (Next.co.ukm, 2025)
	Expanding through international online sales and franchise partnerships

	ASOS
	Affordable and competitive pricing
	Young consumers and online shoppers
	Digital-first fashion brand targeting youth fashion trends (Wiltshire and Cousins, 2026)
	Advanced e-commerce platform supported by mobile apps and social media marketing
	Sustainable clothing collections and responsible sourcing policies
	Global e-commerce platform serving customers in many countries

	H&M
	Affordable fast-fashion pricing
	Price-sensitive consumers and trend-focused buyers
	Global fast-fashion brand offering trendy and affordable clothing
	A combination of physical stores and strong e-commerce operations
	Recycling programmes and sustainable clothing collections
	Operates thousands of stores globally and has a strong international presence (H&M, 2026)

	Zara
	Mid-range fast-fashion pricing
	Fashion-conscious urban consumers
	Trend-driven brand known for rapid product development
	Integrated online and offline retail system
	Increasing use of eco-friendly fabrics and sustainable production
	Large global retail network in many international markets

	Uniqlo
	Mid-range pricing focused on quality basics
	Consumers seeking simple and functional clothing
	Brand known for minimalist design and high product quality
	Growing online platform with digital marketing strategies
	Sustainable materials and long-lasting product design
	Gradual expansion in Europe and other international markets (Li, 2024)



[bookmark: _Toc223977353]Porter’s Diamond Model Analysis 
The Porter Diamond Model of National Advantage was developed to explain how industries in countries are able to gain international competitiveness (Lehene, et al., 2024). According to the model, there are four key determinants including the factor conditions, demand conditions, related and supporting industries and strategy, structure and rivalry that the firm uses. These elements interact to create an environment that can strengthen or weaken the competitive advantage of industries. The global fashion industry is very dynamic and is subject to innovation, branding, trends of consumers and an efficient supply chain. By using this model, the factors that lead to competitiveness in the global and UK fashion industry can be analysed.
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Figure 1: Porter's Diamond model
(Source: Brand Minds, 2021)
Factor Conditions 
Factor conditions are the resources and capabilities found in one country that can be used in the growth of an industry. The global fashion sector comprises a talented labour force, an education system, infrastructure and the use of technology (Cao, 2025). Creative talent, effective retail systems and effective networks of logistics tend to determine competitiveness in the global fashion industry. The United Kingdom has good factor conditions that support the development of the fashion industry. The nation has a strong reputation of the workforce which is highly skilled in the field of fashion designing, marketing and brand management. Learning institutions such as London College of Fashion and Central Saint Martins are known worldwide for producing creative designers and fashion experts who will help bring innovation in the industry (McRobbie, et al., 2022). Moreover, the UK possesses a developed retail network and high-tech digitalisation that facilitates both in-store and online fashion selling. Good transportation channels and logistical services also contribute to the distribution of products among the fashion companies both locally and internationally.
Demand Conditions 
Demand conditions can be described as the nature of the domestic market that determines the innovation and competitiveness within an industry. The consumer demand in the global fashion sector is highly affected by the evolving trends, culture, social media and the growing demand for sustainability and ethically produced items (Ray and Nayak, 2023). Nations that have up-to-date and stylish consumers tend to pressure managers to create new designs and enhance the quality of products. The United Kingdom is a diverse and big consumer market that significantly contributes to the development of fashion trends. The UK consumers are known to be fashion-conscious and they are ready to use new styles and brands. Consumer preferences are also affected by fashion events such as the London Fashion Week which encourages innovation in the industry (Marroncelli and Braithwaite, 2022). However, the rising consumer knowledge on environmental and social concerns has raised the demand for sustainable and ethically manufactured fashion products. This has led to fashion businesses in the UK being encouraged towards becoming responsible in their production processes and sustainable businesses.
Related and Supporting Industries 
The importance of related and supporting industries is that they offer services, resources and opportunities for collaborations that enhance the competitiveness of an industry. These sectors are the textile production industries, fashion education institutions, logistics, marketing agencies and digital retailers in the fashion industry around the world (Casciani, et al., 2022). Close connections in these sectors enable the global fashion firms to provide innovations, lower costs and make operations more effective. The United Kingdom benefits from a strong network of supporting industries that contribute to the success of its fashion sector. Fashion brands can create and advertise their products with the assistance of textile suppliers, creative design agencies and marketing firms. International distribution and efficiency of the supply chain are supported by global logistics firms such as DHL and FedEx (Al-Ababneh, et al., 2025). Moreover, the nation is highly digital in the retail sector which enables internet-based fashion stores. Businesses such as ASOS show how online platforms can reshape the fashion retail model and assist brands in reaching consumers across the globe.
