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[bookmark: _akb1ciiv5ygi][bookmark: _Toc225332014]Part A
[bookmark: _wpkg01wgy3je][bookmark: _Toc225332015]1. Introduction and Organisational Context
BYD is a Chinese multinational automotive company with a focus on EVs, batteries, and renewable energy solutions. This company has a long history as a vertically integrated powerhouse, being established in 1995 as a manufacturer of rechargeable batteries, yet has evolved through a strategic change to electrification and the development of sustainable transport. The mission of BYD focuses on technological innovation as a future of a greener world, whereas minimising the global reliance on fossil fuels with clean energy ecosystems is BYD’s vision (BYD, 2024a). It is analysed that BYD’s mission remains present-focused and operational, while the vision stands strategically future-oriented. The business model operationalised is that of EV manufacturing, battery manufacturing, and energy storage, allowing the company to achieve cost efficiencies and control the supply chain.
The EV market is also in a booming situation, with the sales amount reaching up to 17million units in 2024 owing to the influence of regulations and the decarbonisation agenda (IEA, 2025). 
[image: ]
Figure 1: Trends prominent across the global EV market
(Source: IEA, 2025)
The figure shows a sudden surge in EV adoption among countries, showcasing the speed at which this industry continues to grow. This growth consolidation supports the strategic positioning of BYD, which consistently verticalizes the model and scale of production to take advantage of the growing global demand for electric mobility. In this regard, BYD contests with companies like Tesla, NIO, or Volkswagen, aiming at strategic positioning within the technological, price, and internationalisation sphere. The competitive advantage of BYD is enhanced by its proprietary Blade battery technology and its capacity to produce in large scale, which underlies cost leadership as well as differentiation.
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Figure 2: BYD positioning as the leader of the global EV sector
(Source: Richter, 2026)
As noted in the above figure, BYD is strategically placed by its recent performance. In sales of new energy vehicles, BYD demonstrated more than 2.26 million new vehicle sales in 2025, more than Tesla's worldwide EV sales (Richter, 2026). Precisely, BYD has become a major producer of EVs globally and more specifically in China as it gears towards global growth. This stance displays an approach that matches the external environment opportunities, including the incentives of policies and technological innovations, in terms of maintaining competitiveness within an ever-changing environment. Nevertheless, Rehman and Jajja (2025) also cited that with increasing rivalry, geopolitical dynamics are also in play, and developing consumer demands need constant strategic response. The case of BYD shows how companies can use their internal strength and external opportunities to attain long-term growth in challenging global contexts and build long-term strategic sustainability based on innovation, scale, and diversification strategy in the international arena.
[bookmark: _cs94t2gpypea][bookmark: _Toc225332016]2. External and Internal Environment analysis
[bookmark: _g3eckunjaznj][bookmark: _Toc225332017]2.1 External environment analysis using the PESTEL framework 
Political factor
BYD is present in a highly dynamic international context as defined by political, economic, social, technological, environmental, and legal forces. On the political front, governments around the world are hastening the move towards electric mobility by offering subsidies, tax breaks, and investing in infrastructure. In China, EV tax exemptions have been increased until 2027, and the approximation is recorded to be around 520 billion Yuan, financing to the local players in the batteries like BYD (Bloomberg, 2023).  Conversely, increasing protectionism is an indication that the European Union is investigating Chinese EV subsidies that have developed enumerated opportunities in terms of expansions and geopolitical risks to BYD.
Economic factor
The EV industry has taken the lead as a key source of economic growth in the world. It is a multi-billion-dollar market worth more than $700b with its place booming by a large margin in the future (Marketsandmarkets, 2026). Also, clean energy industries, one of which is EVs, had an approximate contribution of $1.9trillion, equivalent to around 10% of the GDP of China in 2024, pointing to their macroeconomic importance (Keenan, 2025). This growth has given BYD more sales of cars, with the recoveries estimating its sales of more than 3million vehicles in 2023 (Cheng, 2024). Yet the strength of price competition, especially in China, has exerted some downward pressure on margins.
