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SECTION 1
[bookmark: _Toc237217078]1. Introduction
Primark is an Irish value-fashion company, who are a fusion of fashion, wide ranges and unparalleled selling prices. By 2026 it had over 480 stores in nineteen countries and India was not part of its formal network (Primark, 2026a). This report is based on data available as of 1 June 2026, and looks at prospective entry. National scale masks the huge income disparity, infrastructure, regulation and consumer behaviours in India, but India is a very special market. Primark has pointed to India as one of the countries in which it may consider entering the market, but hasn't officially declared that it plans to do so (Davey, 2024). The analysis is thus limited to strategic suitability and does not presume that simply because the scale is there, it will be profitable. The report should consist of the global strategy, conditions in the macro-environment, Dunning's OLI framework, decision on entry mode, recommendations and reflection, as specified. It uses current evidence effectively and critically as Primark needs to manage growth needs in relation to capital discipline, local responsiveness and reputational responsibility.
[bookmark: _Toc237217079]2. Organisational Classification and Global Strategy
[bookmark: _Toc237217080]2.1 Strategic Categorisation
The Bartlett and Ghoshal integration-responsiveness framework identifies four strategic positions: international, multidomestic, global and transnational, based on pressures towards global integration and local responsiveness (Larsen et al., 2023). Mainly global as core buying, product, sourcing, technology and investment decisions are made from the head office, and local teams execute stores, recruitment, marketing and property management. The selective local adaptation suggests that it is not a complete transnational approach, but it shows the potential of transnational capacities. This setup combines buying volumes, and distributes product-development costs on the international estate. The income from its 473 stores was £9.489 billion in 2025 (Associated British Foods, 2025a), with its adjusted operating profit reaching £1.126 billion.
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Figure 1: Primark’s revenue grew 1%
(Source: Abf, 2025)
These findings illustrate scale benefits, but do not establish the over distance format success of these. More recent work defines internationalisation as a process that takes place in stages, which includes entry, learning, reconsideration, and reconfigure (Domínguez Romero et al. 2024). The size of stores, the services used on digital platforms, and partnerships, are being adapted increasingly as a result of performance observation at Primark. India must thus move towards a controlled market for learning, instead of merely an extension of standardisation.
Multinational attributes are also apparent at Primark as there is regional marketing, as well as devolved operational leadership. In the face of environmental uncertainty, firms that incorporate market strategy into flexible organisational capabilities are repaid with value (Adejare et al. 2023). However, Primark is still not as responsive as a transnational company as the majority of strategic knowledge and systems are centralised. Primark is a globalised value retailer with emerging transnational capabilities and India needs responsiveness with regards to fit, climate, modesty, festivals, language and accessibility. The adaptations should be consistent with the main value proposition, and not establish any separate Indian identity.
[bookmark: _Toc237217081]2.2 Global Configuration and Competitive Advantage
The value added by Primark's network is through the way they buy, the way they relate with suppliers, the technology they share, store theatre and the disciplined routines they have. The great big international stores allow people to roam through a wide range of stores, and boost basket values. The low product prices also do not easily cover the costs of home delivery that the model avoids. Physical-store dependence also entails large sunk investment in the existing ‘store business model'. Retail sales increased by two% in early 2026 and European like-for-like sales fell 5.6% (2026, Associated British Foods). So store expansion may bring in more income but productivity may drop with the passage of time.
Other rules and expectations, like those that lack familiarity, raise the cost of coordination and uncertainty, which hinders entry (Donnelly et al. 2024). India is unique in terms of federal administration, sourcing conditions, weak infrastructure and diverse demand, and financial resources cannot offset the need for local managerial expertise. When the partners are inappropriate, creative assets may help in fostering ownership control as they can negatively affect the customer experience and intangible value (Wang et al. 2024). Primark needs to keep all of the power and control over the quality, sourcing, visual identity, and pricing in the central office. However, if the company was fully held, it could be susceptible to property, licensing, and demand mistakes.