Firm Strategy, Structure and Rivalry 
Firm strategy, structure and rivalry are the way firms are structured and the way they compete in an industry. The existence of strong competition between the firms results in innovations, efficiency and higher quality of the products (Shin, et al., 2022). The companies in the world of fashion compete with each other in terms of pricing, positioning of the brand, product differentiation and the rate at which they follow the fashion trends. The fashion market of the United Kingdom is highly competitive with both local and foreign firms operating in the market. Local brands in domestic markets including Burberry, Next plc and ASOS compete with the multinational fashion retailers such as H&M, Zara and Uniqlo (Jin, 2024). Such intense competition encourages firms to implement new competitive options including fast fashion manufacturing, omnichannel retailing and sustainable practices. Consequently, the corporate level of rivalry within the UK fashion industry forces businesses to keep on enhancing their strategies to ensure that they remain in the global market.
[bookmark: _Toc223977354]Major Foreign MNC Analysis: H&M Fashion Company
[bookmark: _Toc223977355]H&M Multi-national enterprise in the UK Fashion Industry
Hennes & Mauritz AB (H&M) is a Swedish-based multinational fashion retailer with operations spread across the global apparel market and is one of the largest foreign multinational enterprises that has operations in the UK fashion market. It is based in Stockholm, Sweden and is specialised in offering trendy and fashionable clothing at reasonable costs with a concern for sustainability and innovation in the fast-fashion category (Forbes, 2025). H&M, being a multinational company, has established a robust international brand through retail chain outlets, online and global supply chains. H&M contributes to the global fashion market by having more than 4253 stores across the world as of 2024 (Rocco, 2025). 
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Figure 2: H&M Number of Stores Worldwide
(Source: Rocco, 2025)
Further, the company has stores in around 81 markets and online sales are present in 61 markets while using 89% sustainable and recycled materials as of 2024. In addition, the company achieved its highest net sales of SEK 234.5 billion, which indicates the growth of the international retail network and online activity of the company (H&M, 2026). Online retail is a part of H&M's international strategy, where it generated approximately 30% of its total sales in 2024, which shows the company's shift towards digital retailing and customer experience in omnichannel (Retail Insight, 2025). 
In the United Kingdom fashion sector, H&M is a foreign MNE retailer that sells its products through online shopping and in its physical retail outlets primarily through wholly owned subsidiaries. In addition, company-owned retail outlets are combined with an integrated e-commerce platform that allows customers to shop for the products online as well as in its physical retail stores. The UK market is especially important to H&M since it is one of the biggest fashion retail markets in Europe, with a high rate of consumer purchase of cheap and fashion-driven apparel. H&M places itself in the UK fashion sector as a fast-fashion clothing retailer that provides trend-driven and affordable products and focuses more and more on sustainability efforts (Dunington, 2025). Moreover, the organisation has invested massively in sustainability programmes, including recycled materials and circular fashion programs. At H&M, around 80% of the materials in the commercial products were recycled or sustainably sourced by 2024, and this reflects the determination of the company to be environmentally friendly in the fashion industry (H&M, 2026).
[bookmark: _Toc223977356]Factors Impacting H&M Success
Competitive and Market Environment
The competitive industry structure and the changing consumer expectations are some of the key factors that determine the success of H&M in the United Kingdom fashion retail market. The UK apparel market is one of the largest markets in Europe and is appealing to both local and international retailers in fast-fashion, premium and value markets. According to UKFT, (2026), the fashion and textile industry of the United Kingdom contributes £62bn to the country's economy while supporting 1.3 million jobs and generating £23bn tax revenue in 2021. Similarly, the UK e-commerce apparel market generated $55,219.9 revenue in 2021, which is forecasted to reach around $115,439.6 by 2030 with a CAGR of 8.5% (Grand View Research, 2026).  
