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[bookmark: _4wxmkwmd022q][bookmark: _Toc227507095]Section 1
[bookmark: _Toc227507096]1. Introduction 
The United States is the most developed and competitive retail market in the world with a high consumer purchasing power, presence of intense competition among multinational corporations, and the digital retail infrastructure. The US retail industry, as the largest consumer economy in the world, is important in influencing global consumption, technological advancement, and business model change (World Bank, 2024).

The retail sector in the US is very diverse as it comprises of large scale hypermarkets, discount retailers, specialty lifestyle brands, and leading e-commerce platforms. The domestic market is dominated by companies like Walmart, Amazon, Target or Costco, and international retailers are fighting niche markets. It is characterized by high levels of competition, innovation-based approaches, and high consumer demands in the market in terms of quality, convenience, and brand value (Deloitte, 2024).

Here, the Chinese-based lifestyle retailing brand MINISO has spread to the US market through its strategy grounded on low prices, minimalist design, and trendy products to consumers. Nonetheless, the US has a much more saturated and mature retail environment as compared to emerging markets where the price is not as significant as brand perception, innovation, and customer experience (McKinsey, 2023). This report critically evaluates the US retail industry based on Porters Diamond Model and assesses the strategic position of MINISO based on PESTLE and SWOT models.








[bookmark: _Toc227507097]2. Industry and country overview: united states retail industry 
[bookmark: _Toc227507098]2.1 Overview of US Retail Industry
The retail sector in the United States is among the most progressive, diversified and competitive retailing market in the world, with a well-developed consumer economy, purchasing power, and effective technological penetration. It consists of both the old brick-and-mortar retail and very advanced e-commerce ecosystems, that combine to create a complex Omni channel environment. In the last ten years, the sector has experienced tremendous transformation because of the digital disruption, evolving consumer demands, and the hegemony of technology-driven retailers like Amazon. These trends have radically transformed consumer behaviour and heightened the need to be convenient, quick, personalised, and well integrated between online and offline shopping platforms (McKinsey, 2023).
[image: ]
[bookmark: _Toc227507076]Figure 1. U.S. Retail Industry Overview 2026. Adapted from corporate strategy literature and retail market reports (2025–2026).
One of the main characteristics of the US retail environment is the quick pace of Omni channel adoption. Retailers do not have separate digital and physical stores anymore; they combine these two into one system that improves customer experience. The companies like Walmart and Target have managed to introduce hybrid retailing models consisting of in-store shopping with mobile applications, curbside pickup, same-day delivery and AI-powered recommendation systems. This is indicative of the increased relevance of data analytics, artificial intelligence, and customer relationship management systems in the contemporary context of retail business (Deloitte, 2024).
Although e-commerce is on the rise, physical retail has not been displaced by e-commerce. Nevertheless, it has changed its role to being experiential rather than being transactional. Retail outlets are more concerned with brand narration, experience spaces and interactive customer experiences. (Deloitte, 2024).
[bookmark: _Toc227507099]2.2 Size, Scope and Economic Importance.
The US retail business is ranked as one of the largest economic sectors in the globe with additions of trillions of dollars every year to the national GDP. It is an underlying motor of economic growth which is underpinned by robust consumer spending behavior, high levels of disposable income and extensive access to credit. The retail trade remains one of the most significant factors in the US economy, which is why it is the core of domestic consumption (US Census Bureau, 2024).
The industry covers more than the conventional retail industry and goes as far as e-commerce, wholesale distribution, logistics, digital payment systems, and supply chain management. This interrelationship ecosystem encourages economic operation in various sectors such as manufacturing, transportation, technology, and financial services. Retail performance is one of the major indicators of the overall economic stability and growth since consumer spending constitutes a large portion of the US GDP (World Bank, 2024).
Another important role of the retail sector is the creation of employment. Millions of people are directly employed in retail shop, supermarket, and online stores, and many others indirectly in logistics, warehousing, transportation, and production supply chains. The industry offers skilled and semi-skilled job opportunities which helps in stabilising the labour market.
Moreover, the US retail business contributes to the innovation in various industries. The rise of e-commerce has heightened the need of cloud computing, artificial intelligence and more sophisticated data analytics solutions. (Deloitte, 2024).
[bookmark: _Toc227507100]2.3 Large Local and Multinationals.
The US retail market is dominated by a few international corporations that have great competitive advantages in terms of scale, technology, and brand positioning. The major competitors are Walmart, Amazon, Target, Costco, and foreign competitors like MINISO.
Walmart is the biggest brick-and-mortar retailer in the world with a cost-leadership business model complemented by a comprehensive and highly-efficient supply chain network. It is also able to provide competitive pricing in a wide variety of consumer products due to its capacity to realize economies of scale.
Amazon enjoys a monopoly in the online retail environment, thanks to an ecosystem of e-commerce that is supplemented by Amazon Web Services (AWS), artificial intelligence, and sophisticated logistics. It has revolutionized the consumer experience, establishing universal standards in expedited delivery, convenience, and customised shopping experiences (McKinsey, 2023).
The differentiation strategy that Target operates in is the lifestyle retailing, store experience and the branding of its own products, which are the private label products. Costco is a retailer with a membership-based wholesale business model, which emphasizes on buying in bulk and retaining customers.
MINISO is a niche foreign player in the US market. It is in the low-end lifestyle retail market with products of low cost but with designs oriented towards the consumer market. Nevertheless, it competitively ranks low compared to large scale US retailers because of its scale differences, supply chain strength and brand trust.
[bookmark: _Toc227507086]Table 1.Comparison of Retail Market
	Company
	Strategy
	Strength