[bookmark: _Toc237217082]3. Macro-Environmental Appraisal and Market Attractiveness
[bookmark: _Toc237217083]3.1 Political and Regulatory Conditions
Under the fairly stable retail policy environment in India, it is now possible to invest in single-brand retailing. Foreign investors can have 100%, automatically, on the condition, prescribed. If ownership is over 51%, it'll be required to source 30% from the local market (Press Information Bureau, 2019). This may be beneficial for Primark when entering the Indian market as they will be relying on their sourcing connections. Administrative complexity does not vanish as a result of a formal openness between national, state and municipal authorities. Several approvals must be obtained for store development and state variations add to costs and timelines. Primark ought to focus on market locations with easily accessible malls and stable administration in the process of expansion.
The entry mode selections are in response to the institution, their resources and their planned level of control (Wan et al. 2023). While full ownership may help to secure standards, a strong partner investment is more valuable due to local uncertainty and legal permissions are not a guarantee of strategic advantage. The four labour codes deal with four aspects of labour – wages, industrial relations, social security and occupational safety. The implementation will involve having employers review contracts, benefits, registers, working conditions and compliance systems (Ministry of Labour and Employment, 2026), and Primark will have to oversee contractors that assist stores and distribution.
[bookmark: _Toc237217084]3.2 Economic Attractiveness and Purchasing Power
Indian economy has plenty of growth while the consumers' purchasing power is low. It had about 1,46 billion people and in 2025 it had a gross domestic product of almost $3,96 trillion dollars (World Bank, 2026). In the case of income per person, it was approximately $2,703 which had high mass-market price sensitivity. The International Monetary Fund (IMF, 2026) forecast the continuation of growth in 2026, even in the face of trade, energy and geopolitical uncertainty. 
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Figure 2:  India: Recent Macroeconomic Developments
(Source: Imf, 2025)
Growth feeds consumption, but it's not even; so, rather than assuming national growth is uniform demand, Primark has to analyse customers in the metropoles. In FY26, private final consumption accounted for about 61.5% of the nominal gross domestic product (GDP) (Ministry of Finance, 2026). But essential expenditure still consumes a significant share of household budgets, so Primark's strategy of low price is more suited to the economic environment than a position of high price. The retail market in India is estimated to have grown to $1.09 trillion in 2025 and the organised retail market has grown in the malls and online via digital platforms (India Brand Equity Foundation, 2026a). 
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Figure 3: India – Consumer Spending Trends Across Categories (INR Billion)
(Source: Mktgdocs, 2024)
Online retail was approaching $115 billion, signifying that there was significant online awareness; Primark can't rely on off-line awareness alone. The Indian apparel market was estimated to be worth of $102.8 billion in 2022 and is projected to grow up to $146.3 billion by 2032 (India Brand Equity Foundation, 2025). 
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Figure 4: The apparel market in India is marking its growth trajectory
(Source: Deloitte, 2026)
Forecasts are uncertain, as the definitions and informal transactions and value apparel is expected to be supported by long-term demand. Inflation shifts assortment, promotion, channel and willingness to buy discretionary goods (Dekimpe and van Heerde, 2023) . Primark has been the leader in prices and offers a bit of protection, but if prices start to increase, margins will be squeezed. There is a need to balance affordability and profitability through the local sourcing and careful price ladders.
[bookmark: _Toc237217085]3.3 Competitive Conditions and Retail Economics
India's fashion industry consists of local brands, global brands, departmental stores, e-commerce platforms, social commerce, and informal brands. Primark would take on the likes of Zudio, Max Fashion, Trends, Westside, H&M and digital-only companies. Local competitors are already on top of local fit, festivals, property and very low price points. The first categories with the most potential are homeware (selected), accessories, beauty, licensed products, childrenswear, nightwear and family basics. These categories provide repeat demand and easy price comparison; heavy winter products to be limited until evidence local to them to expand is available.
