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Executive summary
This report aims to evaluate potential expansion of Primark into Brazil through the evaluation of its international strategy, market attractiveness as well as appropriate market entry mode. Bartlett and Ghoshal’s strategic typology identifies Primark as pursuing a predominantly global strategy supported by centralised sourcing, cost leadership and standardised operations. A macro-environmental assessment highlights the large consumer market of Brazil which expands middle-income population and favourable retail growth, while recognising challenges including regulatory complexity, taxation and currency volatility. Dunning’s Eclectic (OLI) Paradigm demonstrates that Primark possesses strong ownership, location and internalisation advantages to support expansion. Based on the strategic analysis, a wholly owned subsidiary is recommended to ensure operational control, brand consistency as well as long-term competitive advantage in Brazil. 
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This study has an aim to evaluate the international market entry strategy of Primark through an examination of its strategic positioning and expansion potential into Brazil. It applies strategic management frameworks to assess market attractiveness of Brazil and recommend an appropriate entry strategy that is supported by theoretical and practical evidence.
[bookmark: _kcczifbqi8pa][bookmark: _kcczifbqi8pa]

[bookmark: _Toc236307464]Section 1: Strategic Analysis and Market Entry
[bookmark: _Toc236307465]1.1 Organizational Classification and Global Strategy
[bookmark: _Toc236307466]1.1.1 Strategic Categorisation
The strategic typology developed by Bartlett and Ghoshal has an aim to categorise multinational corporations (MNCs) into four international strategies that include international, multidomestic, global as well as transnational (Bartlett and Ghoshal, 1989). According to Bartlett and Ghoshal (1989), such a categorization is based on the balance between global integration (the extent to which activities are standardised across different countries) and local openness (the degree to which firms adapt and make use of new products and operations according to the needs of the local market). Primark has a focus to offer centralised sourcing, highly uniform product categories, constant value-for-money positioning and similar store layouts across more than 480 stores in international markets (Associated British Foods, 2024; Primark, 2026). In addition to that, the selected company has a focus to uninterruptedly strengthen its strategic decisions regarding procurement, merchandising as well as supply chain management synchronised centrally to exploit economies of scale along with maintaining its low-cost business model (ABF, 2025). In addition, while the standardised model of Primark aligns with a global strategy, it may limit responsiveness to local consumer preferences in culturally diverse markets such as Brazil. For example, Zara has adapted its pricing and operations to address the complex tax and logistics environment of Brazil which demonstrates that better localisation works towards improving market competitiveness where standardisation alone is inadequate (BTGPactual, 2019).
Significant international operations of Primark work towards supporting this classification further. Primark sources more than 98% of its products with the help of a globally coordinated supplier network across 22 countries that directly supports standardised merchandise as well as centralised procurement steady with a global strategy (ABF, 2025). The chosen retailer has a tendency to rely on internationally integrated sourcing networks and bulk purchasing to decrease production costs while sustaining steady pricing across markets (Davey, 2024). In addition to that, the firm has worked towards introducing selective local responsiveness that include expanding its Click & Collect service in the UK along with adjusting store formats in certain European markets which indicates a limited degree of adaptation without fundamentally altering its international operating model. Therefore, although some localisation exists, it does not outweigh the company’s strong emphasis on global standardisation. The global strategy of Primark provides a strong foundation to enter Brazil through standardised operations and cost efficiency. Standardised global retail strategies can succeed in emerging markets but long-term performance depends on balancing cost efficiencies with adaptation to local institutional, cultural as well as competitive conditions (Meyer et al., 2023). Moreover, distinct consumer preferences, regulatory complexity and strong local competition in the Brazilian market necessitate a gradual shift towards a transnational strategy (Walger, Longhi-Santos and Dittrich, 2026). However, adapting to Brazilian consumer preferences and market conditions would necessitate a gradual shift towards a transnational strategy that stabilises global integration with local receptiveness.
[bookmark: _Toc236307467]1.1.2 Global configuration
Significant international operations further support this classification as the extensive store network and centralised sourcing of Primark strengthen cost leadership and value creation but limited local adaptation works towards constraining competitiveness in culturally diverse markets (ABF, 2025). Primark has a focus to sustain an extensive global footprint that operates in 473 stores across 17 countries in the United States and Europe that is supported by an internationally integrated network of sourcing spanning Europe, Africa and Asia (ABF, 2025). Such a geographic configuration works towards enabling the chosen retailer to accomplish significant economies of scale with the help of centralised procurement, efficient logistics as well as high volume of purchasing (Davey, 2024; ABF, 2025). In addition to that, diversified market presence decreases dependence on any single economy along with strengthening revenue resilience (Kashob, Chakor and Al-Ansi, 2025). However, limited presence of Primark outside Europe and North America pressures exposure to high-growth emerging markets like Brazil (ABF, 2025). Therefore, while the current configuration of Primark supports cost leadership through scale economies, its limited geographic diversification underscores the strategic need for expansion into high-growth markets like Brazil to sustain and strengthen long-term competitive advantage. 
[bookmark: _Toc236307468]1.2 Macro-Environmental Appraisal and Market Attractiveness
[bookmark: _Toc236307469]1.2.1 Host Country Analysis
Political & Legal Factors
The political stability of Brazil is reported to be 43% which indicates moderate risk of social unrest (Trading Economics, 2023). This country achieves 43 out of 100 points and it demonstrates lack of political violence, terror (Trading Economics, 2023) (Figure 1). Therefore, it can be said that Brazil presents relatively low risks of political violence and such a stable framework can offer a favorable environment for retail FDI. Even though periodic political changes can lead to operational uncertainties, the overall external environment supports foreign direct investment. 