	Walmart
	Cost leadership
	Supply chain efficiency

	Amazon
	Digital ecosystem
	E-commerce dominance

	Target
	Lifestyle retailing
	Brand experience

	Costco
	Membership model
	Customer loyalty

	MINISO
	Affordable lifestyle branding
	Design-led low-cost products


[bookmark: _Toc227507101]2.4 Relative Positioning of Firms
The US retail market is very differentiated and segmented in terms of pricing strategy, technological ability and customer experience. Amazon is a digital market leader, which is backed by high-level AI systems, cloud hosting, and personalisation based on data. Walmart leads the way in physical retail with scale, pricing efficiency and supply chain optimisation. Target markets itself as a customer-oriented retailer that is lifestyle-centric and brand-oriented (Deloitte, 2024).
Costco has a good market positioning based on its value model that is based on membership that promotes customer loyalty and repeat buying. Conversely, MINISO is at the niche in the low-cost lifestyle category, and aims at younger customers that are drawn to affordable, fashionable, and a well-designed, and aesthetically designed products.
Nonetheless, the US retail business poses great threats to MINISO. In comparison with emerging markets, US consumers are more concerned with the brand trust, product quality, sustainability, and ethical sourcing in addition to price. It is not easy to see foreign low-cost retailers building long-term customer loyalty without a powerful brand differentiation and marketing investment (McKinsey, 2023).