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Figure 3: Clean Power Sector contributes $1.9trillion to Chinese GDP in 2024
(Source: Keenan, 2025)
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Figure 4: BYD’s record-breaking production EV in 2023
(Source: Cheng, 2024)
Socio-cultural factor
Increasing awareness of the environment and the importance of being eco-friendly is seeking to push consumers towards EVs. Sustainability is important and currently influencing the purchasing decisions of more than 60% of consumers (McKinsey & Company, 2023). Although the trend is in favour of BYD, there are some differences in the consumer perception. BYD has good brand equity in China; nevertheless, it struggles to develop brand reputation in the high-price market leadership as operated by Tesla and European market leaders.
Technological factor
The EV battery market has been estimated to have hit 91.97billion and is expected to exceed by an approximated $251billion in 2035, with the CAGR standing at 9.6% (Marketsandmarkets, 2025).
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Figure 5: Market growth of Blade Battery
(Source: Marketsandmarkets, 2025)
In 2023, BYD demonstrated over RMB39billion of R&D to fund its innovations, including the Blade battery that improves the safety and cost-efficiency (BYD, 2024b). However, the acute technology shifts up competitive intensity, with companies like Tesla and Volkswagen doubling down on advanced battery technology and abbreviating innovation cycles.
Environmental factor
The decarbonisation movement, which is the global trend, intensifies the adoption of EVs, with transport contributing about 24% to global emissions of CO2 (World Trade Organisation, 2021). The net-zero targets set by governments mean even faster demand. However, environmental issues are changing to battery lifecycle effects, such as sourcing of raw materials and recycling, which means companies such as BYD will have to implement more sustainable practices through the value chain.
[image: ]
Figure 6: The share of Transport-related Carbon emissions 
(Source: World Trade Organisation, 2021)
Legal Factors
Regulatory environments are becoming more pro-EV, with policies like the future ban on internal combustion engines proposed by the EU, favouring EVs. Nevertheless, there are tougher safety, data protection, and trade requirements that make compliance more difficult and expensive to operate.
[bookmark: _b4gm5krrb6hz][bookmark: _Toc225332018]2.2 Critical Analysis
It is also observed that the external environment of BYD is defined by the presence of a sophisticated balance between the sources of opportunity and threat that need constant strategic change in response. Kayikci et al. (2022) noted that a critical success factor stands for the aspects that are significant in encouraging organisations to achieve strategic objectives. The CSFs are that BYD is moving in the right global policy trends of decarbonisation. Regulatory assistants, with the help of government incentives, have been able to experience a rapid scale expansion, making BYD sell more than 3million vehicles in 2023. However, this reliance on policy support is also a strategic weakness. In argument with Yingjie (2022), overreliance on government incentives might lead to the exposure of firms to uncertainty due to the policy changes occurring in cross-border markets. Another key success factor is that the high rate of growth of the EV market gives BYD a chance to capitalise on the economies of scale and consolidate its cost leadership status (Jones, Nguyen-Tien, and Elliott, 2022). This growth, however, has also increased competition as price wars have been experienced in important markets. Although the pricing approach adopted by BYD has helped the firm outperform Tesla in terms of world sales volume, it casts doubts on long-term profitability. Tesla and other competitors are more concerned with differentiation, underscoring a strategic trade-off between prosperity and subsistence concerning their margins being driven by volume-based growth.
Socially, the demand of consumers towards sustainable products is a supportive aspect of the strategic positioning of BYD. However, consumer trust varies according to region, posing difficulties. As Rashid Dehkordi et al. (2025) stated, in developed countries, the legitimacy of the brand, as well as the perceived quality of the EV, continues to be an essential prerequisite of EV adoption. This is an indication that macro-level social trends are beneficial, yet the global competitive ability of BYD at a micro-level may be restricted by some micro-level perceptions.
The battery innovation awarded BYD a competitive edge, yet the advantage that exists due to the innovation is short-lived as a consequence of the quick technological change. Thus, the chance of obsolescence exists. Yi et al. (2023) argue that technological leadership is temporary and thus the companies in the high-tech industries should constantly innovate to remain viable. This puts continued pressure on BYD to continue spending substantially on R&D.
Environmental factors also support the strategic relevance of BYD, yet also come with new challenges. Although EVs indeed help to reduce emissions, problems with battery production and recycling represent the necessity to implement a greater scope of sustainability. Legally, encouraging laws like the EU internal combustion engine ban in 2035 have long-term prospects due to the target of 90% CO2 emission reduction (Blenkinsop, 2025). Yet growing trade barriers and compliance demands in the international process increase the complexity of international expansion.