In sustainable clothing, decision-making was found to be influenced by price, availability, knowledge and product attributes in urban Indian research (Tryphena and Aram, 2023). Claims on sustainability are not enough when it comes to design or pricing; improvements need to be responsible and build value and trust. Indian green-apparel perceptions vary from perceived value, involvement, environmental concern, attitude, and generation (Pandey and Yadav 2023). This helps to segment the communication, as younger shoppers may identify with it, whereas families will look for affordability and durability.
According to research from fast fashion, materialism, fashion leadership, social norms and perceived behavioural control affect purchase intentions of younger consumers (Wojdyla and Chi, 2024). This implies that Primark should employ robust value communication alongside product novelty and the incorporation of social relevance. But high product turnover would continue to drive down profits, loss and reputational risk. The visible price points along with category profitability are also impacted by India's differentiated tax rates on goods. The taxation of clothing is based on certain value limits, hence price adjustments of clothing have a commercial impact (Central Board of Indirect Taxes and Customs, 2025). It would be better for Primark to create price structure based on taxes instead of simply converting prices which are already in Europe.
The right property might limit Primark's strategy of a big box in its first phase of growth in India. India had about 110 million square feet (mSq) of grade-A malls, a lesser amount than China and the United States (Reuters, 2026). With a shortage of quality space, bargaining power of landlords can be reinforced throughout the urban retail market. The most likely size for Primark to test is between 35,000 and 55,000 square feet. Smaller stores would be less exposed to capital, have higher sales densities and higher choice of location. The company needs to maintain the appeal of the destination by offering a wide range of categories, excellent navigation and a high level of frequent replenishment, not by having super floor area.
[bookmark: _Toc237217086]3.4 Legal, Digital, and Consumer Responsibilities
Primark would also have to deal with consumer rights, product safety, advertising, leases, employment, tax, data and supplier conduct issues in India. Minimal price errors are less likely to greatly impact compliance failures and adversely affect trust. A local compliance office, then, should be separate from any immediate targets for sales. The Digital Personal Data Protection Rules, 2025, prescribe rules related to notices, consent, security, accountability and individuals' rights for India (Ministry of Electronics and Information Technology, 2025). This work will impact on recruitment, loyalty schemes, mobile apps, digital receipts, click and collect, customer service records and more. Minimize data collection until local governance is reliable, cybersecurity is in place and incident response procedures are in place and effective.
The findings from omnichannel research suggest that omnichannel fashion promotions enhance customer satisfaction by integrating promotions across all channels, ensuring convenient shopping experiences, delivering a consistent level of service, and providing enjoyable experiences (Khalid, 2024). The things that people should be able to do in their app is browse, have access to local stock, have digital receipts and have the option to pick up. Nationwide home delivery must continue to be a limited supply until there is sustainable economics due to basket values and return costs. Usefulness, convenience, technical confidence and visual experience are key factors for younger customers' acceptance of augmented reality (Kovács and Keresztes, 2024) . There is scope for simple tools to be tested at Primark's at the beauty or accessories end of the business but not at the cost of inventory accuracy. A reliable stock information would be more valuable than costly experimental interfaces.
They propose four motivators for the adoption of a virtual try-on system: utilitarian, emotional, symbolic, and personal (Chen et al. 2024). So virtual fitting shouldn't be a main way of getting customers in the door, but rather a pilot. For advanced visual simulation to provide reliable results, better sizing information is needed for Indian fit problems. They found that visual marketing could consolidate the intention to purchase fast fashion by brand attitude and perceived value of customers ( Zhang and Huang, 2024) . Local social media should make product idea flow straight to where products are available and to where they are stored. Marketing cannot first create a demand which cannot be met consistently by the stores.