[bookmark: _Toc227507102]3. Porter’s diamond model analysis of the united states retail industry 
Porters Diamond Model offers a systematic model of examining why some countries gain competitive advantages in certain sectors. The model is very applicable in the case of the United States retail industry since the industry is characterised by stiff competition within the country, high technology infrastructure and highly advanced consumer demand. All of these contribute to the US being one of the most competitive and innovation-driven retail markets globally (Porter, 1990; Grant, 2021). 
[image: ]
[bookmark: _Toc227507077]Figure 2. Porter’s Diamond Model Analysis of the U.S. Retail Industry. Adapted from Porter (1990) and contemporary retail strategy literature (2025–2026).
[bookmark: _Toc227507103]3.1 Factor Conditions
Factor conditions are the resources that a country has such as labour, infrastructure, capital, and technology. The United States possesses highly advanced factors conditions that are highly favourable to the competitiveness of retail.
The US has an excellent infrastructure, with well-developed transportation systems, highways, ports, and well-organized logistical systems. These facilitate quick and sound distribution of products over a very wide geographical location. Automated warehouses, real-time tracking systems, and advanced supply chain technologies are especially beneficial to the retail giants like Walmart and Amazon (Deloitte, 2024).
The labour force in the country is also highly skilled with particular skills in data analytics, supply chain management, marketing and information technology. Specialised talent is readily accessible in the fields of artificial intelligence and digital commerce and supports innovation in the retail industry (McKinsey, 2023).
[bookmark: _Toc227507104]3.2 Demand Conditions
Demand conditions are the complexity and level of sophistication of local consumers. The United States has very developed demand conditions that are influential in the determination of retail innovation.
The purchasing power and demands of the US consumers are high in terms of quality of the products, convenience and brand experience. Online service providers play a significant role in consumer behaviour, as e-commerce, mobile shopping, and personalised marketing strategies are extensively used (McKinsey, 2023).
Consumer sophistication is one of the major characteristics of the US demand. Customers are more demanding than ever in terms of not only having functional products but emotional value, ethical sourcing, sustainability, and a strong brand identity as well. This compels retailers to continually be creative in product development and customer interaction.
The demand is also very fragmented with various tastes of the different age groups and income groups. Younger consumers, especially Gen Z and millennials, are more attracted to cheaper, fashionable and experience-oriented products, whereas older consumers tend to be more concerned with quality and trust in the brand. 
[bookmark: _Toc227507105]3.3 Supporting and Related industries.
The US retail sector enjoys the advantage of well-developed related and supporting sectors which contribute to its international competitiveness.
Logistics and transportation is a driving industry in the world with businesses like FedEx, UPS and Amazon Logistics facilitating efficient and fast delivery infrastructure. These companies contribute to the fast development of e-commerce and omnichannel retailing.
The technological sector is also a key factor. The cloud computing, artificial intelligence, and data analytics infrastructure offered by companies like Amazon Web Services (AWS), Microsoft, and Google support the operations of modern retail (Deloitte, 2024).
The combination of these industries forms an extremely sophisticated ecosystem that promotes retail innovation and efficiency.
[bookmark: _Toc227507106]3.4 Firm Strategy, Structure and Rivalry.
The retail industry of the US is typified by stiff competition and highly evolved corporate strategies. The companies compete based on price, innovation, customer experience, branding and technological capability.
Walmart has the cost leadership strategy, which concentrates on the efficiency of the supply chain and high level of operations. Amazon is a technological innovator and player in the digital ecosystem. Lifestyle branding and customer experience have helped Target to stand out, whereas Costco is based on membership and loyalty based on bulk prices.
This stiff competition compels organizations to constantly innovate and become efficient. It also promotes quick development of new technologies like artificial intelligence, automation, and predictive analytics (Grant, 2021).
US firms have flexible and decentralised organisational structures that enable them to respond fast to market changes. Nonetheless, the presence of such a competitive environment poses a big challenge to international players like MINISO.
[bookmark: _Toc227507107]3.5 Government Role
US government is a regulator and supporter of the retail industry. Economy is basically market based with great focus on competition, innovation and consumer protection.
Some of the major laws are the antitrust laws, consumer protection laws, labour laws and the protection of intellectual property. These provide a fair competition but also raise the compliance requirements among businesses (OECD, 2023).
There are also stringent safety measures, importation policies and intellectual property laws that foreign companies entering the US market are required to adhere to. Although these laws safeguard customers, they make it more difficult to conduct business internationally among retailers.
Concurrently, government investment in infrastructure and digital innovation indirectly promotes the development of retail by enhancing technological opportunities and efficiency of the market.
[bookmark: _Toc227507108]3.6 Chance Factors
Chance factors are the unexpected externalities that have strong impact to the dynamics in the industry.
The COVID-19 pandemic was one of the most significant recent chance factors, as it increased the pace of transitioning to e-commerce, digital payments, and contactless retail systems. Those retailers that had robust digital infrastructure were more flexible to disruptions in the market (OECD, 2023).
The use of artificial intelligence and automation to transform technological processes has also changed the operations of retail, allowing a more efficient supply chain and personalised customer experiences.
On the whole, the Diamond Model by Porter reveals that the retail sector in the US is very competitive because of the high degree of interaction among the high level of factor conditions, high level of product demand, high level of supporting industries, and high level of rivalry. All these aspects form a very innovative and effective retail atmosphere.