[bookmark: _8jzgvm82k9ra][bookmark: _Toc225332019]2.3 Internal Environment analysis using VRIO Framework
	Resource and Capability
	Valuable
	Rare
	Inimitable
	Organised
	Outcome

	Blade Battery Technology
	Yes
	Yes
	High
	Yes
	Sustained advantage

	Vertical Integration
	Yes
	Yes
	Moderate
	Yes
	Competitive advantage

	Cost Efficiency and Scale
	Yes
	Moderate
	Moderate
	Yes
	Temporary advantage

	Brand positioning
	Yes
	No
	Low
	Yes
	Competitive parity


[bookmark: _mv62v2ip5zo5]Table 1: BYD’s Internal Environment Analysis
(Source: Self-Developed)
[bookmark: _ofhirkvmgs1f][bookmark: _Toc225332020]2.4 Internal Strengths and Competitive Advantage
The internal environment of BYD is defined using the VRIO framework as a proper balance of tangible resources, intangible resources, and organisational capabilities that have served as the foundation of its competitive advantage. One of the major strengths is the vertical integration strategy, whereby it has integrated battery production, semiconductor production, and vehicle assembly. This would allow BYD to manage cost and decrease reliance on the supply chain, which is vital at a time of global upheaval. The in-house battery production enables BYD to produce them in large quantities, about 190-210 Wh/kg, which adds to a larger improvement of approximately 40% over the last generation (Gasgoo, 2026). Contrarily, Tesla uses external suppliers more regularly as sources of battery inputs, which puts them at a higher risk of supply chain issues (Nikkei Asia, 2023). Yet Alzoraiki et al. (2024) point out that, with a high degree of integration, it is possible to lessen flexibility in responding to technological changes. It implies that the power of BYD can both limit its ability and adaptability to quickly changing markets. 
The other important resource is technological capability, and especially the development of the Blade battery. With this innovation contributing to the differentiation strategy, as well as to both cost leadership and cost focus, this technology will increase safety, longevity, and cost efficiency. The reason that BYD has had a continued tendency to allocate adequate resources to R&D is an indicator of its sustained innovation. BYD has an early lead over its competitors, like Volkswagen, which continues to build its battery potential on a large scale. However, with the opinion of Chen et al. (2024), technological advantages may become voluntary in high-innovation industries, and businesses are forced to reinvest constantly to keep up with competition. Therefore, acquired technological power is of great importance, yet it will not provide BYD with wealth in the long run.
Competitiveness is further strengthened by the cost efficiency and economies of scale of BYD. With mass production, the company has managed to experiment with intense pricing strategies that have allowed it to capture more EVs in markets than Tesla. According to Gonen, Tavor, and Spiegel (2024), this mode of leading the market primarily increases penetration, especially in market segments that are price-sensitive. Nonetheless, this approach is in contrast to Tesla, which stresses brand differentiation and high positioning to explain the alternative ways of achieving competitive advantage. As the model makes BYD realise volume growth, it becomes a business that threatens to generate a loss in terms of profitability in the existing competitive markets over a long period.
Brand capability is one more sophisticated aspect of the internal environment of BYD. Although the company has been striving with its brand recognition in China, it is a relatively weak brand globally compared to its established Western competitors. As pointed out by Boro Semiz and Paylan (2023), one of the essential success criteria with which a consumer can be adopted internationally is brand legitimacy. This implies that BYD's internal strengths are not evenly distributed and that strong domestic capabilities are not completely distributed into the global competitive advantage.
[bookmark: _e6cougzc8thw][bookmark: _Toc225332021]3. CSR and Sustainability objectives
[bookmark: _Toc225332022]3.1 Overview of CSR and Sustainability Strategy
The CSR and sustainability strategy is deeply rooted in the business model of BYD, with environmental responsibility being viewed not as an additional activity, but as one of the central strategic forces of the company. BYD has set the target of reducing 50% of CO2 emissions from its operations and strengthening carbon neutrality by 2045 (Potter, 2025). The concentration on electric cars and innovative batteries, as well as the renewable energy proposals offered by the company, is resonating with the worldwide decarbonisation goals, which means that CSR and business strategies are highly integrated. Gomez-Trujillo, Gonzalez-Perez, and Baena (2024) substantiate this claim by stating that sustainability will produce new market opportunities and reinforce the stakeholder legitimacy, ensuring their competitive advantage. Hence, the CSR approach of BYD can be viewed as substantively embedded because the creation of revenue directly correlates with environmentally sustainable products.
