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Section 1
Organisational Classification and Global Strategy
Strategic categorisation
Primark is an international fashion retailer, which is owned by Associated British Foods. Bartlett and Ghoshal's model (1989) can be used to evaluate the international strategy choice of Primark. Following this framework, strategic orientation can be distinguished into four types including multinational, international, transnational and global (see Figure 1) (Tobolska, 2018). Bartlett and Ghoshal's framework positions multinational corporations (MNCs) according to their historical background and location of their headquarters in the first place (Macro and Ott, 2024). Using the framework, Primark is mainly classified as pursuing a global strategy, which is characterised by high global integration and low local responsiveness.

Figure 1: Bartlett and Ghoshal's model (1989)
(Source: Developed from Tobolska, 2018)
The competitiveness of Primark relies on offering fashionable clothing at affordable prices. In 2026, Primark reduced the price of its clothing products across its womenswear, menswear and kidswear sections (McGuire, 2026). The company also centralises key functions such as product design, procurement and supplier selection. Unlike many competitors, Primark has focused on a brick-and-mortar retail model instead of investing heavily in e-commerce (Fashion Network, 2026). This reduces fulfilment costs and supports its low-price positioning. 
From a critical perspective, the global strategy has allowed Primark to achieve scale, strong purchasing power and operational effectiveness. However, reliance on standardisation may create issues when entering culturally diverse and heterogeneous markets, such as India, where consumer behaviour and preferences differ across states. Although the global strategy of Primark offers a strong foundation for international expansion, high local responsiveness may be required to drive long-term success in emerging markets. 
Global configuration 
The global configuration is mainly characterised by a geographically dispersed and coordinated value chain that supports its cost leadership strategy. The retail operations of the company are mainly concentrated across Europe and the U.S. (Halliday, 2024). The sourcing network of the company extends across Asia, Europe and Africa. This global configuration allows Primark to leverage location-specific advantages by sourcing products from countries offering competitive manufacturing costs and skilled labour. 
Responsible sourcing is a significant aspect of the sustainability strategy of Primark. Procurement support programme of Primark aims to reach certain core targets, such as ensuring that all the clothes are made from recycled materials and reducing carbon emissions from the value chain (Perry, 2024). By consolidating demand across different markets, Primark gains benefits from economies of scale that reduce both production and logistics costs and ensures the maintenance of affordable retail prices. 
The international footprint of Primark contributes to its competitiveness by allowing efficient allocation of resources and knowledge sharing across markets. Primark has approximately 457 stores across 16 countries, and the company delivers affordable fashion while leveraging its physical store network (Hardcastle, 2024). This allows Primark to create an in-person shopping experience that online competitors struggle to replicate. In 2023, the market share of Primark increased by 6.2% in the UK and this is due to the value proposition of the brand (Safaya, 2024). Moreover, in 2026, Primark have also introduced a mobile app that offers personalised notifications, real-time stock checks and curated favourites to customers (Rydzek, 2026). This makes shopping more accessible and contributes competitiveness to the brand. Expanding into the Indian market would diversify the international portfolio of Primark and offer the company access to one of the largest consumer markets of the world. 
Macro-Environmental Appraisal and Market Attractiveness
Host country analysis
Political
India mainly presents an attractive political environment for international retailers in terms of its stable democratic system and increasing emphasis on attracting foreign direct investment (FDI). India gains benefits from political stability and policy continuity (Credendo, 2025). This political stability creates a predictable environment for long-term business investment. The business model of Primark requires large capital in physical stores for which political stability is a key determinant of market entry success. 
The Indian government has introduced different initiatives aimed at enhancing the ease of doing business and also encouraging foreign investment in retail and manufacturing. In 2025, gross FDI inflows reached approximately USD 64.7 billion, which can sustain investor confidence (PIB, 2026). For example, the Make in India campaign facilitates investment, boosts innovation, enhances skill development and protects intellectual property (PM India, 2026). This reform creates favourable conditions for international retailers seeking to establish integrated sourcing and retail operations. India has also introduced the Gati Shakti National Master Plan, which aims to bridge infrastructure gaps and also optimise freight movement across road, rail and air (Manchala, Sahu and Alam, 2025). This improvement in transport infrastructure can reduce distribution costs, which directly complements the low-cost retail strategy of Primark. 