Figure 1: Political stability of Brazil
(Source: Trading Economics, 2023)
The retail fashion industry has to follow certain legal regulations in Brazil to ensure consumer rights, employment practices, and product safety. Under the Consumer Protection Code, businesses have to make sure products are high in quality with transparent pricing and fair commercial practices (UNCTAD, 2026). Compliance with these regulations enhances consumer trust for international retailers. Strong adherence to these regulations can help Primark to establish commitment towards product quality and ethical sourcing. 
Brazil provides Intellectual Property (IP) protection for retail fashion companies through some key legal tools. As per the International Intellectual Property Alliance, Brazil ranks within the top 30% among emerging markets for IP enforcement across the retail industry (IIPA, 2025). Under the supervision of National Institute of Industrial Property (INPI), copyrights, trademarks and designs receive legal protection. With the help of such strong IP enforcement, international retail companies like Primark can safeguard its brand identity and product differentiation. 
Brazil is a founding member of the MERCOSUR, which provides easy access to regional trade opportunities and building commercial relationships (Mercosur, 2026) (Figure 2). Trade integration supports future regional expansion once retail fashion operations become established in Brazil. However, at the same time this host country has high import duties up to 35% for finished apparel products, thereby increasing the cost of imported goods (ITA, 2023). Based on such trade policies, Primark might be encouraged to build professional relationships with local suppliers and manufacturers. Overall, the current political and legal environment significantly supports foreign retail investment even though taxation complexities with high corporate income tax (34%) and several state level ICMS taxes require Primark to plan carefully (World Bank Group, 2025). 

Figure 2: Brazil founding member
(Source: Mercosur, 2026)
Economic Factors
Brazil is the largest economy in Latin America that is considered an attractive destination for building the physical presence of Primark stores. The current population of Brazil is 213.6 million and is the seventh most populous country in the world (Worldometer, 2026) (Figure 3). This presents access to a substantial consumer market for Primark that currently does not have any direct operations in Brazil. According to reports, the retail fashion market in Brazil is valued at $76 billion with an annual growth rate of 6% (Euromonitor, 2026). The annual household income per capita increased from $4,491 in 2024 to $4,862 in 2025 (World Bank Group, 2025). Some of the major metropolitan cities including Sao Paulo, Rio de Janeiro have modern shopping centers that can help retail fashion  company Primark to expand operations. 