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Figure 3: Revenue of the UK E-Commerce Apparel Market
(Source: Grand View Research, 2026)
However, it is also a very competitive market, where fashion retailers such as Zara, Uniqlo and Primark around the world directly compete against H&M with their fast product turnover, competitive pricing and good brand recognition. For example, the parent company of Zara which is Inditex, reported a global revenue of €38.6 billion in 2024, which underlines the amount of competition that H&M must deal with in the international markets (Inditex, 2025). Besides international competitors, there are also local fashion brands in the UK, including Next and ASOS, that are strong in the domestic market, particularly in their online retailing platforms. The fashion industry in the United Kingdom faces consumer expectations such as low prices, high fashion changes and availability of products which are features of the fast-fashion business model. 
Supply Chain and Global Value Chain
Another key aspect that determines the success of the operation of H&M in the UK market is supply chain efficiency. The company has a large global network of supply chain that includes hundreds of independent suppliers mostly in Asia and Europe. The company works with about 554 commercial product suppliers that provide products in more than 969 tier 1 factories in different regions such as Europe, Asia and North America. H&M has been doing business with its suppliers for more than 20 years, instead of maintaining only 9 years supplier relationship. The firm also establishes inclusiveness by having 59% of female workers in tier 1 and 2 supplier factories (H&M, 2026). Global sourcing enables H&M to produce clothes in areas where labour is cheap but at competitive prices in the global retailing market.
Consumer Behaviour and Market Demand
Another factor that is significant in determining the success of H&M in the UK fashion industry is consumer behaviour. The fashion-conscious consumers characterise the market, but are seeking affordable clothing that would represent the current trends and pay attention to sustainability and ethical practices in production. SustainabilityOnline, (2026), indicates that 71% of customers prefer a sustainable approach during clothing shopping, while 74% consumers prefer to wear sustainable clothes. This preference has encouraged retailers such as H&M to launch sustainable collections and recycling programs so as to respond to shifting consumer demands.
[bookmark: _Toc223977357]Analysis of Market Attractiveness in International Business
Political and Legal Environment
Political stability and regulatory systems have a critical role to play in the determination of the United Kingdom's attractiveness for multinational retailers. The UK can be considered a politically stable economy with a strong foundation of international trade and foreign investment. In the view of Corbin, (2026), the United Kingdom achieved the highest score of 93.40 in 2022 in quality regulation, where regulations are applied for efficiency and economic activity. The international fashion retailers are also affected by trade policies and tariffs. Since the United Kingdom has left the European Union, the new supply chain rules and import process have influenced the supply chains and importation of apparel goods in the United Kingdom. The legal regulations also significantly contribute to the development of the operational environment of H&M in the UK. Wages of the employees, working conditions and workplace standards are governed by labour laws that affect operational costs in the retail industry. According to Islam, (2023), the national living wage is increased from £10.42 to £11.44 per hour from April 2024, which shows that the government is determined to raise the level of worker incomes. 
There are also consumer protection laws and intellectual property rules that influence the retail environment. The UK has very strict consumer protection law of Consumer Rights Act 2015 which safeguard the safety of products, advertising transparency and fair trading (Legislation GOV, 2026). High protection of intellectual property gives great importance to fashion brands as it defends the trademarks and design rights against counterfeiting (Evans, 2026). Further, the environmental regulation has gained more significance in the fashion industry, with governments coming up with policies that promote sustainable manufacturing and the reduction of waste. 
Economic Environment 
The economic environment in the United Kingdom has a great impact on the appeal of the market to foreign fashion retailers. The UK market is among the biggest consumer markets in Europe, offering a good demand for fashion products and retail services. According to Worldometer, (2026), the gross domestic product (GDP) of the United Kingdom is about $3.96 trillion in 2025 with 1.3% growth rate. Hence, the country is one of the largest in the world with respect to its economy which is a major attraction to multinational retail investment. 
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Figure 4: United Kingdom Growth Rate
(Source: Worldometer, 2026)
Other significant factors that influence fashion retail demand are consumer purchasing power and the level of disposable income. The UK household expenditure is high, with a total of around 439388 GBP Million in the 2025 third quarter, decreased from 442292 GBP Million in 2025 Q2 (Trading Economics, 2026). 
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Figure 5: UK Households' Disposable Income
(Source: Trading Economics, 2026)
However, economic factors such as inflation may affect the purchasing behaviour and impact the retail pricing strategies. The United Kingdom recorded the inflation at 3% in 2026 which is the slowest as compared to the 2023 inflation of 10.1% (Trading Economics, 2026). 