However, the political environment of India presents various challenges. India has a federal governance structure, and this indicates that the regulations, labour policies and business approvals vary across the different states (Forum of Federations, 2026). For Primark, all these regional differences may lead to the reduction of economies of scale during the early stages of expansion. Geopolitical risks must also be taken into consideration. Bilateral trade agreements of India and the U.S. crossed USD140 billion in fiscal year 2025-26 (IEEFA, 2026). However, the sudden shifts in tariffs and restrictions increase volatility, which may affect sourcing costs and international supply chain operations (UNCTAD, 2025). Since Primark sources products from different Asian countries, the maintenance of diversified sourcing strategies would reduce the exposure to political uncertainties. 
Overall, the political environment of India offers more opportunities than threats for Primark. The support of the government for foreign investment and infrastructure development links with the expansion objectives of the company. However, successful market entry requires effective stakeholder management and continuous monitoring of policy developments for the reduction of political uncertainties. 
Economic
India is mainly represented as one of the fastest-growing consumer markets, which makes it attractive for international fashion retailers. In 2026, from January to March, the GDP of India grew by 7.8% (Kalyanaraman, 2026). The increasing GDP and rapid urbanisation have increased demand for affordable branded apparel. 
A significant economic advantage of India is its demographic profile. As of 2025, approximately 65% of the population of India is under the age of 35 (PIB, 2025). This creates a large consumer base with an increasing interest in global fashion brands. Younger consumers are interested in developing a personal style instead of following one dominant trend (Elle, 2026). This demographic shift creates suitable conditions for the affordable fast-fashion business model of Primark. 
Rapid urbanisation also strengthens market potential. In 2025, a total of 16 shopping malls were launched in Delhi NCR, Hyderabad and Mumbai (Construction Week Online, 2026). This growth suits the large-format retail stores of Primark. Moreover, the changing lifestyles have increased expenditure on fashion products, creating sustained demand for affordable clothing across different customer segments. In addition, the expanding middle-income population of India represents another key opportunity for Primark. Apart from these opportunities, several economic risks remain. The economy of India is growing on a rapid scale; however, income inequality remains a key concern (Mangave, 2025). In this context, the target market of Primark would concentrate primarily within metropolitan cities during the initial phase of expansion. 
Inflation also presents a key challenge in the Indian market. In January 2026, the inflation rate of India was at 2.75% as illustrated in Figure 2 (Wani, 2026). In June 2026, the consumer price inflation increased by 4.38% (Salve, 2026). This may decrease the capacity of Primark to maintain low prices while protecting profit margins. However, the distinctive low-price positioning of Primark differentiates it from rivals. While Zara competes through design innovation and quality, Primark competes through affordability combined with fashionable products (Hardcastle, 2024). This particular strategic positioning could enable the company to capture value-conscious consumers seeking international brands at accessible prices. 
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Figure 2: Inflation rate of India in 2026
(Source: Wani, 2026)
Legal
The legal environment has a vital contribution in determining the ability of Primark to establish successful retail operations in India. The retail business is required to comply to different government regulations (Sumanth, 2025). India has enhanced its legal framework supporting international investment through reforms aimed at increasing transparency and also simplifying business procedures. By introducing the Goods and Services Tax (GST), the Indian government created an integrated national market, enhancing supply chain efficiency, reducing logistics costs and contributing to faster movement of goods (Desai, 2026). Labour legislation is also relevant for Primark, since its global business model relies on responsible sourcing and ethical supply chain management. The Code on Wages 2019 streamlines and strengthens labour legislation (Labour.Gov, 2026). Moreover, it also safeguards the interests of employees through universal minimum wages. Adherence to wage requirements and workplace safety standards is essential for the protection of brand reputation of Primark. 
Intellectual property protection represents another key consideration. India enables the right holders to protect their intellectual property (IP) at the border by registering their trademarks, patents and copyrights (Trustiics, 2025). Although India has strengthened enforcement mechanisms for trademarks and brand protection, counterfeit fashion products remain widespread within the retail market. In this context, Primark must incorporate effective brand reputation strategies, while collaborating with regulatory authorities to reduce IP violations. 
Environmental regulations are also becoming quite stringent in the Indian market. In 2024, India declared the new Eco-mark Certification Rules, which offer labels for products that meet approved environmental criteria (PAGE, 2024). Primark is required to comply with this regulation to foster sustainability and drive significant outcomes in business. Consumer protection regulations have become quite comprehensive in India. For example, the Consumer Protection Act 2019 protects the interests of consumers and ensures settlement of consumers’ disputes (NCDRC, 2019). The compliance of Primark with this regulation can enhance customer trust and also support long-term brand development. 