Figure 3: Brazil population growth
(Source: Worldometer, 2026)
The economic growth of Brazil is under stable conditions and exceeds 3% over the past three years (World Bank Group, 2025). Total private consumption reached $1.5 trillion in 2025 that accounts for 63% of the country’s GDP (Worldbank, 2026). According to reports, total household disposable income reached $811.33 billion in 2026 especially among middle income groups (CEIC, 2026). This has encouraged greater spending on apparels, footwear and other lifestyle products. Due to the high inflation rate of 6.5%, the consumers in Brazil are looking for affordable fashion products (Ken Research, 2019). This confirms increased price sensitivity within the Brazilian apparel market and that economic factors can drive demand for low-cost products. However, it aligns well with the value driven business strategy of Primark as noticed by the success in Spain which is also a price sensitive market. 
The Brazilian Real depreciated more than 20% against the US dollar in 2024 and it led to an increase in the cost of imported clothing (Reuters, 2025). As per Kohler, Bonizzi and Kaltenbrunner (2023), financial uncertainties challenge the low-cost model followed by businesses especially during currency depreciation periods. Therefore, the company can establish partnerships with local manufacturers in order to reduce dependency on imported inventory. Brazil has around 24,000 textile fashion manufacturing companies which showcases the availability of local apparel manufacturers (ABIT, 2026). Brazil has invested around 76.5 billion BRL for transport, logistics and digital infrastructure (Datamar News, 2026). There are several highway networks with a density of 23 kilometers per 100 square kms, international airports and distribution centers that support efficient movement of products across major consumer marketplaces (Datamar News, 2026). The last mile delivery services and modern logistics networks support faster inventory replenishments and improve future omnichannel retail operations. For instance, Primark has strengthened its omnichannel strategy through Click and Collect in the UK market (Primark, 2025). Altogether, the expanding middle income population creates growth potential for Primark however it requires strategic planning to address income inequality. The gini coefficient of Brazil was approximately 0.52 in 2024, which indicates one of the highest levels of income inequality (World Bank, 2022) (Figure 4). The chosen company can mitigate this issue by opening stores initially in densely populated areas like Sao Paulo and Rio de Janeiro to attract consumers. 

Figure 4: Gini coefficient of Brazil
(Source: World Bank, 2022)
Cultural Factors
Cultural factors are crucial for fashion retail companies like Primark to expand operations in a new target market (Hofstede, 2001). As per Hofstede’s cultural dimensions, Brazil has a high-power distance (69) compared to Ireland (28) (Clearly Cultural, 2024). This indicates that consumers value established brands, however, the low-cost positioning of Primark can appeal to price sensitive consumers instead of those who seek status brands. Whereas on the other hand, Brazil scores lower on individualism (38) than Ireland (70) (Clearly Cultural, 2024). Brazil also showcases a collectivist culture where opinions of family or friends influence purchasing decisions. Over 90% Gen Z Brazilian consumers prioritise appearance and view fashion as a core tool for identity through social media platforms like TikTok, Instagram (Furtado and Fernandes, 2024). This consumer behaviour closely aligns with the digital presence of Primark. On Instagram, the company has around 11.3 million followers that helps reach a wide customer base (Instagram, 2026) (Figure 5). Apart from that, regional differences in consumer preferences, climate and lifestyle require Primark to adapt products accordingly. For instance, the company can offer seasonal collections that reflect local styles in order to gain a competitive advantage over companies like Lojas Renner, Riachuelo and others. Business culture in Brazil places a considerable importance on trust and face to face communication. With the help of transparent communication, the company can establish long term relationships with suppliers and local business partners. For instance, it embraces a collaborative supplier management approach to develop long term collaborations, highly suitable for the Brazilian market. Overall, the cultural characteristics closely align with the value driven retail model of Primark and growing interest in international brands create favorable conditions for successful market entry. 