[bookmark: _Toc237217087]3.5 Cultural Responsiveness and Consumer Behaviour
There are significant variations in India with respect to language, religion, dress, climate, body shape, family structure and the festival calendar. The stock would be imbalanced and mark down, if there is a uniform mix of the assortment across the regions. The development of local responsiveness should start with the selection, sizing, colours, fabrics and seasonality of products. The first key areas to highlight are breathable fabrics, long lines, extended sizes, family ranges and customisation of layers, which will be critical for Primark. Traditional Indian clothes must be selective since local established clothing suppliers have a better design validity and expertise in suppliers. Instead, Primark can do a pretty good job of providing products inspired globally, to go with the clothes they already have.
The study on Sustainable fashion marketing reveals that there are tensions between environmental communication and the business models that promote frequent consumption (Ray and Nayak, 2023). Given this, Primark should, therefore, make clear-cut and measurable statements on fibres, durability, traceability and emissions. The idea of consuming something that is harmless would be an attractive target and morally dubious. Sustainable brand customers appear similar to their non-sustainable counterparts and make cross-brand purchases (Sharp et al. 2023) . But environmental claims should not be assumed to be a one-way commitment to loyalty or premium prices for Primark. Sustainability needs to become a way of working that enhances the legitimacy, quality and risk management.
Based on a review of sustainable-apparel behaviour, knowledge, design, social influence, availability, price, and attitudes are found to be interconnected drivers of sustainable-apparel behaviour (Balasubramanian and Sheykhmaleki, 2024). Research into the extent to which transactions result in India's launch should thus be a combination of survey and observed transactions, returns and repeat visits. Ethical intentions are not sufficient to gauge the demand for strategic planning. Due to the pandemic, evidence indicates that the awareness was raised about overconsumption and local production, but not necessarily permanent change was observed in behaviour (Chakraborty and Sadachar, 2023). It is therefore not a good idea for Primark to base its plan on estimated changes in buying habits, and instead assess real change in buying habits as a sign of structural change in the market. In practice, responsible ranges will still have to fight it out in terms of style, usefulness, and price.
[bookmark: _Toc237217088]3.6 Sustainability and Supply-Chain Legitimacy
Primark already has key relationships in India's upstream, making it not as unfamiliar as a new entry. It started in India where it has helped to train over 300,000 farmers in India, Bangladesh and Pakistan (Primark, 2026b). This base can facilitate the local sourcing, supplier development, stakeholders and story telling of products. But the experience is not always the same from upstream, however, and does not ensure retail knowledge or public trust. Consumers may be unaware of programmes and civil-society organisations may doubt working conditions and high volume consumption. Indian entry would lead to greater scrutiny as it would be obvious that Indian sold and produced.
During 2024/25, 74% of clothing used fibres that were recycled or used more sustainably sourced fibres (Primark, 2025a). Company reported measures show progress, but have some caveats with regards to their bounds and definitions. Communications in India should thus be aligned to auditable product information and reporting criteria, which are transparent. Perceived value, awareness, availability, and trust, along with environmental concern are factors driving circular textile acceptance in India (Shamsi et al. 2023). Primark must focus on the fundamentals, care instructions, take-back testing, and repackaging. More complex rental models seem less suitable as they have the potential to diminish customer savings and retailer economics due to low prices in the product market.
Personal values, knowledge of care, repair capabilities, and social norms shape garment-life-extension practices (Burton and Eike, 2023). Primark could therefore enhance durability by providing instructions for washing, accessibility to repair parts, and replacement parts. These moves would greatly increase the value added to the product, but not alter the retail business model as is. Hedonic and utilitarian shopping value (Lin et al. 2023) is another factor that shapes sustainable apparel consumption, alongside personal norms and corporate responsibility expectations. Indian stores should be fun, appealing and be able to convey genuine and reliable ethical protections. Responsibility should not be a stand-alone premium offering, but should add to the customer experience.
Consumer segments are very different in terms of knowledge, motivation and clothing disposal habits (Guo and Kim, 2023) therefore it is imperative that Primark do not use a blanket sustainability message for all metropolitan customers. Families, students, fashion minded and good conscience people can be communicated in different ways and meant by different messages since the categories are segmented. Circular apparel frameworks look at acquisition, maintenance and disposal as interrelated consumer choices throughout the garment lifecycle (Patwary et al. 2023). All the information regarding a product, care support, take-back policy and the handling of collected textiles should be taken into consideration in Primark's Indian model. A "narrowly promotional" recycling campaign would not represent a true circular capability.
