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[bookmark: _Toc237366016]Section 1: International Market Entry Strategy and Marketing Mix
[bookmark: _Toc237366017]1.1 Introduction
In this study Pizza Hut is chosen as a company brand which is known to be world’s most quick-service restaurant (QSR) brands. The company is recognised by their wide variety of pizza’s which served with some of their side dishes. The company is founded by brothers Dan and Frank Carney in Wichita on 1958 in the United States of America (USA). From then the company has created their own legacy in numerous parts of the world. This report selects Pizza Hut because it helps toe examine international marketing strategies which is different between home country like USA and host country like United Kingdom (UK). This report covers 7P’s segments, STP, ethical issues, marketing strategies and effective recommendation.
[bookmark: _Toc237366018]1.2 Company Overview
Pizza Hut is known to be one of the largest QSR brand which have specialised in Pizzas, pasta, side dished and desserts. The company was founded by brothers of Dan and Frankl Carney in 1958 USA and from then they have made their business larger and wider and becomes a well-known brand globally. 
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Figure 1: Pizza Hut and Yum Brands
(Source: Franchise, 2026)
Till June 2026, Pizza Hut historically operates under “Yum! Brands” in which they have earn $2.7 million deal (Franchise, 2026). They vision of business is to be the favourite pizza brand globally in which they need to always give their best to the customers worldwide. Their main mission is to offer innovative, convenient, tasty and value for money pizza which satisfy different phrases of customers initially. Pizza Hut business structure has become an effective way if developing their global presence which helps them for expanding their business and adopts different style of pizzas for different cultures. They have more than 19,000 restaurants in the world and they have cover 100 countries and territories in which they serve dinners in 14,500 outlets through their mobile apps and digital ordering platform (Yum, 2026). The international operations are mainly focused on menu Localisation, technology engagement with their customers and sustainable operations. Globally Pizza Hut have created brand awareness and ability to improve ion different markets which is very suitable for any business to grow.
[bookmark: _Toc237366019]1.3 Comparative Market Analysis (PESTLE)
[bookmark: _Toc237366020]1.3.1 PESTLE Analysis for USA
Political factor: The United States has a stable federal political system comprising 50 states supporting business investment and franchise expansion. The process of changing trade policies, labor regulations, and taxation can affect operational costs for Pizza Hut.
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Figure 2: USA GDP factors
(Source: Imf, 2026)
Economic factor: The USA has a GDP of approximately 32.38 billion US dollars and a population of 342.94 million peoples which makes the world the most consumer market (Imf, 2026). They have strong consumer spending and high disposable incomes to support demands for quick-service restaurants.
Social factor: About 83% of the population in the USA lives in urban areas where the lifestyle increases the demands for food delivery (Jia et al., 2022). There are Consumers also increasingly favour the healthier menu options and digital orderings services.
Technological factor: The usage of the internet has increased to 97% in the USA, which increases and supports the Pizza delivery app. The AI-enable ordering contactless payments and delivery tracking system makes the process easier. 
Environmental factor: In the USA, environmental regulation encourages businesses to use a smaller number of plastics. The company needs to increase the recycling process and uses lower carbon emissions through sustainable sourcing and energy efficient operations.
Legal factor: Pizza Hut mostly follows the FDA food safety standards and labor laws. The minimum wages are up to $7.25 per hour, vary from state to employment laws.
So, the above analysis shows the PESTLE analysis of USA in which it shows different aspects of their country policies. There are various factors which Pizza Hut needs to follow, and this table shows the social, technological process in which the usage of internet increases which helps Pizza application, the people who lives urban areas mostly depends on ordering food.
[bookmark: _Toc237366021]1.3.2 PESTLE Analysis for UK
Political factor: The political factor for the UK shows it gives stable and provides conductive condition for doing business. There has been adjustment for the existing custom procedures and trade agreements for business after Brexit and ongoing investment programmes which have ensured that the government has continued to promote foreign direct investment in Ireland.
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Figure 3: UK GDP factors
(Source: Imf, 2026)
Economic factor: The factors of economic shows the country UK has approximately the population of 69.85 millions of peoples and has a good GDP of $4.26 billion US dollars in 2026 (Imf, 2026). As the food and labour cost inflation continues to impact the strategies of business but the inflation in the UK slowly reduced.
Social factor: The UK has about 85% of the population living in urban areas which increases the demand for food delivery services (Fu et al., 2024). The customers are now more interest in healthier items menu and vegan products from Pizza Hut.
Technological factor: The usage for the internet has increases to approx. 96% but the usage of smartphone is 94% which helps the food delivery apps like Pizza Hut to deliver their products and items with some digital payments.
Environmental factor: UK targets to achieve net zero commission by the year 2050 and all the restaurants in the UK are being ordered to cut their food wastage methods and reduce the use of plastics.
Legal factor: Pizza Hut will follow the Food safety act 1990, UK GDPR and consumer protection legislation of national living wage as per April 2025 is 12.21 per hour (Davendralingam et al., 2026).
[bookmark: _Toc237366022]1.4 Comparative analysis
	United states (Home market)
	United Kingdom (Host market)