Figure 5: Primark Instagram profile 
(Source: Instagram, 2026)
Synthesis
Based on the above analysis, economic factors emerge as the most influential aspect for Primark business success in Brazil. The country has a large consumer market with an expanding middle income population. There is immense demand for affordable fashion that highly complements the cost leadership strategy of Primark. However high-income inequality and inflationary situations significantly increased price sensitivity among consumers. Despite this external environment, Primark can compete against local retailers through its value for money offering. The company can compete effectively with local retailers like Lojas Renner, Riachuelo by offering products at a lower price than these companies. Since the competitors primarily offer high priced collections, Primark can gain a competitive advantage through its low-cost model (Euromonitor, 2026). The company can mitigate the issue of exchange rate volatility through open and transparent partnership with local business manufacturers. For instance, Primark already embraces a diversified global sourcing strategy through collaboration with local or regional suppliers (Primark, 2025). Therefore, adoption of a similar approach in Brazil can reduce dependency on imported apparel and improve supply chain responsiveness. Apart from that, the political and legal factors also significantly contribute towards market attractiveness. Brazil provides a secure environment when it comes to legal guidelines, IP protections. These factors effectively support future regional expansion and continuous foreign investment into Primark business operations. However due to complex taxation systems, the company needs to plan carefully. The cultural factors appear less restrictive when compared to political, legal or economic factors as consumers showcase strong demand for fashion on social media. The combination of a massive price sensitive customer base and stable political-legal protections suggests that Brazil offers several opportunities for Primark expansion which outweighs risks associated with import duties or income inequality situations. 
[bookmark: _Toc236307470]1.2.2 Market Entry Analysis Using the OLI Framework
The eclectic paradigm (OLI) framework serves as a holistic model for evaluating foreign entry markets through analysis of ownership, location and internalisation advantages (Dunning, 1988) (Figure 6). The paradigm enabled this report to determine whether the specific business capabilities of Primark, the nature of the market in Brazil and the governance structure create sustainable competitive advantage and internationalisation success.

Figure 6: OLI Framework
(Source: Dunning, 1988)   
Ownership (O) Advantages: In Dunning’s OLI paradigm, ownership advantages are those firm-specific assets that are valuable, difficult to imitate and can be moved across various international markets for the benefit of multinational companies to reduce the disadvantages of being foreign. In primark, the advantages that can support their venturing into Brazil includes, their ownership advantage of having a brand that has an excellent reputation worldwide as a fashion-led and cheap product. The company is recently recognised as the ‘Global disruptive leader in apparel’ with about 486 outlets in 19 countries, showing that it has the ability of replicating its business model across international markets (ABF, 2026). The second aspect of the advantages of ownership concerns the integrated product development and sourcing skills that Primark offers. The company is able to take full responsibility for the development of the products, as well as for purchasing and ethical sourcing, without outsourcing it via brand licensing or procurement. 
There is an appointment report of a dedicated Choif Commercial Officer in 2026 to integrate product, retail, digital and customer functions (ABF, 2026b). Infrastructure material and finance being some of the potent barriers in Brazilian fast-fashion industry, such a vertically integrated business strategy allows fast adjustments of the merchandise range while staying in the position of cost leadership, which cannot be replicated by the local competitors (Bhandari et al., 2022). However, the aforementioned ownership benefits cannot remain untouchable. The mounting competition from digital retailers like Shein and Temu, coupled with the inability of Primark to perform well in certain regions of Europe, show that even brand reputation is not sufficient to ensure success in any international market (Pratley, 2026). Thus, despite the fact that Primark has all necessary ownership assets including brand equity, economies of scale, logistics advantages, and merchandising experience, its successful localisation in Brazil would require adaptation to Brazilian consumer demands and not simply transfer of the European business model.  