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Figure 6: UK Inflation Rate
(Source: Trading Economics, 2026)
The inflation will impact consumer buying capacity and will push consumers to purchase cheaper fashion items that can impact the fast-fashion stores that offer affordable items of H&M which have competitively priced clothes in their stores.
Social and Cultural Environment
Cultural aspects of the United Kingdom also have a respect to the appeal of the market to multinational retailers such as H&M. Hofstede's cultural dimensions framework is an effective way of analysing the influence of culture on consumer behaviour and business operations (Adamovic, 2023).
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Figure 7: Hofstede Cultural Model of the UK
(Source: The Culture Factor, 2026)
The low score in Power Distance, at 35, describes that the society is likely to appreciate equality and social relationships (The Culture Factor, 2026). In these contexts, consumers tend not to be so affected by the hierarchical position and can be practical, transparent and quality of products in fashion brand choices. Marketing strategies that focus on authenticity, fairness and ethical sourcing rather than respect or high-status are often advantageous to retailers that are in this cultural context (Ahmed and Ahmed, 2025). Individualism of 76 is highly indicative of a culture which has a strong emphasis on personal independence and individual expression. Individualistic societies tend to use fashion as a form of self-expression, which stimulates the demand for varied clothing styles and the occurrence of constant product innovation. A Masculinity score of 66, which is a score of being driven by achievement and success, implies that consumers align fashion and status, professionalism and personal achievement. Dresses that indicate quality, dependability and modernity which is very appealing to the consumers of these societies (Aakko and Niinimäki, 2022).
H&M has the capacity to provide trendy goods at affordable rates that enable the company to satisfy consumer requirements in terms of fashion and affordability. The other cultural dimension that is applicable is Long-Term Orientation, with a score of 60, which is a comparatively progressive orientation towards sustainability and long-term opportunities (The Culture Factor, 2026). This cultural orientation is especially applicable to the fashion industry as consumers focus more on environmentally responsible production. 
Technological and Digital Environment 
The technological advancement has brought a fundamental change in the fashion retail sector across the globe, especially with the high growth of e-commerce and electronic retailing. The United Kingdom is among the most technologically progressed retail markets in Europe, where there is a great amount of internet access and high rates of online consumer contact. As per Ma, (2026), online sales in the textile, clothing and footwear market in the United Kingdom recorded around 30.2% which shows that digital retail channels are significant in the fashion businesses.
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Figure 8: Total Retail Sales Made Online in the UK
(Source: Ma, 2026)
The digital technologies have changed the way fashion retailers communicate with consumers as well. This is because online shopping platforms enable the customer to browse and compare the products, as well as international brands and buy the clothes easily through mobile phones. The supply chain management in the fashion industry is also improved with the use of technological innovation (Lee, 2021). The implementation of data analytics, artificial intelligence and new logistics systems can help retailers to examine customer buying patterns, predict demand and manage inventories (Kumar, et al., 2024). The technologies enable businesses to react faster to fashion trends and enable them to make sure that they have the right product at the right time and place.
[bookmark: _Toc223977358]Conclusion
In conclusion, the analysis has indicated that the fashion industry plays a major role in the economy of the United Kingdom, especially in reference to employment, retailing business and foreign trade. The industry analysis revealed that the UK fashion market comprises both powerful local brands such as Burberry and ASOS and international retailers such as H&M and Zara which makes the context of conducting business very competitive.
The use of the Diamond Model of National Advantage by Porter was initially used to illustrate the major initiatives behind the competitiveness within the fashion sector in the world including innovation, high levels of consumer demand and effective supply chain. The analysis then revealed that the UK enjoys favourable factor conditions and advanced consumer demand, well-established supporting industries and intense rivalry in the market. The analysis of H&M has shown that the company has managed to enhance its presence in the UK by using the strategy of fast-fashion and a robust omnichannel retailing concept. Overall, the UK is a good market for fashion retailers worldwide as it has a vast consumer base and a well-developed retail business environment.


[bookmark: _Toc223977359]Section 2: Reflective Account Using Gibbs Reflective Cycle
Reflection is a significant practise that helps to recognise learning experience and enhance academic skills (Radović, et al., 2023). I have applied the Gibbs Reflective Cycle created by Graham Gibbs. This model includes six stages that are description, feelings, evaluation, analysis, conclusion and action plan which help structure my reflection on completing this international business report. 