[bookmark: _Toc225332023]3.2 Alignment Between CSR and Business Objectives
It is hinted that this alignment could actually be a result of strategic opportunism and not necessarily on the commitment basis of ethics. Ashurov, Musse, and Abdelhak (2024) contend that sustainable companies that are active in the realms of sustainability tend to have a supportive attitude towards CSR practices that support profitability, which casts doubts on the parity on whether such activities are more transformative or are simply a consequence of profit motives. The campaigns that helped BYD achieve its current rapid growth and cost leadership can result in strains with the larger sustainability aims, especially regarding battery sourcing systems and natural resources mining. This points to a likely incongruence between the assertions of the environment and the reality of the operation.
[bookmark: _Toc225332024]3.3 Critical Evaluation of CSR Effectiveness and Strategic Value
Although BYD is involved in a high level of regulation and environmental positioning, the current CSR policy should also be considered through global stakeholder expectations. Battaglia et al. (2025) provide that operational integration has been only one of the ingredients that make successful CSR, and that stakeholders must engage with and make disclosures with credibility. The CSR communication of BYD is not as eminent in the international arena as that of its rivals, including Tesla, which prioritise transparency and brand-based sustainability. 
[bookmark: _iuc2jr7gztre][bookmark: _Toc225332025]4. Comprehensive and holistic view of the organisation
The Balanced Scorecard allows assessing the organisational performance of BYD, offering a holistic method to consider both fiscal and non-financial indicators with attention to the efficiency of the organisation in relation to the strategic plan. Quesado, Oliveira, and Silva (2025) argued that instead of using the established financial metrics only, organisations need a mix of indicators that measure both outcomes and performance drivers of future performance. The given approach is specifically applicable to BYD as the strategy is an amalgamation of cost leadership, technological innovations, and globalisation.
[bookmark: _Toc225332026]4.1 Financial Perspective: Performance and Profitability Drivers
Financially, BYD intends to ensure a long-term increase in revenue and profitability due to volume and dominance in the market. In 2025, the company registered close to 45.5 million sales of the new energy vehicles, thus the company has a positive growth momentum (Jolly, 2026). Some of the key performance indicators are growth in revenue, operating margin, and the ratio of what is utilised in improving equity, where the targets are aimed at ensuring a high level of sales with the objective of increasing its level of profitability amid price rivalry. In 2025, the sales revenue of new energy vehicles was more than 566 billion yuan, with BYD leading in the number of units sold in the world, featuring as the first among the global NEV manufacturers (Leung, 2025). Vertical integration and international expansion are some of the strategies that contribute to cost reduction and revenue diversification. But, as Kaplan and Norton point out, the financial metrics are lagging indicators; that is, good financial performance is a result of efficient operational drivers.
[bookmark: _Toc225332027]4.2 Customer Perspective: Value Creation and Market Positioning
The customer vision is based on value generation based on affordability, reliability, and innovation. The mission of BYD is to increase market share on a worldwide level and build brand image. The KPIs involve some indicators such as the market share, customer satisfaction, and retention rates, where the targets are set on the growth of the penetration in Europe and emerging markets. By the end of 2025, BYD had accomplished a 15.7% global market share (Miao, 2025). This will be spurred by size, innovation, and immense support from the Chinese government (Alvarez, 2025). Consenting to launch competitively priced models and improving after-sales service are some of the strategic initiatives. Even though BYD's performance is high in the Chinese market, the company lacks recognition globally compared to its rivals like Tesla. It is evident that while BYD has ranked 91st, Tesla has already ruled the EV market globally (BYD, 2025). It means that there is a mismatch between the operational capability and the perception of its customers, which shows the significance of customer-related performance standards.