[bookmark: _Toc227507109]4. Critical evaluation of miniso in the united states 
[bookmark: _Toc227507110]4.1 Company Overview
MINISO is a transnational lifestyle retailer brand that was established by a Chinese entrepreneur, Ye Guofu in 2013. The company is a fast-fashion retailer, dealing with a broad variety of low-end consumer products such as homeware, beauty products, stationery, electronics accessories, and lifestyle products. Its business concept is a high product turnover, minimalist Japanese-style of store design and trend-related merchandising strategies to promote frequent purchases among consumers (Li and Chen, 2022).
[image: ]
[bookmark: _Toc227507078]Figure 3. MINISO Company Overview in the United States. Adapted from MINISO Annual Reports (2024–2025) and U.S. retail market data.
The international expansion strategy of MINISO is based on the principles of franchising and partnerships that will allow the company to enter the international market in a relatively short time with a minimum of capital investment. The brand has spread to over 100 countries and still is gaining ground in the developed markets like the United States.
On the US market, MINISO will position itself as a value-focused lifestyle brand appealing to young, urban customers, especially Generation Z and millennials. The group is very sensitive to the design of aesthetic products, price, and the consumption trends created by social media (McKinsey, 2023). 

[bookmark: _Toc227507111]4.2 Market Attractiveness (PESTEL Framework)
A PESTEL analysis offers a systematic analysis of macro-environment factors that affect the performance of MINISO in the US.
[image: ]
[bookmark: _Toc227507079]Figure 4.. PESTEL Analysis of MINISO in the United States. Adapted from U.S. retail market reports and MINISO corporate disclosures (2025–2026).
1. Political Factors: The political regime in the United States is stable and has good regulatory governance as well as a free market economy. Nonetheless, the retail sector is very dominated in matters of trade policy, taxation and consumer protection legislation. Supply chain efficiency may be impacted by import tariffs and geopolitical tensions, which, in turn, concerns a company such as MINISO that depends on Asian production (Deloitte, 2024). Also, there are stringent competition laws and antitrusts that make it more difficult to comply by foreign retailers.
2. Economic Factors: High consumer spending, high GDP contribution by retail and high disposable income characterise the US economy. Nevertheless, the decrease in discretionary expenditure on non-essential goods can be caused by inflation, fluctuations in interest rates, and economic crises (World Bank, 2024). Given the fact that MINISO is a business that is in low-cost lifestyle segment it is highly susceptible to consumer buying power.
3. Social Factors: The US consumers are individualistic, brand conscious and experience oriented. Gen Z and millennial consumers like affordable, aesthetic, and socially appealing brands. Nonetheless, sustainability, ethical sourcing, and corporate responsibility are becoming more emphasized, putting pressure on retailers, such as MINISO, that operate in the fast-fashion-style (McKinsey, 2023).
4. Technological Factors: The retail industry in the US is very digitalised, and the level of e-commerce development, AI-based analytics, and integration of the omnichannel is high. Innovative companies like Amazon have established international standards in the areas of logistics, personalisation, and digital customer experience (Deloitte, 2024). The social media marketing opportunities available to MINISO have to be better enhanced to enable the company to be successful in the market.
5. Legal Factors: The US has stringent intellectual property laws, product safety laws and consumer protection laws. To prevent legal risks, MINISO will need to be compliant with all of the standards, particularly due to the previous issues with imitating the design of products (OECD, 2023). Franchise laws also demand uniformity of operation in stores.
6. Environmental Factors: The issue of sustainability is an increasing concern in the US retail market. Consumers are more inclined towards environmentally friendly packaging, ethical sourcing, and sustainable brands. This puts pressure on MINISO to implement greener supply chain and packaging.
Overall, the PESTLE analysis shows that MINISO operates in a highly developed and competitive US retail environment shaped by strong economic conditions, advanced technology, and strict regulations. 