However, legal complexities remain a challenge for Primark. Regulatory requirements may differ across the Indian states, leading to additional compliance costs for the firms expanding nationally. Any form of delays in acquiring commercial permits and licensing may slow store expansion during the initial phase. Overall, the evolving legal environment of India supports foreign retail investment, while demanding specific standards of corporate governance and sustainability. For Primark, the maintenance of rigorous compliance systems will be necessary for achieving long-term operational success. 
Cultural
The cultural environment is a crucial attribute of Primark’s success in the Indian market. India is a culturally diverse country with variations in language, traditions and consumer preferences (Shaban and Khan, 2023). The success of Primark in India relies on its ability to balance global consistency with selective local adaptation. Hofstede's cultural dimension theory offers a framework for analysing the cultural factors and their implications for the market entry strategy of Primark. A vital dimension is power distance, where the score for India is 77, as indicated in Figure 3 (The Culture Factor Group, 2026). This influences the behaviour of consumers, since many Indian consumers perceive international brands as symbols of quality and modernity. Although Primark positions itself as an affordable retailer, its reputation may positively influence purchasing decisions of middle-income consumers, who seek fashion at accessible prices. However, the brand must ensure that affordability does not undermine the consumers’ perception of quality, since brand reputation remains a key purchase criterion in India. 
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Figure 3: Cultural dimensions of India
(Source: The Culture Factor Group, 2026)
India also demonstrates a collectivist culture as identified through Hofstede's cultural dimension model. With respect to the collectivist culture, the purchasing decisions are influenced by family members and social networks (The Culture Factor Group, 2026). Clothing purchases frequently take place during festivals such as Diwali, Eid and Navratri, where collective consumption takes place (Medium, 2024). Primark is required to develop marketing campaigns that place emphasis on family values and togetherness, rather than focusing solely on individual self-expression. Another key dimension is the high long-term orientation of India (51) (see Figure 3) (The Culture Factor Group, 2026). The consumers largely value durability and long-term value instead of impulsive purchases. Although fast fashion has been criticised for encouraging disposable consumption, Indian consumers are price-sensitive and often evaluate products with respect to quality relative to price (Trade.Gov, 2026). This presents a key opportunity for Primark to highlight both the durability and affordability of its products, aligning its value proposition with customer expectations of long-term value. The consumers expect value beyond low prices, including product quality and ethical sourcing. In this context, communicating the commitments of Primark, such as sustainable sourcing and ethical manufacturing, would strengthen consumer trust and enhance brand credibility. 
The cultural diversity of India requires significant localisation. As stated by Tamta and Kamboj (2024), fashion preferences differ across the states of India, and this is due to climate and regional traditions. In this aspect, introducing limited-edition festive collections and offering fashion products suitable for distinct climatic conditions would allow Primark to effectively respond to local demand. 
From a business perspective, while the global strategy of Primark prioritises operational efficiency through product standardisation, excessive standardisation may reduce consumer acceptance within the culturally heterogeneous market of India. Thus, the company must incorporate cultural adaptation through the maintenance of its brand identity, while localising product assortment and seasonal collections. Such a balanced approach would allow Primark to preserve economies of scale and respond to diverse consumer preferences in India. 
Market entry
John Dunning’s Eclectic Paradigm (OLI) framework offers an approach for analysing whether a multinational organisation must enter a foreign market and the factors that assess the success of its international expansion. The framework states that firms engage in FDI when they possess ownership-specific advantages, location-specific advantages and internalisation benefits as indicated in Figure 4 (Aberu, 2023; Ailani, 2025). Using the OLI framework can demonstrate whether India presents an attractive market for Primark due to its competitive capabilities and favourable market features. 
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Figure 4: OLI framework
(Source: Ailani, 2025)
Ownership advantages
In terms of ownership advantages, Primark possesses different ownership-specific advantages, which can support its entry into India. One of its key strengths is its cost leadership strategy, which allows it to offer fashionable apparel at lower prices than many international rivals. By keeping the production costs low, Primark offers trendy clothing to customers at affordable prices, while maintaining profitability (Melissa, 2024). This capability of Primark is relevant in India, where consumers remain price-conscious despite rising disposable incomes. 
Another significant ownership advantage is the commitment of Primark to responsible sourcing and sustainability. For example, in 2024, Primark has introduced its sustainability strategy, Primark Cares, through which it has increased its clothing range to contain recycled and sustainably sourced materials to approximately 55% (Stopher, 2024). As of 2025, approximately 80% of the consumers in India are concerned about sustainability and climate change (Swarup and Ganesan, 2025). The increasing level of consumer awareness regarding ethical production and environmental sustainability creates significant opportunities for Primark to differentiate itself by promoting durable clothing and improved supply chain transparency. All these capabilities can enhance customer trust along with supporting the brand identity of Primark. 