[bookmark: _Toc225332028]4.3 Internal Business Processes: Operational Efficiency and Innovation
On the internal business process dimension, BYD is committed to cutting-edge technological advantage and production efficiency. The targets are low cost of production and fast product development cycles. The efficiency of production, cost of battery per unit, and time-to-market are the KPIs that are important in performance measurement. The vertically integrated model of BYD strengthens control over the main processes, which facilitates cost leadership and innovation (Nogueira et al., 2023). The Balanced Scorecard, however, points out that enhancement of internal processes should deliver back to the customer value and financial results, which is not automatic all the time.
[bookmark: _Toc225332029]4.4 Learning and Growth: Capability Development and Future Readiness
The learning and growth form the foundation of the long-term competitiveness of BYD through its details, giving emphasis on innovation and organisational capability. Targets are to enhance R&D and the development of manpower. KPIs cover R&D spending, patents, and employee productivity, where BYD is spending RMB43.75billion on the R&D, and its cumulative expenditure on R&D is more than $220billion (Chinadaily, 2025). The strategic proposals involve the development of battery technology and digital keys. This is in line with the perspective that innovation and learning are major drivers of future performance and not immediate financial outcomes.
Hence, it can be stated that a Balanced Scorecard shows that to achieve success, BYD needs to adequately synchronise financial results with the way it brings value to its customers, its operations, and its ability to maintain consistent innovation, which guarantees a holistic and sustainable strategic progress.
[bookmark: _q16ow56e6lhm][bookmark: _Toc225332030]5. Strategic Choices and Implementation
[bookmark: _Toc225332031]5.1 Business-Level Strategy: Cost Leadership and Differentiation
The business and corporation-level strategic decisions supported by the aggressive international expansion and diversification depict a hybrid strategy, which is a combination of focus on costs and selective differentiation. On the business level, BYD majorly competes based on cost leadership, which is facilitated by the vertically integrated format and economies of scale. This enables the company to provide electric vehicles at competitive prices, which is one of the factors that has enabled the firm to gain competitiveness in sales magnitude, surpassing Tesla. Nevertheless, differentiating, contrary to pure leaders of cost, has also been taken into consideration, though not to the fullest, by BYD, where its proprietary technologies like the Blade battery are expected to contribute to its safety and efficiency. This middle ground is in line with Porter's claim of firms gaining sustainable competitive advantage by integrated strategies, although it exposes the firm to a lack of consistency in the strategy (Stefan, Popa and Taraban, 2023). However, a more aggressive differentiation plan, a la Tesla's premium positioning, might help in improving brand equity and profitability on a global scale. On the other hand, the persistent focus on cost leadership will enhance the market penetration in the price-sensitive places but put pressure on the margins. As Jerab and Mabrouk (2023) assert, companies that are trying to leverage measures of cost leadership within stiff market competition are oftentimes prone to diminishing returns that stem from price wars. As such, though the current hybrid approach has seen BYD grow rapidly, it might need a re-arousal towards increased differentiation in order to achieve long term sustainability. In this regard, a midline situation, which would be cost-effective and at the same time enhance technological and brand differences.
[bookmark: _Toc225332032]5.2 Corporate-Level Strategy: Diversification and International Expansion
BYD has explored diversification and internationalisation at the corporate level as some of the most important strategic decisions. Its automobile activities are not limited to more than batteries, semiconductors and renewable energy solutions and have synergies across its value chain. This diversification boosts its core EV business and contributes to its resilience (Kurbatska, Kvasova and Lozovyi, 2024). Moreover, the geographic expansion of BYD towards the European and emerging markets implies a transnational approach in which the company plans to penetrate the global market. Nonetheless, there are serious problems with this strategy. According to Jain (2024), the maintenance of global efficiency versus local responsiveness is a complicated matter, per se. The fact that BYD has little brand recognition and regulatory constraints in the Western markets means that the company's international strategy is not that clear yet. It might require a more localised approach to market adaptation, to complement its global scale benefits.
[bookmark: _Toc225332033]5.3 Strategic Implementation and Change Management Assessment
When it comes to strategic implementation, BYD has shown great effectiveness in how the organisation deals with change, especially when it comes to materialising the shifts moving towards becoming the global leader in EV production. This change is an indicator of good leadership and strategic alignment. But the pace of growth has posed implementation risks as well. According to Nagy et al. (2025), scaling fast within dynamic sectors may put organisational resources under pressure and potentially prevent successful performance. The reason behind the change successfully initiated is that BYD is exposed to price wars and regulatory pressures.