The motivation to rent fashion may be raised by fun and economy, and social and performance risks may be an obstacle to participation (Lang and Zhang, 2024). It would be better for Primark not to focus on rental in early market entry, as a small pilot take-back would have less complexity and provide operational learning. Innovativeness, attitudes, social representations, and practical barriers are also found as factors influencing willingness in the case of online clothing research (Dovalienė and Salciute, 2024). The uncertainties further highlight the need for simpler circular services; Primark should first build trusted product quality and convenient stores.
The results of choice experiments indicate that preference for fashion products is influenced by durability, repairability, recyclability, recycled content, and price (Klemm and Kaufman, 2024). Primark should conduct tests to see if Indian consumers appreciate these qualities in real buying decisions and the enhancements should be consistent with the brand's low price promise. Regulatory policies can push for more sustainable innovations in the textile industry, but also drive up the costs of compliance and operational complexity (Bibi et al. 2024). Primark should make a contribution to the suppliers' ability to achieve all of the above. Imposing compliance while not providing capability building may lead to fewer suppliers being available, and reduce the ability to use local suppliers.
[bookmark: _Toc237217089]4. OLI Analysis and Entry-Mode Strategy
	OLI dimension
	Primark position
	Implication

	Ownership
	Strong brand and scale; limited local knowledge
	Controlled partnership

	Location
	Large market; regional complexity
	Metropolitan pilot

	Internalisation
	Protect standards; localise execution
	Master franchise initially


[bookmark: _Toc237217090]4.1 Ownership, Location, and Internalisation
The Dunning's OLI model is used to evaluate the advantages of foreign investment – ownership, location, and internalisation. Unlike other retailers, Primark has the brand recognition, the scale of buying, the product development, the store know-how, the sourcing connections and the cost management. Their worth is always related to maintaining relevant price disparities with Indian competitors. The limited Indian retail experience, lack of transactional e-commerce capacity, and reliance on big brick-and-mortar retail stores act as moderators of ownership strengths. Formal and informal differences have the potential to differently affect equity choices in several competing ways (Silva et al. 2024) . Therefore, Primark must not consider the strength of the brand as an adequate learning to make the brand work independently.
The market scale, urban consumption, young shoppers, textile capacity, digital engagement and growing organised retail is the India advantage. Local sourcing can help to minimize lead time, currency risk, meet regulatory requirements, and enhance legitimacy. These are counterbalanced by income inequalities, lack of infrastructure, high price of property and value competition. Internalisation benefits include holding product design, quality control, supplier approval, pricing structure, data management and brand communication in-house. Regional adaptation, distribution, employment, property access and licensing, however, can be more efficiently done by local partners. The best boundary is then selection in the internalisation and not ownership or uncontrolled franchising.
[bookmark: _Toc237217091]4.2 Historical Entry Pattern
Expansion has come primarily through company-owned outlets, with a centralised buying and sourcing team. After reaching scale, markets were shielded from the risk of brand erosion and the loss of operating returns by this structure. It also established high fixed exposure via leases, fit-out, inventory, systems and employees. Later the company facilitated franchising with Alshaya Group, and set up the first franchise store in Kuwait in 2025 (Primark, 2025b) . In other Middle Eastern expansions, management showed its willingness to embrace the use of partnerships as local institutional access became valuable. India is an even stronger case for shared execution, in that it's larger, and more diverse, so it adds to the operational uncertainty. The success of the entry mode is determined by alignment of the control, resources, environmental risk and strategic objectives. The ownership preference of the past should, thus, be taken into account in the design of Primark but not be an automatic inclusion in the design. The company needs sufficient control to safeguard value with a minimal amount of early capital exposure.