Location advantages
Location advantages are another key factor that makes foreign investment attractive. India represents one of the biggest apparel markets, supported by rapid urbanisation and rising disposable incomes. The young consumers of India have a liberal view of the world and are particularly attractive (Francis and Sarangi, 2022). By the end of 2026, the total consumer spending in India is forecasted to reach US$2.53tn (Statista, 2026). Moreover, this group of consumers falls within Primark’s target market of value-conscious young consumers. In addition, the increasing exposure to global fashion trends through social media and digital platforms has led to a demand for affordable international clothing brands. 
India possesses different textile and garment manufacturing industries. The textile sector of India is one of the most diverse industries (IBEF, 2026a). Establishing retail operations would create significant supply chain synergies for Primark by integrating manufacturing and retail activities within the same market. Shorter lead times and enhanced inventory responsiveness can enhance operational efficiency, while supporting the low-cost business model of the company. However, India also presents various location-specific challenges. The cultural diversity of the country requires adaptation across distinct regions. Moreover, the variations in state-level regulations and infrastructure quality may increase operational complexities during expansion. 
Internalisation advantages 
For Primark, internalisation would offer greater strategic control over the quality of the product, pricing and supply chain management. Wholly controlled retail operations enable the company to maintain consistent brand standards and protect its low-cost positioning across international markets. Effective operations result in lower production costs per unit and improved rate of profitability (Handoyo et al., 2023). Since the competitiveness of Primark relies on operational efficiency and standardised business processes, the maintenance of direct control over procurement is necessary. 
Internalisation requires significant financial investment and also exposes Primark to a high degree of operational risks in comparison to contractual entry modes. Setting up company-owned retail stores involves necessary expenditure on real estate, logistics and marketing (Button, 2025). With respect to the long-term growth potential of India, the significant investments can generate sustainable returns over time. 
The OLI framework denotes that Primark mainly possess effective ownership advantages through its low-cost business model and operational expertise. India also offers different location advantages, including a youthful consumer market, strong manufacturing capabilities and long-term economic growth. Moreover, internalisation strengthens the business case by allowing Primark to effectively maintain strategic control over its retail operations and protect brand reputation. 
The analysis also highlighted that ownership advantages are not alone sufficient for successful market entry. Cultural diversity and regulatory complexities require the company to complement its globally standardised business model with local adaptation. While the OLI framework offers support to investment in India, the long-term success of Primark relies on balancing global operational effectiveness with responsiveness to local consumer choices and market conditions. 
Entry Mode Strategy and Strategic Synthesis 
Historical Pattern Recognition
Primark has expanded in the international markets through a wholly owned subsidiary, where it owns its retail stores rather than relying on franchising, licensing and joint ventures. This approach has been applied in different international markets such as the UK, Spain, France, Romania, Poland and many more. The company emphasise retaining ownership of its stores to maintain consistency in pricing and customer experience. Moreover, the international expansion of Primark follows a gradual and cautious strategy. Instead of entering multiple countries simultaneously, Primark begins with flagship stores before expanding nationally. For example, Primark opened a new flagship store in Manhattan’s Penn District, which brought the store count to 40 locations (Douglass, 2026). This strategy enhanced the growth of the company to a significant scale. 
The wholly owned subsidiary strategy is the most-followed market entry strategy of Primark. For example, Primark entered the German market in 2009 through a wholly owned subsidiary (DW, 2017). This strategy ensures the company to analyse consumer behaviour and refine operational practices. From a critical perspective, the wholly owned subsidiary strategy has allowed Primark to maintain efficient operational control and consistent branding. However, it also requires adequate financial investment and exposes Primark to higher commercial risks during international expansion. 
Strategic fit and justification
The historical entry mode adopted by Primark has been successful in different markets; however, its suitability to enter India requires proper evaluation due to the external environment. A wholly owned subsidiary provides a wide range of strategic advantages. The multinational corporations (MNCs), which mainly own high proprietary technical and scientific knowledge, would prefer a wholly owned subsidiary to protect their capabilities from the opportunistic behaviour of local partners (Sestu and Majocchi, 2020). This market entry strategy offers managerial control over pricing, product quality, inventory management, and customer experiences. It has been analysed previously that the competitiveness of Primark relies on maintaining low operating costs and standardised business procedures. Due to this, direct ownership allows the integration of its global business model. Apart from this, internal control reduces the risk of conflicts with local partners, along with effectively protecting intellectual property and brand reputation.