	US shows an effective political and stable factor where the business will grow more and they have essential factors for business efficient. 
	UK shows it gives stable and provides conductive condition for doing business. There has been adjustment for the existing custom procedures and trade agreements for business after Brexit.

	USA has a GDP of 32.38 million which is world's most growing and efficient GDP and for this reason business can rely on USA more (Imf, 2026). 
	UK has a good GDP of $4.26 billion dollars which is pretty much less than USA, but they measured their business process which shows that UK has also the capability to grow business like Pizza Hut.

	In the US people mostly lived in urban areas in big cities where the demands for food ordering have increased. This may the reason which Pizza Hut have utilised in their factor. 
	In the UK nearly 85% of people lives in urban areas and in this country also it increases the demands fort ordering food from inline and here also Pizza Hut have done well in the business. 

	In US most of the people around 97% have used internet usage and this helps to order the food more effective way, and this increases the digital payment methods also. 
	In the UK the internet has increases to approx. 96%, but the usage of smartphone is 94% which helps the food delivery apps like Pizza Hut to deliver their products.

	US believed in environment protect factor so in US there is strict law to use less plastic in business and use environment friendly products in business. 
	UK targets to achieve net zero commission by the year 2050 and they have ordered every restaurants business to cut the wastage of food to reduce the food wastage aspects.

	The business like Pizza Hut in US follow all the necessary rules and regulation for FDA.
	In the UK Pizza Hut will follow the Food safety act 1990, UK GDPR and consumer protection legislation of national living wage (Davendralingam et al., 2026).