[bookmark: _Toc237217092]4.3 Recommended Mode and Implementation
Primark should go into India via a master-franchise business model with an existing nation-wide retail chain, which is heavily regulated. The partner needs to have major-mall relations, distribution, regulatory experience, and good employment systems. The management of product, sourcing, brand, store design, technology and audit should be concentrated and centralized in Primark. The five-year agreement should start with three stores in the Mumbai, Delhi National Capital Region and Bengaluru cities. Each outlet should be modular, and have a proven assortment; a public promise is not an adequate basis for expansion. Reserved decisions, approved suppliers, ethics, data standards, audits, step-in rights and termination protections are some of the items that should be included in the agreement. The best approach to secure future equity options is to have performance thresholds set, while giving flexibility and allowing for internalisation later on.
Local browsing, stock visibility, click and collect, digital receipts and customer service are all areas that should be covered with digital support. Home delivery should be kept to a minimum until basket values, returns and fulfilment costs can become sustainable; this sequence helps to keep the price low. The local partner needs to bring Indian sourcing to the standards of Primark quality and ethics. The first items that should be purchased are cotton basics, children's wear, nightwear, accessories and selected home textiles. Sourcing locally can enhance the replenishment, currency resilience, regulatory compliance, and stakeholder acceptance. After 24 months, management should have a sales density, gross margin, markdowns, inventory turns, repeat visits, returns, compliance and customer satisfaction review. If they have positive evidence they could justify extra stores or converting to a joint venture. If a product or service consistently fails to meet the expectations, it needs to be redesigned, scaled back or pulled.
[bookmark: _Toc237217093]5. Conclusion
Scale, value-conscious consumers, organized retail, and apparel sourcing are the drivers of scale in India for Primark. But, size does not eliminate risks of buying power, competition, property, regulation and cultural diversity. Primark can be described as a retailer with selective transnational capabilities, globally integrated. India needs more local responsiveness than what is ordinarily available in Europe. In general, the evidence suggests that strategic fit is related to the product, size, climate, language, and digital support and store economics.
The master-franchise pilot is the best initial mode at the moment, tightly controlled. The OLI analysis reveals the advantages that Primark has in its brand, sourcing, product development, cost control, and the complexity that the country of India brings to the regulatory, property, and operational aspects. It also indicates the need to have some internal control of standards and gain access to local market knowledge. India overall is strategically attractive but still there is a risk of its viability in the long term because of commercial, operational, customers and compliance performance.
[bookmark: _Toc237217094]SECTION 2
[bookmark: _Toc237217095]6. Reflective Account Using Gibbs’ Reflective Cycle
[bookmark: _Toc237217096]6.1 Description
The assessment requirements were first broken down into a research plan. The plan divided into organisational classification, macro-environmental analysis, OLI synthesis, entry-mode evaluation, recommendations, and reflection. This avoided a non-actionable research report of a country without strategic value. Primark was chosen as the company because it has a store-led approach as opposed to India's digital growth and regional complexity. By that time, India also didn't have much of the Primark business, thus fulfilling the said date. Finally, I classified the evidence related to company information, statistics, regulation, theory, consumer behaviour and industry reporting. The method comprised collecting recent open access journals, as well as company, government, international-organisation and newspaper evidence. Drafted a source map with dates, authors, findings, links and planned sections; this minimized duplication and facilitated fair coverage.
[bookmark: _Toc237217097]6.2 Feelings
At first I thought it was a no-brainer that India was a target market due to its size, growth and its booming retail market. Further analysis caused that confidence to diminish due to income restrictions, geographic variations, lack of land and an aggressive market competitor. In practice, my focus instead became more strategic, rather than opportunity recognition. I was initially unsure when various sources were giving conflicting estimates of retail markets. Some sources reported on total retail spending, others on organised retail, e-commerce, apparel or discretionary retail spending. I realized that I would be giving one forecast as fact and that would give the impression of being accurate and not sound academic. The reflection was placed at the beginning and in Gibbs’ sequence, he explained how he chose his research to influence his recommendation. My initial inclination towards 100% ownership was more from the history of Primark than from Indian evidence.