[bookmark: _Toc227507112]4.3 SWOT Analysis
A SWOT analysis is a systematic analysis of the internal strengths and weaknesses of MINISO and the external opportunities and threats of the United States retail market.
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[bookmark: _Toc227507080]Figure 5. SWOT Analysis of MINISO in the United States. Adapted from MINISO Annual Reports (2025–2026) and U.S. retail strategy literature.
1. Strengths: The key asset of MINISO is the low cost policy and design-focused, aesthetically pleasing products. Such positioning of value + style enables the brand to capture price sensitive consumers, yet provides the consumers a visual-appealing shopping experience. Its sparse store environment and regular product turnover encourages immediate buying and returning to the store, which play significant roles in the lifestyle retail. Also, MINISO has good brand loyalty on the international scale, which facilitates its internationalization strategy and assists in establishing preliminary consumer awareness in new markets like the United States (Li and Chen, 2022).
2. Weaknesses: Although it has its strong points, MINISO has significant weaknesses in the US market. The lack of brand trust that is on par with the well-established domestic retailers like Target and Walmart is one of the most crucial concerns. US consumers would give preference to the brands that have a long history of quality and reliability. Moreover, the positioning strategy of low-cost positioning adopted by MINISO limits its capacity to compete in the mid-range and high-end markets, which have higher profit margins. Moreover, any historical issues with the perception of intellectual property might adversely affect consumer confidence and brand legitimacy in a highly controlled market.
3. Opportunities: The American retail market has good growth prospects, especially among the Gen Z and millennial consumers. Social media, including Tik Tok and Instagram, have a strong impact on these groups, so digital marketing is an effective method to promote the brand. Experience stores like pop-up stores, interactive shopping experiences and partnerships with popular licensed intellectual property brands are other experiential retail strategies that MINISO can use to enhance its competitive position. These plans may contribute to a greater level of brand differentiation and customer interaction in a very competitive environment (McKinsey, 2023).
4. Threats: The competition that MINISO is exposed to includes the giant US retailers like Amazon, Walmart, Target, and Costco that have better logistical networks, brand equity, and technological systems. Moreover, the retail market in the US is highly saturated and new entrants can hardly enjoy sustainable growth. The market challenges are also compounded by stringent regulatory requirements, increased operation costs and high consumer preference to the existing domestic brands.
[bookmark: _Toc227507113]4.4 Five Forces Analysis (Porters Model) 
The competitive intensity and appeal of the US retail industry to MINISO is analyzed using Porters Five Forces model. Generally, it can be seen that the US market is very competitive and structurally difficult to new and foreign entrants.
1. Threat of New Entrants -Low to Moderate: Potential of new entrants in the US retail sector is moderate to high, as there are high structural barriers. Major and well-established companies like Amazon and Walmart dominate the market and have economies of scale, advanced logistics systems, and good relationships with suppliers. Competitive supply chains, retail infrastructure, and digital platforms need to be built with high capital investment. Also, brand loyalty of the US customers makes entry of new foreign retailers such as MINISO even less successful.