Table 1: Comparative Analysis
(Source: Self-Created)
The PESTLE Analysis have shown both USA and UK for the favourable environment for the business of Pizza Hut. USA offers very strong economic opportunities for largest and higher consumer spending. However, UK give stable business environment with healthier food option and high growing demand and both country support Pizza Hut long-term growth and expansion.
[bookmark: _Toc237366023]1.5 Analysis of Hofstede framework
In this process Hofstede framework of cultural dimension theory have used through which the methods comparing and cultural characteristics of the United States and United Kingdom. There are different factors in which this whole process will be analysed through these efficient frameworks. 
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Figure 4: Hofstede framework
(Source: ResearchGate, 2026)
· The process of PDI which is known as Power Distance Index for the US is 40 band for the UK is 35 which suggest that both societies are more accepting the process of equality and decentralised decision-making process (Kyynärsalmi et al., 2025). For the effective consumers the service for the business and communication is more important than n formal service (Refer to Figure 5). So, with this process it makes Pizza Hut more adaptable with markets and more customer friendly.  
· Regarding the process of individualism (IDV) the US scores 60 and the UK scores 76 which shows that UK is the world most individualistic societies. Both the country has valued their customers regarding the business, and they give respect to customers personal choice and convenience (Refer to Figure 5). But the UK consumers are more likely to prefer custom-made product and personalised marketing. So, the company can give customers with customization options, rewards and online incentives. 
· For the process of Masculinity (MAS) the United States scores 62 and United Kingdom scores 66 respectively (Jan et al., 2024). The UK consumers evaluate both qualities withs are score, so Pizza Hut emphasis on employment for high-quality ingredients for the value of money and product innovation carter for competitive customers. 
· Uncertainty Avoidance (UAI) analyses USA scores 46 while UK scores 35 respectively. This shows both countries are easy with new innovations and flexible change in business by introducing AI-powered ordering methods, mobile application and digital payments for Pizza Hut. 
· The process of Long-term orientation (LTO) analyses the effective factors and shows 50 for US and 60 for UK (Refer to Figure 5). This shows the balance between business and their future aspects in which Pizza Hut combines the menu items that are traditional and popular in the seasonal innovation terms to keep customers interested. 
· The process of indulgence (IVR) shows the score of 68 for US and 69 for UK that indicates consumers in both markets enjoy their effective factors of dining for Pizza Hut. Soi the whole process shows the cultural similarity which supports Pizza Hut to focus on family dinners, delivery via online (Refer to Figure 5). 
The Hofstede cultural dimension model help Pizza Hut to analyse cultural similarities and the differences between USA and UK. The advantage supports the decision for the product adaptation and marketing communication for service strategies. The disadvantage is both countries share similar cultural characteristics which pizza hut can standardise and limited their operations.
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Figure 5: Hofstede Model
(Source: Theculturefactor, 2026)
[bookmark: _Toc237366024]1.7 STP (Segmentation, Targeting, and Positioning)
Pizza Hut analyse sand adopts the process of market segmentation for Usa and UK to satisfy their different customers into different way of praising food. 
Geographically, in the United States the population is 32.38 million people which have spread out over 50 states, and they live 83% in urban rates (Imf, 2026). So, this helps Pizza Hut to focus on their restaurant and delivery presence in bigger cities like Los Angeles, New York. United Kingdom has around 69.89 million people with almost 85% of people living in urban areas and this provides help to the business Pizza Hut which needs to focus mainly on big cities like Manchester, Birmingham (Imf, 2026). 
Demographically, Pizza Hut targets the age group of 18-45 years and, they middle income and middle-class families with their children and young working individual in both countries (Businessmodelanalyst, 2026). The median age of US and the UK is around 39.2 years and 40.7 years which shows a high consumer interest and potentially high buying power. 
Psychologically, the US will look for family meals and convenient meal options while the typical UK consumers will look for healthier lifestyles they will tackle vegan option. 
Behavioural methods for both countries are done with mobile apps and delivery apps that make customer purchase higher. The consumers from US are much more engage with discount coupons and loyalty rewards they offered and the UK consumers are demonstrating their engagement around personalised digital promotions and sustainable offers.
Targeting: The company measures their process in the market and targets to cover several customers grow ups on both countries. In both US and UK, the main target of the Pizza Hut is young professionals, family who shared meals and value bundles, different university students who can afford meal in affordable prices and they give discounts and share limited offer periods which gather more customers (Cheng, 2026). They target the working professionals also who have the important elements in business aspects. Pizza Hut believes that they can achieve anything in bushiness if they offer great things to customers, so the online customers have become strategic priority as the number were increased for pizzas. They have offered personalised promotion loyalty programs which helped their business to grow more.
Positioning: In the brand position aspects Pizza Hut provides high-quality pizza which will attract customers more and they can increase their revenue. In US the company analyses their menu variety, value for money promotions and product innovation to compete with pizza chains. In UK Pizza Hut they promote healthier pizzas, vegan pizza to attract vegan customers. They faced many competitions in both countries like Dominos, Papa Johns, Little Caesars (refer to Figure 6 and 7).