[bookmark: _Toc237217098]6.3 Evaluation
The best thing I did in my process was to make sure that there was a clear linkage from theory to applied evidence. Bartlett and Ghoshal's framework helped to explain the balance of integration and responsiveness that Primark had to strike and OLI helped to arrange the investment logic. Compare ownership, partnership, acquisition, and franchising was then facilitated by entry-mode literature. In addition, the process of selecting sources made the report more reliable during the research process. Official documents were used for legal and economic interpretations, and academic research for behavioural and strategic. Company reports were used to provide operational detail but treated with caution as companies have their own sustainability reporting metrics. One of the shortcomings was that there was no primary research conducted with Indian consumers, landlords, suppliers, or even the retail executives. Public data may reveal potential opportunities and threats, but will not provide conclusive proof of intent to visit Primark stores. So the recommendation was to be tested on a step-by-step basis and not to be launched en masse on a national scale.
[bookmark: _Toc237217099]6.4 Analysis
The big lesson was around the attractiveness of the market and whether the product is strategically fit. In India, it can be very attractive at the national level, but not at the format level or local level or ownership level. Whether or not this price edge can withstand rent, tax, compliance, sourcing and adaptation costs is crucial to Primark's success. Another course of learning I got was the fact that international strategy frameworks are not supposed to be used as classification exercises. Bartlett and Ghoshal discussed the organisation's structure, and OLI did investment analysis and looked at internal boundaries. From those conclusions, a structure of governance for entry mode theory was directly translated into something that would be implemented.
When I was researching the subject of sustainability, I was primarily working with it as a reputational issue; I looked at it more like it is a thing to do because it is the right thing to do. The evidence demonstrated that other resilience strategies, such as traceability, durability, local sourcing, cleaner production and product care can also help to improve resilience, compliance and customer value. Another area where the project highlighted the importance of challenging corporate narratives during analysis, was the importance of doing so. While relevant, the stated sourcing programmes and progress to sustainable materials at Primark do not demonstrate good labour outcomes or circularity by themselves. It took the critical analysis to recognise that there had been some good progress made, and to identify the boundaries of measurement, tensions with commerce and the concerns of stakeholders.
[bookmark: _Toc237217100]6.5 Conclusion
My research skills improved in the way of organizing complex evidence from international-business situation around a specific managerial decision. I shifted my mindsets from general thoughts of India, to a conditional one based on strategic fit, risk and learning. My own judgement aside and separating out the verified facts and scholarly interpretation of the final argument, the argument became more persuasive.
I also realised that with incomplete evidence there is no reason why responsible decisions cannot be made. It needs to be based on clear assumptions, slow down the decision-making process, set measurable benchmarks, and establish clear out options. The insight is directly relevant to the decisions of managers that are made prior to the availability of complete information about the international market.
[bookmark: _Toc237217101]6.6 Action Plan
In the final posting, I'll include more competitive benchmarking based on similar product prices, store sizes, and assumptions for the properties based on city. The financial dimension will also be reinforced by an indicative pilot budget, sensitivity analysis and break-even scenarios. These addictions would draw strategic discussions more closely to the overall investment feasibility. I will enhance future research by creating tables of evidence prior to writing paragraphs. Each table will differentiate between type of source, its reliability, date, geographical relevance and analytical purpose. This should help minimise duplication and ensure contradictory evidence is easier to compare.
Would do primary research to avoid any serious recommendation of investment. The assumptions made here could be revealed in interviews with mall developers, suppliers, value-fashion customers and employees. Concept testing for stores may include aspects of assortment, sizing, price perception, navigation, and expectations for digital. Lastly, I will always maintain the essential strategy that emerged in this evaluation. In the future, international-business research should not be interpreted as offering a mechanical solution or predicting a definite outcome. Theory should structure evidence and managerial recommendations should be subject to measurable results and further learning.
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