2. Supplier Power- Low: The power of suppliers in the US retail industry is not very high due to large retailers controlling the buying volumes and being able to negotiate favourable conditions. Large companies have large sourcing networks across the world, which makes it less reliant on suppliers. The diversified manufacturing bases in Asia are also an advantage to MINISO in that it minimizes reliance on suppliers. International supply chains however bring about risks to the company that include cost volatility, logistics delays, and geopolitical interference.
3. Buyers Power-High: The bargaining power of US consumers is high because there are numerous retail options and switching is cheap. Depending on the price, convenience, and brand loyalty, consumers can easily switch to Amazon, Walmart, Target, and other online platforms. Buyer power is also enhanced by the fact that the US market has a high price transparency and, therefore, requires the retailer to compete aggressively in terms of value and experience.
4. Threat of Substitutes- High: The US retail market has a very high threat of substitutes. Consumers can choose among a large variety of substitutes such as online retailers, low-end retailers, specialty shops and direct-to-consumer brands. Online stores especially provide very convenient alternatives, putting physical retailers such as MINISO under more pressure.
5. Competitive Rivalry -Very High: The US retail industry is highly competitive. Big players like Amazon, Walmart, and Target are constantly advancing in terms of pricing, logistics, technology, and customer experience. This results in a very cutthroat competitive landscape in which companies have to continually differentiate in order to survive. In the case of MINISO, such intense competition greatly limits the market share expansion and pressure on price and branding policies (Porter, 1980; Grant, 2021).
[bookmark: _Toc227507114]4.5 Comparison with Competitors
The United States retail market is very saturated, with a number of international retail powerhouses, each having its own strategic benefits. Within the context of this environment, MINISO is a niche lifestyle retailer that competes with the companies that have much more scale, technological capacity, and brand equity.
Amazon is the most powerful US retailer, which owes to its digital footprint, developed system of artificial intelligence, and the highly efficient logistics network. It has competitive edges in speedy delivery networks, custom-made suggestions, and smooth e-commerce. The combination of retail, cloud computing, and data analytics makes Amazon efficient in its operations, and this can hardly be matched by smaller retailers such as MINISO.
Walmart adheres to a cost leadership approach and is one of the most powerful physical and omnichannel retailers in the US. It is strong in its big-volume purchasing power, massive supply chain network and fierce pricing mechanisms. Walmart is a direct player in value-based retail segments because of its capability to keep prices down and offer a variety of products.
Target has differentiated itself by lifestyle branding and good in-store customer experience. Compared to competitors which are mainly price-oriented, Target is more of a design-oriented merchandise, store aesthetics, and curated product merchandise, which is closer to the visual retailing philosophy of MINISO. Nevertheless, Target has a better brand trust and is more integrated into the US consumer culture.
Costco has a membership business model whereby it has developed a high level of customer loyalty due to large-volume buying and perceived long-term benefits of saving. Its model decreases price sensitivity amongst the members and guarantees their constant repeat purchases.
In comparison with these competitors, MINISO has a comparatively small niche of cheap lifestyle and design-oriented products. It is not as competitive as far as pricing and store appearance are concerned; it does not have a technological base, the magnitude of logistics, or consumer confidence as its US rivals. Also, the local competitors have an advantage of better brand loyalty and penetration.