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Figure 6: Perceptual map of USA
(Source: Self-Created)
This perceptual map shows in USA Pizza Hut has the high quality and premium pricing; papa john’s have highest perceived quality with expensive pricing. Dominos shows good quality with lower price than Pizza Hut in the USA and Little Caesars budget pricing pizza. 
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Figure 7: Perceptual map of UK
(Source: Self-Created)
This perceptual map of UK shows papa Johns have highest perceived quality with premium price then high-quality pizza at high price is Pizza Hut, Dominos give good quality pizza with low price and moderate quality with competitive prices give local pizza company in the UK.
[bookmark: _Toc237366025]1.8 International Marketing Mix (7Ps)
Product: Pizza Hut is known to give high-quality products to the preference of taste buds for the USA and UK customers. In US people are having different choices and convenience which is the main reason that analyse the company have expanded their business in the US (Allen et al., 2023). However, Pizza Hut gives focus on providing heather pizzas in the UK because in UK people are more conscious about health so according to region their product strategy has changes and adopt their customer needs. In both the countries they have offer meals for children but UK choice more balance choice of meals for evolving taste habits.
Price: The strategy of the price has played an important role in the business of Pizza Hut. The change in economic condition in the market would lead to change the price of their products (Cakranegara et al., 2022). In US the price parity has achieved and give competitive monthly discounts, provides customer loyalty offers, digital coupons make customer payless. However, in the UK the rule is changes as the value base pricing is higher for labour cost and operating cost which creates higher cost for products and the delivery fee of food is also high. In the UK the digital platforms offer more for common student discount but in USA student offers features through apps or family meals delas to boost repeat sales.
Place: The process place (Distributions) means making products available to the customers via suitable channels (Wolf and Steul-Fischer, 2023). In USA and UK Pizza Hut goes through both direct and indirect distribution channels to ensure that maximum number of customers can get the products and it also analyse for maximum convenience. The direct channel is for dine-in restaurants as well as takes out food sand restaurant orders via Pizza Hut official website and application that helps to engage the business directly with customers. The indirect channel is a whole third party that provides effective methods of deliveries including Uber Eats and Deliveroo in the UK as well as in USA. The effective process of fast and convenient market will gives gaining the popularity with effective consumers and digital distribution streamlines which have sued for both the countries (Refer to Appendix 1 and 2). The company analyse both direct and indirect exports, but they mainly rely on franchising process. Franchising is a way to allow local partners to run Pizza Hut restaurants under the proven Barnd recipes and effective business model to analyse their operation in local taste and their circumstances.
[image: ]Figure 8: Brand distributions
(Source: Self-Created)
Promotion: The process of promotion is also an important factor for the business of Pizza Hut which needs to analyse. In this process the promotion is the way of communication from the business to the customers to remind about the company product and services (Rehman et al., 2022). The integrated marketing communication strategy bused by Pizza Hut and this involves different methods of traditional and marketing reforms to analyse and presents the effective tool for the business. These marketing promotion tolls enable the Pizza Hut to maintain strong brand image both ins USA and UK. The company heavily relies on digital media from television, social media alike Instagram, Facebook, YouTube. In USA the mobile application notification encourages the purchase of extra value meal which is the new products (Gupta et al., 2022). The process of customer regularity boosted Pizza Hut confidence, and the revenue rewards will also increase for customers to eat more pay less due to rewards. In the UK Pizza Hut more focused on making healthy vegan pizza which they advertise through social media applications. In the process of cultural oriented UK, consumer interest is primarily suspicious of marketing and advertising that is driven by health and sustainability motives. The company needs to analyse the whole business well to get effective features and revenue stream in the business aspects.
People: In the proposes of people which refers to the employees and the service panel research methods to influence the customer experience and service quality. Pizza Hut adopts some better and skilled quality employees gives them proper staff training and provides customer-oriented services both in USA and UK. In the USA the company have 6,500 to 12,000 people across country in Pizza Hut restaurants, and they have main focused to wider their business more with many employees (Koirala and Nepal, 2022). In UK 3,000 to 5,000 employees works and they have received best trading food safety methods and hospitality for customer engagement which reflects country multicultural workforce process. However, UK places greater emphasis ion workforce while USA provides fast service and operational performance management to the customers. In the UK the labour cost is rising which encourages Pizza Hut to give greater investment in UK and increase the employee productivity while in USA they maintain their consistent service quality.