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Figure 9: Gibb's reflective cycle
(Source: Dutta, 2023)
Description 
In the process of writing this report, I did a research study on the fashion industry in the United Kingdom and assessed the operations of a multinational firm H&M in this industry. My initial choice of the UK fashion industry was due to the fact that it is among the most powerful fashion markets in the world. The report was organised following the format given in the assignment brief after choosing the topic. In conducting the research, I depended on different secondary sources to obtain information. To gain knowledge on theoretical frameworks that are associated with international business and industry competitiveness, I have reviewed articles published in academic journals. 
I also used the industry reports and statistical databases such as Statista where I gathered the data on the size and growth of the fashion industry. Additionally, company reports and official publications of H&M provided me with an understanding of the strategy of the company, sustainability efforts and activities worldwide. These sources enabled me to examine the competitiveness of the fashion industry and analyse the performance of the company in the UK market.
Feelings 
I was a little confused at the start of this assignment on how to perform an international business analysis in a systematic and scholarly manner. During my school life, I was partially knowledgeable about global industries and multinational corporations but I was not aware of the use of analytical models to measure competitiveness in the market. I was also worried about searching for reliable sources and structuring the information.
However, my confidence started to increase as I went on with research and reading various sources. I also found it interesting to read about the global fashion industry and the way in which multinational companies enter various markets. The use of theories such as Porter's Diamond Model of National Advantage and PESTLE Analysis assisted in understanding the effects of various variables on the competitiveness of an industry and business success (Lehene, et al., 2024). By the end of the assignment, I was more confident about analysing international markets and utilising academic models to prove my point. 
 Evaluation
Reflecting on the research and writing process, there were some positive sides to my work. A major strength was my capability to collect information on various resources such as academic journals, industry reports and statistical databases. These sources also contributed to my in-depth understanding of the fashion business and the business climate in the United Kingdom. I also had an opportunity to structure the report in the manner of the assignment structure which assisted in providing the analysis in a clear and logical manner.
The second good thing was the utilisation of analytical frameworks in the report. The use of Porter's Diamond Model of National Advantage helped me examine the competitiveness of the global and UK fashion industry, whereas the PESTLE Analysis examined external factors that impacted H&M. However, locating current and consistent information regarding the fashion industry was one of the challenges I faced as it also involved comparing several sources.
Analysis 
By completing this assignment, I learned about the functioning of the international markets and the competition of multinational companies on a global level. My study enabled me to learn that the fashion industry is a very dynamic industry and is affected by various external factors such as consumer demand, digital technology, global supply chains and sustainability issues. A case study of the fashion industry in the United Kingdom also enabled me to understand the role of a well-established retail infrastructure, labour and fashion education in making the industry competitive. Using Porter's Diamond Model of National Advantage enabled me to have a clear insight into how the various national factors combine to determine the competitiveness of an industry at the global level. For example, there are conditions of factors, conditions of demand and high competition among the firms that could promote innovation and growth in the fashion industry. Similarly, the PESTLE Analysis has assisted in examining the impact of political, economic, social and technological environments on business activities in global markets (Qawasmeh, et al., 2024).
The case analysis of H&M also allowed me to determine the way in which multinational companies modify their approach to foreign markets. I learned that businesses should take into account the local consumer behaviour, economic conditions and competition in the case of international expansion. The experience helped me gain a better understanding of how to relate theoretical concepts to business reality.
Conclusion 
Overall, working on this analysis facilitated my ability to gain a more in-depth insight into the field of international business analysis and competitiveness within the global industry. I have learned that the Porter Diamond Model of National Advantage and the PESTLE Analysis are analytical frameworks that can be applied when analysing industries and multinational corporations. The research process also enhanced my capacity to gather, analyse and organise information available in various sources. This experience has demonstrated to me the significance of applying systematic analytical methods to the study of international markets and to the analysis of the policies of such companies as H&M.
Action Plan
In my future assignments, I plan to enhance my research and analytic abilities with the help of a larger variety of academic journals and industry databases. I focus more on developing critical analysis when implementing frameworks such as Porter's Diamond Model of National Advantage and PESTLE Analysis. Moreover, I will work on the more efficient management of my research process through better planning of my work earlier and checking sources. Reflecting on this assignment has allowed me to realise what needs to be achieved to enhance my academic writing and practice analytical thinking. The strengths will assist me in conducting a better job in future studies of international business and professional research projects.
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