Location (L) Advantages:  The most important location advantage of Brazil is the size of the consumer market, as given the leading position of Brazil as the largest economy and apparel market in Latin America as per the Eclectic Paradigm proposed by Dunning. This opportunity is further evident by international retailers, as H&M decided to develop Brazil as one of its priority markets due to the weakening of the demand in Europe and North America and opened its first flagship store there (Reid and Fondahn, 2025). Thus, Brazil provides good prospects for the volume-based strategy of Primark, since it relies on the high number of customers and quick turnover of inventory. Furthermore, large urban centres like São Paulo and Rio de Janeiro have elaborate retail environments that consist of modern shopping malls and well-established supply chains capable of supporting large-scale retail business (Retière and Darly, 2023). The recent expansion of MercadoLibre in terms of logistics infrastructure to the tune of 57 billion reais and establishment of fourteen new fulfilment centers also point to an advanced supply chain environment in Brazil (Reuters, 2026). As such an infrastructure will be valuable for Primark in lowering logistics cost and effective stock replenishment, Primark might be required to evaluate the cost-benefit of using third-party logistics. Consequently,  although the large consumer market and better logistics in Brazil offer an attractive location for the company in terms of their volume strategy, Primark might also need to consider other aspects that may negate those advantages.          
However, Brazil also corresponds to challenges such as a difficult regulatory environment, their relatively high labour cost and logistical shortcoming pose serious issues to foreign retailers. It was seen in the case of Shein, when they attempted to establish Brazil as a regional manufacturing hub, as several domestic suppliers withdrew due to production costs, delivery expectations and regulatory compliance reduced commercial viability (Magalhaes and Reid, 2026). Based on the foregoing, Brazil has been found to be highly attractive as a consumer market, whereas it is considerably less competitive as a low-cost manufacturing location. Moreover, formidable domestic competitors like Lojas Renner are well acquainted with consumers, have huge store networks along with strong supplier networks (Laier, 2025). Such brands further pose competition to the Brazilian retail  market. In this regard, from the OLI framework perspective, it can be seen that Brazil’s main location advantage in relation to Primark stems from its access to markets rather than cost efficiency. In this respect, the presence of a huge customer base in Brazil, coupled with its improved retailing environment and increasing attractiveness to foreign investors, presents very compelling reasons to enter the market.   
Internalisation (I) Advantages: OLI Theory posits that internalisation economies are realised if there are increased benefits from keeping control over the foreign businesses in the hands of firms rather than engaging in external dealings such as franchising and licensing. The need for internalisation is highly critical for Primark since its competitive advantage is based on the consistent execution of its low-cost and high-volume retail model. The international expansion of Primark has largely been based on wholly-owned shops which allow full control of merchandising, pricing, stock control, and ethical sourcing of raw materials and products (Primark Corporate, 2022). Although the recent partnership of the company with Alshaya Group through franchising has occurred in the Middle East, it has taken place only in strategic markets where the help of experienced local partners minimises institutional obstacles (Alshaya Group, 2026). Furthermore, Internal control is more strategic for Primark in Brazil since it allows Primark to keep its unique product development, value pricing, and image from any transaction and monitoring costs that come along with using licensees. The decision of ABF to establish Primark as a standalone business reflects this confidence in their independent international expansion capabilities (Conti, 2026). As such, being entirely controlled by Primark may allow proper implementation and increase the trust of customers. In summary, ownership-based governance in Primark ensures strategic control and consistency in operations.