Process: In the business process known as the Darkhorse for the business aspects like the procedures and activities that are undertaken by Pizza Hut they have delivered products efficiently using process. In the USA and UK, the visible process is analysed by plating and preparing food online or in store order to secure the digital payments and analyse the process of food preparation updates. There are different kitchen activities stock control, ordering by process of preparing the food and digital systems which makes the invisible process consistent and more efficient (Pereira et al., 2022). The economic aspects of digital technologies which helps to enhance operational efficiency and the sue of low cost of services can be analyses by both nations to allow more customers. Pizza Hut follows a customer complaint process in which customers can report issues through websites, emails, mobile application or customer support centres and continuous service environment.
Physical evidence: The process of physical evidence analyses to the process of tangible elements that gives shapes to the customer perceptions of Pizza Hut service quality. In both the countries of USA and UK there are restaurants who give clean and luxurious and attractive dining experience (Pizzolitto, 2024). However, in UK the outlets are increasing through sustainable design and eco-friendly packaging in response to environmental concerns (refer to Appendix 3 and 4). So, it shows that culturally UK consumers value sustainable packaging where the customers from US mainly proposes the methods of digital accessibility and quick and efficient service for food.
[bookmark: _Toc237366026]1.9 Market Entry Strategy
The market enter strategy for any business is the main methods for business aspects like Pizza Hut have done in the UK. They have analysed the market quickly with minimal financial risk factors and make the use of local factors knowledge (Brouthers et al., 2022). The franchising market entry methods strategy has enables to analyse the independent operators to analyse the benefits of Pizza Hut brands operation and effective market experience. The company selected franchising methods because this reduced financial risk process and required very low capital investment to use in faster market expansion.  The advantage of this strategy allows rapid market expansion with lower investment but the disadvantage is it provides direct control over franchise option; service quality may vary with franchisees which can affect brand reputation. For example, in the UK there is trend going to eat healthy and stay healthy so their vegan pizza is famous and heather option so Pizza Hut make sure that they can have this product into their kitchen. From their local franchise in the UK Pizza Hut realised their business changes needs to adapt the UK market and to increase the brand image (Saittakari et al., 2023). Value meals, family dinners and the use of digital tools are also a salient feature of promotion to promote UK cultural preferences. 
From an economic level franchising has been found to minimise the commitment needed from Pizza Hut in ongoing cost and building process. This rotation gives advantage the methods to reduce operational risk, quick market penetration and provides the company to give ongoing royalty income. However, local franchisee can accept the additional economic issues like the inflation and increased labour expenses. There are some disadvantages like the staff training operating procedure in the UK and ongoing market assistance. However, Pizza Hut has been every effective for entering foreign markets which leads sustainable growth and UK market completeness.  
[bookmark: _Toc237366027]1.10 Ethical issues regarding Pizza Hut
Regarding the marketing mix Pizza Hut business in the United Kingdom faces several ethical issues despite their high commitments towards their business of pizzas in the UK. The main concerns which come out regarding the promotion is the high calorie pizza, desserts and sugary beverages which may analyse to contributes towards obesity and other health related issues mainly in children. However, Pizza Hut make sure that they can change their menu regarding UK people needs so they introduce healthy pizza, vegan pizza and in promotion they promote this heather recopies. The digital marketing is another ethical issue for Pizza Hut in the UK because these digital campaign use customer data and according to UK GDPR law is there to protect the customer privacy, so they face challenges in digital campaign (Radanliev, 2025).  In the UK Pizza Hut analyse ethical marketing process by promoting healthier pizza and vegan pizza which meets the customer demands and adopts more suitable to the UK market. The unethical concerns are including promotion high calorie means sugar beverages which gives obesity among children and all these related to 7P’s marketing mix.
[bookmark: _Toc237366028]1.11 Recommendations
· Pizza Hut needs to increase their healthier pizza option because in today’s time the healthy pizza demand has increases and they need to follow the trends to remain a competitive brand in the market (Kumar et al., 2025). 
· They need to strengthen their digital marketing through AI enable process and social media marketing so that they can understand the customer needs. 
· Pizza Hut needs to increase the sustainability in business so that they can recycle those packaging and they can maintain the environment law. Nowadays, for every business they must meet certain criterial for sustainable packaging. 
· Pizza Hut need stop localism marketing campaigns to reflect cultural preference and consumer behaviour in different international market.
· There are many competitors in the market, so Pizza Hut needs to improve customer loyalty programs by giving high rewards, discounts in food and beverages.
[bookmark: _Toc237366029]1.12 Conclusion
The conclusion of this study shows market entry strategy and marketing mix of Pizza Hut. Pizza Hut is known to be one of the largest QSR brand which have specialised in Pizzas, pasta, side dished and desserts. Regarding the home country (USA) and Host country (UK) PESTLE analysis and Hofstede framework have done. The STP (Segmentation, Targeting, and Positioning) and International Marketing Mix (7Ps) have done to get better results between two countries. Market entry strategy and ethical issues have also discussed to get better recommendation for future growth of Pizza Hut. 