[bookmark: _bk3o8vjqj14e][bookmark: _Toc225332034]6. Strategic Evaluation and Recommendations
[bookmark: _Toc225332035]6.1 Evaluation of Current Strategy Using Ansoff Matrix
Ansoff Matrix can be used in a critical analysis of the current strategy employed by BYD, making it clear that the company largely depends on market penetration, backed by its selective product and market development. Its approach to penetration can be illustrated in the example of China, where BYD won the dominant market share in the new energy vehicles, having the advantage of large-scale sales over the last years. Nevertheless, the Ansoff matrix assumes that the returns to penetration in maturing markets are decreasing, especially when there is a significant level of rivalry (Samo et al., 2025). This is evident in the price battle, where the overall decrease in prices throughout the industry diminished profitability among the key players. There is a contrast to Tesla and other firms that have been relatively better at the automotive gross margin due to differentiated positioning, though, and it is this that may limit long-term value creation of BYD in terms of its volume orientation.
BYD has intensified its technological competencies by constantly investing in battery technologies and electrification systems in terms of product development. Although this corresponds to the growth logic formulated by Ansoff, the limitation in the strategic perspective is on value appropriation. By experimenting with novel products and services, de Oliveira Neto et al. (2025) demonstrate that the theoretical benefits of the innovation-driven firms only emerge in instances when technological progress is converted into differentiation experienced by the end-user. In comparison to the premium competitors, the innovation of BYD is more efficiency-driven than experience-oriented, which limits the enterprise from achieving a higher margin.
The growth of the market is addressed in the fast growth of BYD in Europe, Southeast Asia, and Latin America. The company has entered the European markets, focusing on areas with strong policies of EV adoption. Nevertheless, this has been institutionalised with institutional opposition, with the anti-subsidy probe into Chinese EV-producing companies carried out by the European Union. Williamson, Symeou and Zyglidopoulos (2021) claim that emerging market multinational companies frequently experience issues with legitimacy in the developed economies, and it may subvert the approaches to enter the markets despite being competent in their operations. This implies that the global expansion plan of BYD is not localised enough and embedded in institutions.
[bookmark: _Toc225332036]6.2 Gap identification and recommendations
There exists a strategic gap that is critical, and the given one is the difference between size and value capture. Though BYD is cost-effective and has a large volume, it scores poorly in premium positioning and brand equity. This is unlike the competitors like Tesla and BMW, since they use differentiation to maintain their profitability. The premium segment is not robust enough to enable BYD to cushion against the price wars and economic fluctuations. Three pieces of evidence-based recommendations are suggested to address these gaps. First, BYD ought to introduce a high-end sub-brand or product line to improve the differentiation and profitability. Genesis by Hyundai reveals the reasons that companies have managed to shift up without losing their mass-market operations (Hyundai, 2026). Second, BYD needs to move to the next level of localisation in foreign markets via joint venture or local production. As an illustration, the relationships with Volkswagen in China have allowed adjusting to the regulations and accepting the market, implying a similar approach that can be applied to BYD in Europe (Autonews, 2025). Third, BYD needs to create value capture that is more brand-oriented, which means applying technology in combination with customer experience. Apple's strategy describes how companies can transform technological capabilities into perceived value in terms of design, integration of ecosystems, and branding.
[bookmark: _c59q18tlas7h][bookmark: _Toc225332037]Part B
[bookmark: _j3aabr6qb8d2][bookmark: _Toc225332038]Reflection
This reflective report utilises the reflective cycle as developed by Gibbs to critically assess my research, analysis, and preparation of the strategic analysis of BYD. The steps involved in the cycle, such as description, feelings, evaluation, analysis, conclusion and action plan, allow us to engage in structured reflection and deeper learning.
Description
The description stage involved a systematic task in developing the assignment, which started with the choice of BYD as a strategically relevant but not well-analysed organisation. To make sure that the data gathered was credible, I used annual reports of companies, other sources of information within the industry, including the International Energy Agency, and academic literature. To analyse both the internal and external environment, I used essential strategic models, such as PESTEL, VRIO, Balanced Scorecard, and Ansoff Matrix. Reflective practice also helps to engage theory with practice and to improve the level of analysis, as Spaska points out (2025). I was trying to integrate theoretical models and empirical evidence as much as possible throughout the process to reach Level 7 expectations.