[bookmark: _Toc227507115]4.6 Strategic Recommendations
According to the analysis, it is possible to recommend a number of strategic measures that could enhance the performance of MINISO in the US market:
1. Strengthen Brand Positioning: MINISO needs to change its low-cost retailer image to a value-based lifestyle brand. This includes better brand storytelling, emotional, and trust-building tactics.
2. Expand Digital Marketing: The company shall invest more in social media marketing, especially through Tik Tok, Instagram and YouTube in order to attract young consumers and create brand awareness.
3. Enhance Omni channel Strategy: MINISO ought to combine the physical outlets with more robust digital platforms such as mobile applications, click-and-collect, and customised online shopping experiences.
4. Improve Sustainability Practices: By keeping in line with the expectations of consumers in the US, MINISO ought to embrace ecological packaging, moral sourcing and supply chain transparency.
5. Strategic Partnerships: The use of well-known intellectual properties (IP brands), influencers, and entertainment franchise can enhance brand differentiation and consumer interest.
Altogether, the US retailing environment is very competitive and mature at MINISO. Although there is a prospect in the youth-driven lifestyle consumption, strategic change in branding and digital capability and sustainability alignment are needed in the long term.




[bookmark: _Toc227507116]5. Conclusion 
The retail sector of the United States is one of the most technologically advanced, competitive and highly developed markets in the world. The sector analysis based on Porters Diamond Model and Five Forces framework demonstrates a highly mature environment with high domestic demand, developed infrastructure, and stiff competition as well as a fast digital transformation. The conditions present both a great opportunity and a great challenge to international retailers like MINISO.
An analysis of the position of MINISO in the US market reveals that the company enjoys a good value-based strategy, which is a combination of low prices and appealing and design-driven products. This placement enables MINISO to be especially attractive to younger consumer groups, such as Gen Z and millennials, who are highly social media-driven and experience-driven shoppers. Nevertheless, the analysis also shows critical weaknesses, especially a low brand trust level, low differentiation, susceptibility to powerful domestic market rivals, including Amazon, Walmart, Target, and Costco.
The PESTEL and SWOT analyses also illustrate that although the US market has favourable economic environment and robust digital infrastructure, it has its own challenges including rigid regulations, consumer demands, and growing pressure to sustainability. Competitive rivalry is very intense and without major strategic adaptation, it will be challenging to penetrate the market over the long term.
The US retail market is very attractive and structurally challenging in general. The success of MINISO in the long run will be determined by its ability to enhance brand credibility, improve omnichannel, and become more sustainable and experience-based retailer. Strategic partnerships, digital engagement and product differentiation will enable MINISO to enhance its competitiveness and gain a better footing in one of the most challenging retailing landscapes in the world (McKinsey, 2023; Deloitte, 2024)