[bookmark: _Toc237366030]Section 2: Reflection using Gibbs Model
[bookmark: _Toc237366031]2.1 Reflective Account
The process of the Reflective account shows in this study Gibbs Reflective Cycle have used to analyse my whole experience of preparing the report of Pizza Hut in the international market of Usa and UK. In this report I have developed deeper understanding process of international marketing concepts like the PESTLE Analysis, Hofstede cultural dimensions and STP and Making mix of 7P’s. I have also developed new process of the business which helped me to understand the business aspects. This process helped me to provide strength in my academic research and analyse critical thinking and report writing skills for the industry resources. Regarding this process I have measured business process which is very efficient for the process of growth.  
[bookmark: _Toc237366032]2.2 Description
In the process of description, I have selected Pizza Hut as an organisation, and I choose two countries USA and UK. So, regarding this process I have stated my preparation to begin with this report. I have planned some strutted for this report, so I have collected different information from academic books, company reports, industry papers. Some market entry strategy like PESTLE framework, Hofstede framework, STP and 7P’s analyse to get better information to establish the business (Chiarelli and Parrish, 2025). I have made some comparison that how Pizza Hut adopts different culture and camouflage into that country marketing needs. Regarding this research I make sure that the collected information is totally logically correct and presents evidence for the whole project. I also analyse to create table and diagram to give clarity in my business and to give loyalty factors in the study. I make sure that I will collect correct information regarding the business which provides different and efficient understring of international market practice through business environments.
[bookmark: _Toc237366033]2.3 Feelings
In the beginning of the report, I feel motivated to do the project in right way but slightly in the process of uncertain to compare the marketing strategies across two different countries for the international market. Firstly, I found it difficult to analyse the two-country information for Pizza Hut, and I needs to compare their entire culture also to give satisfaction results in the report. However, I progressed my entire research into the process of my confidence which gradually increase when the project starts., I become more familiar with effective theoretical frameworks and the methods of practical evolution. I have now enjoyed the process of analysing for the company which has adapted in the process of marketing mix to analyse the local consumer preference factors. I also feel satisfied when I connect the theories with the project needs and maintain strong aligned process. The large amount of information was time consuming and thus this exertive improve my whole confidence for the research of independent through which it helped to analyse the efficient factors.
[bookmark: _Toc237366034]2.4 Evaluation
In this process of evaluation I believe there are different areas for the improvement which is positive enough to get better results. I have organised my strengths in the entire report by analysing the process of international marketing theories which have includes PESTKLE, marketing mix, STP for the business. I have realised that I need to improve my ability to compare the strategies regarding market which helps to analyse different cultural and economic environments. In this process I critically analyse the whole aspects of the methods for analyse the process report into new way. So, I would say this experience have completely enhanced my entire research and the process of analytical thinking which helps in academic editing and importance of effective planning.
[bookmark: _Toc237366035]2.5 Analysis
In these aspects of the project, I have examined the process of the theoretical factors through which I can manage the whole things well. I have sued Gibbs reflective cycle, and it makes me to understand the process of marketing frameworks which can be analyses in global organisation. I have understood the complete methods of the business of this project sand I enable that inly description is not sufficient I make sure that I must do the critical comparison for the economic condition of the business in the USA and UK. All this afflictive approach has increased my ability to improve the logical arguments in the whole project with some credible sources (García-Lázaro and Reyes-de-Cózar, 2025). I have also realised that IO need to do better for the whole project so that all things will be in control and aligned well. However, comparing these two markets have increased my understanding regarding business adaptation in international market and it increases my confidence which helps to gain new factors for the project.
[bookmark: _Toc237366036]2.6 Conclusion
In this part of the reflective cycle, I have analysed the valuable learning experience which provides strengths in both my academic and professional skills. I have analysed the whole factor of how the international markets have influenced the cultural methods for the comic and competitive formats in different countries. In the making of this report, I have realised that it helped me to grow more in ideas of business and helped to apply marketing terrifies and give evidence-based arguments. In the process of data collection, I have faced different challenges because all the data was not accurate and regarding the international business. So, I make sure that the data which I will take that will be suitable for the business. To provide reflection about the entire prices have given me enough confident to down ell in the project. For the future assignments, I make sure I will use high resources more, collect information in some days earlier make sure to do proofreading also.
[bookmark: _Toc237366037]2.7 Action plan
	Area for improvement
	Action
	Expected outcome

	Time Management
	Prepare a weekly study schedule and begin research earlier.
	Complete tasks on time to reduce pressure.

	Research Skills 
	Used more peer-review journals
	Improve the credibility of Academic work.

	Critical Analysis
	Compare multiple viewpoints before draw conclusion
	Developed stronger evidence-based arguments

	Academic writing
	Proofread and seek feedback before submission
	Produce well-structured and error-free reports.


Table 2: Action Plan
(Source: Self-Created)
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