Through the analysis of the external environment of India, it has been found that India represents a significant growth opportunity instead of a short-term investment. The increased rate of urbanisation, young population, and rising demand for affordable international fashion positively support retail investment in this country (IBEF, 2026b). Thus, direct ownership could lead to substantial returns over time.
However, the adoption of a wholly owned subsidiary may expose Primark to different risks. From a political perspective, retail regulations continue to evolve, while administrative processes largely vary across the different states of India. From a financial perspective, establishing large-format stores requires significant investment in logistics infrastructure, employee recruitment and technology systems. From an operational perspective, the cultural diversity and regional differences lead to changes in consumer preferences (Khan, Varaksina and Hinterhuber, 2024). This may reduce the effectiveness of a standardised retail model during the early phases of market entry.
A joint venture represents another entry strategy for Primark in the Indian market. A joint venture is a strategic approach adopted by MNCs to leverage their existing knowledge, while accessing new knowledge owned by local partners (Kim et al., 2024). The adoption of a joint venture can allow Primark to combine its international retail expertise with the local market knowledge and distribution capabilities of a local partner in India. In terms of a risk perspective, a joint venture can distribute financial and operational uncertainties between both partners (JPP Law, 2025). Since the local partners possess significant relationships with government agencies, suppliers and logistics providers, this can reduce market uncertainties. By partnering with a domestic firm, Primark may also enhance stakeholder acceptance and facilitate regulatory approvals.
Conclusion and Recommendations
The overall analysis indicated that the historical reliance of Primark on wholly owned subsidiaries has efficiently supported its international expansion through the proper maintenance of operational control and protection of brand consistency. However, historical success does not imply that the same entry mode can emerge as fruitful for the Indian market.
Through the external environment analysis, it has been observed that India presents different growth opportunities due to its expanding middle class, demographics, and advanced textile industry. Furthermore, the market also presents various challenges, which involve regulatory complexities, intense competition and cultural diversity. All these features increase the risks related to the adoption of a wholly owned subsidiary strategy. In this context, it can be recommended that Primark adopts a joint venture strategy to enter the Indian market. 
In the context of a joint venture, the potential partners of Primark could include Reliance Retail. Reliance Retail is one of the largest retailers of India delivering superior value to its customers and suppliers (Reliance Retail, n.d.). The partnership with this local partner would enable rapid market penetration, while reducing entry barriers related to supplier coordination and regulatory compliance. A significant benefit of a joint venture is that it allows for sharing costs with the partner and prevents financial risks (Nalley, 2024). Moreover, this approach would enable the firm to leverage the local market knowledge and distribution capabilities. Apart from this, a joint venture would accelerate market penetration and improve the ability of Primark to effectively respond to the diverse consumer preferences of India.
After establishing a strong customer base and gaining operational experience, Primark can increase investment through company-owned flagship stores in different metropolitan cities, such as Kolkata, Mumbai and Delhi, which are known as fashion cities (Hello, 2026). This particular strategy can ensure balancing control, flexibility and resource commitment. Thus, in comparison to the wholly owned subsidiary, the joint venture would be suitable for Primark. The adoption of a joint venture followed by a transition towards a high degree of ownership largely represents the most effective strategic approach for the proposed expansion of Primark into India. This market entry strategy also aligns with the long-term growth objectives of the company, while efficiently addressing the political, financial and cultural issues identified throughout the external environment analysis.



Section 2
Gibbs’ model has been applied to structure the reflection. The six stages of this model are description, feelings, evaluation, analysis, conclusion and action plan as indicated in Figure 5 (Harithuddin, 2021).
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Figure 5: Gibbs model
(Source: Harithuddin, 2021)
Description
The assessment required me to critically evaluate the international market entry strategy of Primark through an effective analysis of its global business strategy. I have selected Primark as the organisation and India as the suitable country, as the company does not operate in the Indian market. The report involved examining the internationalisation approach of Primark using Bartlett and Ghoshal's international strategy framework and analysing India's external environment through political, economic, legal and cultural analysis. 
To complete this assessment, I first went through the requirements of the assignment and also developed a structured plan. I also reviewed the lecture materials and peer-reviewed journal articles related to international business strategy and market entry theories. Then, I collected secondary data from relevant journal articles, company reports, government publications and industry reports. I also reviewed the sustainability reports of Primark to gain an understanding of the company's international expansion strategy and business model. After collecting adequate authentic information, I organised the findings based on the structure. Instead of just describing information, I focused on comparing different sources, analysing opportunities and challenges, and also justifying my strategies using international business theories.