[bookmark: _Toc236307471]1.3 Entry Mode Strategy and Strategic Synthesis
[bookmark: _Toc236307472]1.3.1 Historical Pattern Recognition
Primark has historically adopted a wholly owned subsidiary (WOS) as its dominant market entry mode. This company owns and operates its stores across major markets like UK, Spain, Germany instead of relying on joint ventures or franchising (Primark, 2026). The wholly owned business model of Primark has strategically allowed it to standardise store layouts in almost 16 European markets (Primark, 2026). Direct ownership also enables the organisation to maintain strict quality and ethical standards across international markets. Even though WOS has several benefits, it requires continuous capital investment and exposes a business towards risk during market entry. For example, the WOS entry of Primark in the USA required an initial investment of $500 million which exposed the firm towards currency fluctuation risks (Rozario, 2020). Therefore, before entering into Brazil, Primark has to make sure to assess this risk against control benefits. 
[bookmark: _Toc236307473]1.3.2 Strategic Fit and Justification
In regard to the past internationalisation strategy followed by Primark, the firm has made use of wholly owned subsidiaries (WOS) with selective franchising in the Middle East region due to its affiliation with Alshaya Group (Primark, 2025). This reveals that the company focuses on ownership and control rather than franchising, which is done in regions where institutional distance exists. Lin et al. (2023) argued that the use of WOS becomes justified when companies have firm-specific advantages that need to be protected, while JV helps in reducing market uncertainties due to knowledge of the local partner but results in higher coordination costs. In contrast to this view, Abdul Ghani et al. (2022) explained that franchising provides fast market penetration with reduced capital outlay, whereas weakens control over brand implementation and customer experience. This implies that Primark poses an exception driven by regional institutional complexity rather than a strategic shift in their global expansion model. 
Brazil represents an environment that is better suited for Primark to continue with its owner-centric strategy rather than opting for franchising and joint ventures. As per the institutional theory, the modes of entry that have high control will have better performances in the long term if the competition between the firms occurs in terms of standardised operational capabilities and brand consistency even though such a mode of entry demands financial resources (Giachetti and Peprah, 2020). On the other hand, the theory of transaction cost advocates that partnership becomes a desirable option only when the value of market knowledge is much higher than the value of control (Seggie, 2012). Even though Brazil is a complicated regulatory environment, the country has a well-developed retail environment, which reduces the dependency of the venture on local intermediaries for distribution and market intelligence.
As such, the use of wholly owned subsidiaries as opposed to joint ventures and franchising appears to be the right entry strategy for the Brazilian market. While joint ventures will allow fast acquisition of local market knowledge and franchising will mitigate risk of investment, both options will have a detrimental impact on the ability of the company to influence the price, merchandising and customer service, which are the key sources of competitive advantage. Franchising through the experienced Alshaya Group in the Middle East market, where institutional barriers are substantially different compared to Brazil, also indicates that franchising is an exception to the rule.
[bookmark: _Toc236307474]1.3.3 Conclusion and Recommendation
Conclusion: In summary,  this assessment reveals that the global integrated nature of Primark, combined with its ownership advantages and international experience, makes the company a good fit for the favorable market potential in Brazil. Although the regulation and currency risks cannot be ignored, the increasing consumer market and the retail environment in Brazil overshadow the difficulties and make a wholly-owned subsidiary an ideal mode of entry.
Recommendation: It is advisable for Primark to use the wholly owned subsidiary (WOS) form of business in entering the Brazilian market, using the phased approach that sees the opening of flagship stores in big cities like Sao Paulo and Rio de Janeiro before moving further into other cities. This method allows the company to maintain its competitive advantage since it maintains full control over pricing, merchandising, procurement and customer experiences despite the high financial risk involved compared to franchising and joint venture forms of business organization. 
[bookmark: _2wgadmxpyvxa][bookmark: _2wgadmxpyvxa]