Feelings
Regarding emotions, I felt confident about the choice of a unique company at first because it would increase originality. I was, however, also in doubt about incorporating more than one framework whilst keeping on having critical depth and avoiding descriptive writing. This was added pressure, given the complexity of balancing word limits of analytical rigour. Koudsia and Kirchner (2024) claim that postgraduate learners usually have to perform multiple theoretical models at once, which causes cognitive overload, and I found that to be applicable to me during the process.
Evaluation
The assessment phase shows that there are some strong circumstances, as well as weaknesses, in my method. One of the essential strengths was the fact that the information used to prove the points was credible and recent, which contributed to the enhanced reliability of my analysis. Moreover, I was able to use various frameworks to give a comprehensive approach. But another important drawback was that key insights that were known were repeated in separate sections, and this decreased the efficiency of the analysis. Synthesis instead of redundancy of ideas, with highlighting the need to write critically; however, Chukwuere (2024) notes that my work was not as concise and integrative as it could have been.
Analysis
The analysis step revealed to me that initially, I concentrated on expressing knowledge of frameworks, as opposed to critically incorporating them into my practice. This led to redundancy when it comes to arguments, especially in the cost leadership and technological competency of BYD. Schuller-Zwierlein et al. (2022) imply that it is mandatory that higher-level academic work must not simply have its perspective, but comparatively and critically assess rival viewpoints. Another opportunity I got was the understanding that I was using a few main statistics, leading to the lack of evidence diversification. Stremersch et al. (2022) state that the credibility and depth of strategic analysis are promoted by the use of diverse and situation-specific data. Also, I discovered that I needed to refine my sample several times in order to combine theory with real-world examples, since initial versions were more descriptive than analytical.
Conclusion
During the final process, I was able to learn that strategic analysis involves a combination of application, empirical analysis, and critique of theories. I realised the need to organise the formulation of arguments into sections where one section adds some value to another. London, Sessa and Shelley (2023) also focus on the idea that critical reflection will help increase self-awareness and future performance. This experience has strengthened my notion of how to come up with more intricate and consistent arguments.
Action Plan
	PRIORITY
	SKILL
	CURRENT ABILITY
	TARGET ABILITY
	DEVELOPMENT OPPORTUNITY
	CRITERIA TO JUDGE SUCCESS
	TIME FRAME
	EVIDENCE

	1
	Critical Analysis and Avoiding Repetition
	Able to apply frameworks but tends to repeat similar insights across sections
	Ability to produce concise, non-repetitive, and progressive critical arguments
	Practice critical writing using journal articles; engage with contrasting theories; rewrite sections with a focus on synthesis
	Reduced repetition; each paragraph presents a unique argument; improved feedback from tutor
	4–6 weeks
	Improved assignment drafts, tutor feedback, and reduced redundancy in writing

	2
	Use of Diverse Evidence & Data
	Relies on limited core statistics and sources
	Ability to integrate varied, high-quality, and relevant data from multiple sources
	Use databases such as Statista, IEA, and peer-reviewed journals; compare competitor data; maintain research log
	Inclusion of diverse and relevant statistics; stronger evidence-based arguments
	3–5 weeks
	Reference list diversity; inclusion of multiple data points; improved academic rigour

	3
	Structuring High-Level Academic Arguments
	Understands theory but struggles with linking ideas progressively
	Ability to develop logically structured, coherent, and critically linked arguments
	Practice structured writing (PEEL method); review high-quality journal articles; seek feedback
	Clear logical flow; improved coherence; better alignment between sections
	4 weeks
	More coherent assignments; positive tutor comments on structure

	4
	Time Management & Editing Skills
	Limited time spent on revision, leading to missed refinement opportunities
	Ability to allocate time for drafting, reviewing, and refining work effectively
	Create a writing schedule; dedicate time for editing and proofreading; use revision checklists
	Improved clarity and coherence; fewer errors; refined arguments
	2–3 weeks
	Draft versions showing improvement, reduced errors, and timely submission


Table 2: Action Plan for Personal Growth
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