[bookmark: _Toc227507117]SECTION 2: REFLECTIVE ACCOUNT
Reflective Account (Gibbs Reflective Cycle)
The Reflective Cycle by Gibbs helped to structure my learning experience as I was able to reflect on experiences, feelings, evaluation, analysis, conclusion, and the planning of actions (Gibbs, 1988). 
[bookmark: _Toc227507118]1. Description
The structured secondary data approach was used as the method of conducting the research, and the wide range of credible sources including the academic journals, government publications, annual reports of companies, and the existing databases on the industry were taken into consideration. The research objective was to critically review the competitive position of MINISO in the United States retail market, which is well known as one of the most developed, most technologically advanced, and highly saturated retail markets in the world.
Several strategic analytical models were used to support the research in order to achieve academic rigour and consistency. These were the Diamond Model of national competitiveness by Porter, the PESTLE model of macro-environmental factors, SWOT model of internal and external strategic analysis, and the Five Forces model of competition in the industry (Saunders et al., 2020).
The research method entailed a systematic collection of information regarding the US retail sector, market size, consumer behaviour patterns, competition and technological changes. 
[bookmark: _Toc227507119]2. Feelings
The sheer size and size of the retail market in the United States at the start of this study were very daunting to me. The fact that the world was dominated by giant companies like Amazon and Walmart made it challenging to initially comprehend how a relatively small international company like MINISO stood to compete well in the future. The complexity was further increased by the rapid rate of technological development as well as the changing consumer behaviour that is always changing in the US market.
In the first place, I had some difficulties with organizing my analysis logic and academic coherence of my analysis. How to structure such volumes of information was a difficult issue, as well as making sure every framework would be meaningful to the overall evaluation. It was also something I was not sure how to connect a theoretical and practical business practice in the context of a mature market.
Nonetheless, my confidence grew with the course of the research process. The use of systematic models like PESTLE and Porters Five Forces allowed me to simplify the complex market forces into simpler parts. This helped me a lot in the interpretation of the data and making of meaningful conclusions.
[bookmark: _Toc227507120]3. Evaluation
The combination of applied strategic models proved to be very successful in improving the richness and quality of the research. The Diamond Model by Porter gave some useful information about the national competitive advantages in the US retail industry, whereas PESTEL analysis enabled conducting the systematic analysis of political, economic, social, technological, legal and environmental factors. SWOT analysis was used to determine the internal strengths and weaknesses of MINISO as well as external opportunities and threats and Porters Five Forces provided a clear view of the intensity of competition in the industry.
The challenge of having to combine various frameworks without repetition or overlaps was however, one of the limitations of the research process. In other instances, the same themes were shared in various models and this had to be carefully interpreted in order to retain clarity and eliminate repetition. As an illustration, both SWOT and Five Forces analysis included competitive rivalry as an element that needed to be differentiated in discussion (Grant, 2021).
[bookmark: _Toc227507121]4. Analysis
This study has brought to light that in international retail markets, especially in the well-developed economies, such as the United States, it is much more than a pricing strategy that determines success. Affordability is still a significant factor but can no longer be considered an independent competitive advantage.
Rather, innovation, brand strength, digital transformation, and customer experience are the factors leading to success in the US retail market. The example of such companies as Amazon and Target proves that long-term competitiveness is based on the creation of integrated digital ecosystems, effective logistics networks, and customer-oriented approaches. Such companies are constantly investing in technology and data analytics to customise consumer experiences and enhance operational efficiency.
It was also revealed in the analysis that the expectations of the consumers in the US market are quite high as compared to most of the emerging markets. Price is not the only factor that consumers are interested in, but also brand identity, ethical sourcing, sustainability and convenience. 
In general, the analysis shows that MINISO should change its competitiveness strategy to be based on differentiation, rather than being the cheapest. This involves enhancing brand loyalty, digitalizing its engagement, and elevating customer experience in order to ensure it meets US consumer expectations (Johnson & Turner, 2021).
[bookmark: _Toc227507122]5. Conclusion
This study has made a great contribution to my knowledge of the complexity of international business, in particular, in the context of mature and highly competitive markets like the United States. It emphasized the need to utilize systematic analytical frameworks in order to do an analytical assessment of the market conditions and formulate strategic implications.
The analysis helped to affirm the fact that international business success is pegged on strategic responsiveness, innovation, and responsiveness to the market and not just cost advantages. It also showed the sensitivity of the consumer behaviour, technology and competition to the business strategy.
All in all, this research has not only enhanced my academic and professional knowledge regarding the strategic analysis of an international business setting, but also equipped me with the necessary skills to work with a higher level of analytical work in the future.
[bookmark: _Toc227507123]6. Action Plan
In this reflective experience, some of the fundamental areas of improvement have been found to advance future research performance and academic development.
1. More Intense Framework Interconnection: In future studies, efforts will be made to enhance the capacity of integrating various analytical frameworks in a better manner. This involves cutting down on redundancy, enhancing organization, and making every framework play its distinct role in the general analysis.
2. Improved Data Triangulation: More emphasis will be on the use of various valid sources in order to confirm findings. This will minimize bias, enhance accuracy and enhance the credibility of conclusions made using secondary data.
3. Better Time Management: Future projects will have a more organized research schedule, so that the analysis phases will be carried out effectively. This will serve to lower the last-minute rush and overall research quality.
4. Deeper Comparative Analysis: Further comparisons of the competitors will be done in the future, with respect to strategic differences, performance measures and positioning. This will improve skills in critical evaluation.
5. Continuous Reflective Practice: Consistent reflection will be ensured in future scholarly endeavors to determine areas of weakness, strengths and areas of improvement. This process will be a continuous one helping to sustain the learning process and skill advancement in international business analysis.
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