[bookmark: _Toc236307475]Section 2: Reflective account
[bookmark: _Toc236307476]2.1 Introduction
This reflective account has an aim to evaluate my experience of preparing the strategic analysis and market entry assessment for the proposed expansion of Primark into Brazil with the application of Gibbs' Reflective Cycle. The focus of Gibbs' Reflective Cycle is to describe the overall experience of individuals through different stages that include description, feelings, evaluation, analysis and action plan (Gibbs, 1988; Zafeer, Li and Maqbool, 2023) [Appendix 1]. The purpose of this reflection is to critically examine how I researched, analysed as well as interpreted strategic management concepts while developing Section 1 of the report. The overall reflective process permitted me to assess my strengths, identify areas requiring improvement and understand the role of theoretical frameworks in supporting practical international business decisions. Moreover, with the help of reflecting on each stage of the assessment, I expanded valuable insights into evidence-based strategic analysis, academic research and critical evaluation which strengthen my future academic work as well as professional decision-making.
[bookmark: _Toc236307477]2.2 Description
Throughout the process of conducting Section 1, I first studied the assessment requirements to understand the expected structure and learning outcomes. I worked hard to conduct extensive research using academic journal articles, company annual reports, government publications as well as industry reports to gather reliable information about Primark and the Brazilian retail market. In addition, I also analysed the international strategy of Primark with a focus on incorporating Bartlett and Ghoshal's strategic typology before investigating its global configuration and market attractiveness with the help of political, economic, legal as well as cultural factors. I also applied and made use of Dunning's Eclectic (OLI) Paradigm to evaluate ownership, location and internalisation advantages that support market entry of Primark into Brazil. Throughout the process, I compared theoretical concepts with real business practices through the incorporation of examples from competitors such as Zara, Shein as well as H&M. After completing the analysis, I studied the content several times with an aim to improve logical flow, strengthen academic arguments along with ensuring that recommendations were supported with recent evidence as well as relevant literature.
[bookmark: _Toc236307478]2.3 Feelings
At the initial stage of executing the assignment, I felt confident because I had earlier studied international business theories related to business expansion. However, as I proceeded with the study, I realised that the application of theoretical models to a real organisation required much deeper critical thinking than only clearing up different concepts. Moreover, I found it quite complicated and exhausting to identify recent and reliable evidence that directly supported my arguments regarding the retail market of Brazil and the expansion strategy of Primark. At such times, I became uncertain about if my analysis was adequately critical or merely expressive. Moreover, getting feedback that some recommendations lacked clear justification made me realise that academic writing necessitates stronger integration between evidence and theories. Although this worked towards reducing my confidence at initial stages but at the same time it encouraged me to think more critically about every argument I offered. As I refined the report, I became more confident because I understood the role of theoretical frameworks in justifying strategic recommendations rather than simply describing organisational activities.
[bookmark: _Toc236307479]2.4 Evaluation
One of the robust aspects of my work was to collect information from an extensive variety of credible sources that include company reports, academic journals as well as international organisations. This directly worked towards enabling me to support my strategic analysis with current evidence rather than depend solely on textbook knowledge. The successful application of Bartlett and Ghoshal's framework and the OLI Paradigm also enhanced the structure of my analysis as it proved its excellence by providing logical explanations for Primark's international strategy along with the attractiveness of Brazil as a target market. Furthermore, comparing Primark with competitors such as Zara, H&M as well as Shein supported the overall practical application of my discussion. However, several encounters emerged throughout the process. Initially, some sections focused too heavily on describing theories instead of critically evaluating their relevance to the expansion of Primark. I also identified it as problematic to integrate multiple sources into a coherent argument without the repetition of similar ideas. Feedback highlighted that some recommendations were deficient in sufficient justification and stronger connections between market evidence, organisational capabilities as well as theoretical perspectives. Another challenge was to locate recent country-specific data for Brazil because some statistics varied across different sources. All these experiences demonstrated that effective strategic analysis necessitates not only precise information but also critical synthesis as well as logical interpretation that is supported by evidence.
[bookmark: _Toc236307480]2.5 Analysis
The lecture on the Bartlett and Ghoshal typology combined with the case analysis of Zara's global operations worked towards helping me to understand that while Primark follows a global strategy, the Brazilian market requires selective local responsiveness. The application of Bartlett and Ghoshal's model and Dunning's OLI Paradigm permitted me to understand that theoretical frameworks must be supported by market-specific evidence rather than applied in a descriptive way. Moreover, I also identified the requirement to balance quantitative data with qualitative interpretation while evaluating foreign market entry decisions. Overall, this experience reinforced my critical thinking, research skills as well as my ability to develop evidence-based strategic recommendations for real-world business circumstances.
[bookmark: _Toc236307481]2.6 Conclusion
The assessment proved its proficiency in deepening my understanding of the OLI framework discussed in class and the importance of aligning entry modes with host-country risks, as highlighted in the lecture on market entry strategies. The study also increased my confidence in developing well-justified market entry recommendations while recognising the importance of continuously refining my critical thinking, research as well as academic writing skills.
[bookmark: _Toc236307482]2.7 Action plan
	Skills to improve
	Action required
	Required time

	Critical analysis
	· To improve my critical analysis, I will critically compare multiple academic sources
· Evaluate contrasting viewpoints
	2-3 months

	Academic research
	· To improve my academic research ability, I will use Scopus, Web of Science and Google Scholar to identify recent peer-reviewed studies
· Verify data across credible sources
	3-4 months


Table 1: Action plan

[bookmark: _Toc236307483]Conclusion
In conclusion, the global strategy of Primark together with its ownership benefits as well as the favorable environment in Brazil are key reasons why international business activities will be successful regardless of institutional hurdles. In all, it is best to choose a wholly-owned subsidiary form of entry mode for Primark.
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Figure 7: Gibbs Reflective Cycle
(Source: Zafeer, Li and Maqbool, 2023)
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