Feelings
Before starting to work on this assignment, I felt uncertain for the selection of an organisation and target market, since it required careful verification. I also underestimated the significance of confirming whether a company already had operations in a chosen country. At this point, I realised that international business research requires keen attention to detail before beginning any form of strategic analysis.
As I moved forward through the assignment, I became more confident, since I gained a better understanding of the application of theoretical frameworks to real organisations. Initially, Bartlett and Ghoshal's model and Dunning's OLI Paradigm appeared quite abstract to me. However, after applying them to Primark's expansion strategy, I identified the way these models offer practical guidance for evaluating international business decisions. Rather than simply identifying external environmental factors, I also learned the way to evaluate how each factor could influence the competitive advantage and long-term success of Primark in India.
Evaluation
The overall research process in this report was successful, since it strengthened my ability to integrate academic theories with business practices of the organisation. For example, one of the strongest aspects of my work was the use of different academic and industry sources that can support my analysis. By using relevant websites, I realised that alongside journal articles, websites allowed me to carry out a thorough comparison of the theoretical perspectives with different practical business strategies.
A positive aspect was applying several strategic frameworks rather than relying on only one analytical model. Bartlett and Ghoshal's framework allowed me to classify the global strategy of Primark. On the other hand, the environmental analysis and Dunning's OLI framework offered complementary perspectives on both market attractiveness and entry decisions. A strategic framework is significant for guiding a business towards sustainable success (B2B Frameworks, 2025). However, I also came across many difficulties. The first difficulty involved identifying up-to-date information regarding the international operations of Primark. I found that company websites often offer limited information regarding future expansion plans. In this context, I felt the need of effective critical thinking skills to cross-reference information from different sources before reaching conclusions.
Another challenge involved avoiding descriptive writing. I observed that my initial drafts mostly emphasised explaining the environmental factors rather than critically analysing their strategic implications. However, through reviewing the assessment criteria, I entirely revised my work through a thorough comparison of opportunities with potential challenges and also analysing how these factors may influence the market entry strategy of Primark.
Analysis
Through the completion of this assessment, my knowledge of international business strategy enhanced. Through this module, the lectures emphasised that successful international expansion largely requires balancing global integration with local responsiveness. Furthermore, applying Bartlett and Ghoshal's framework demonstrated that although Primark primarily follows a global strategy, to successfully enter the Indian market, a large scale of local adaptation is required.
Similarly, Dunning's Eclectic Paradigm made me appreciate that successful foreign direct investment relies on the interaction between ownership, location and internalisation advantages. Before applying this framework, I mainly assumed that companies expanded due to the market size. However, through this assessment, I identified that internal organisational resources and strategic control are the key factors of successful international expansion. A major benefit of evidence-based decision-making is that it leads to appropriate and objective decisions (Magfow Research, 2025). Instead of recommending an entry strategy based on personal opinion, I learned to justify recommendations by using academic literature with proper business evidence. 
Conclusion
Reflecting on this assignment, I identified that international market entry decisions are more complex than I originally believed. Moreover, the assessment developed my ability to critically analyse business issues using suitable theoretical frameworks rather than any form of descriptive observations. The task strengthened my academic research skills through a critical evaluation of evidence and application of multiple information sources. Although I am satisfied with the quality of my work, I also identify areas of improvement. Future research could include additional primary research methods, such as interviews with retail managers that can offer deeper insights into market attractiveness.
Action Plan
	Goals 
	Actions 
	Resources 
	Measurable outcomes 
	Timeline 

	Improve critical analysis skills
	Go through and analyse peer-reviewed journal articles relevant to business strategy and international business.
	Google Scholar and University library
	Read at least 5 peer-reviewed journal articles with tutor feedback indicating improved critical analysis.
	3 months

	Enhance data analysis skills 
	Interpreting industry reports, market statistics and international economic indicators.
	Statista, OECD and IBIS World 
	Use at least 3 quantitative datasets in assignment and achieve an improvement in assignment marks in terms of evidence-based analysis.
	4 months

	Enhance academic research and report-writing quality 
	Attend academic skills workshops and seek lecturer feedback
	Writing guides and lecturer feedback 
	Attend at least 2 academic workshops and incorporate feedback in future reports. 
	3 months


Table 1: Action Plan
(Source: Self-developed) 
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