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[bookmark: _Toc236153232]1. Organisational Context and Overview
A critical aspect for successful organisation is effective strategy management. According to Fuertes et al. (2020), strategy stands for the long term goals and the objectives of a company, the adoptions of action, and the allocation of necessary resources for the accomplishments of objectives. The organisations that pay strong attention towards strategy management always have better results in any market in comparision to the one who do not pay any attention. The organisation selected for this assignment is Starbucks in the United Kingdom(UK). 
Established in 1971 and headquatered in Seattle, Starbucks is a coffee shop chain that has extended to all the corners of the world (Starbucks, 2024a). Started as a single roastery and retailer of whole bean coffee, Starbucks transformed into a leading coffee chain under Howard Schultz. In the UK the brand operates under Starbucks EMEA. Starbucks entered UK in 1998, and by 2025 the organisation has more than 1,424 stores in the United Kingdom (Statista, 2025). The stores operate through a combination of company-operated and licensed outlets and serve millions of customers across UK anually. 
Mission of Starbucks is to inspire and nurture the huamn soul by its finest coffees; one cup, one person and one neighbourhood at a time (Starbucks EMEA, 2026a). This mission showcases that starbucks is committed to deliver high quality coffee that offers meaningful customer experience and support the community in which it operates. The business model of the organisation consits of company operated retail stoe, licenced and franchise stores, and consumer packaged goods sold through grocery channels. Revenue is generated through direct retail sales in company operated stores and licencee fee from the partner operated stores. 
The branded coffee market of UK is very saturated and operates under the wider food-service QSR (quick-service restaurant) industry. According to Statista Research Department (2026), the consumer spending on tea coffee and cocoa has doubled in between 2014-2024. In 2025, the industry is valued at nearly seven billion British pounds, which is an increase of 1.7 billion from 2019 (Statista Research Department, 2026). The key branded coffee chains QSR in the market are Gregg, Costa Coffee, Starbucks and Café Nero. In 2026, Gregg is the largest QSR chain in the UK, in terms of unit with more than 2,735 units across the country (Greggs, 2026). In terms of branded cofee houses Starbucks has captured 18.7% of UK market share next to Costa Coffee (Lumina Intelligence, 2025). Starbucks require a strong strategy to ensure better market share and wing market leadership in UK. 
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To understand the influence of external environment on any organisation PESTLE framework is an adequate tool. Christodoulou and Cullinane (2019) have stated that PESTLE analysis is an analytical tool for strategic business planning that provides strategic framework for understanding external influences on a business or other form of entity. A detailed PESTLE analysis for Starbucks in UK is discussed below-
Political
The government in UK is stable but post Brexit trade frictions impact the import cost of the coffee beans (Governmnet of Netherlands, 2021). Furthermore, the UK government recently has increased the National Living Wage and National Insurance contribution have raised the labour cost for hospitality business (Davis, 2026). Starbucks UK employs hundreds of employees across UK through both company owned and licensed stores that has led to increased operational expense for the organisation. 
Economic
The economic conditions of a country directly impact the spending power of the consumers. According to a recent PwC survey there is a fast fall in consumer confidence in UK as the consumers worry about Iran USA war’s impact on economy and their personal finances (Knowles, 2026). Persistent high cost of living pressure has made has made the consumers in UK more price sensitive and they might not want to spend on premium coffee. The UK coffee market itself continues to grow in value term suggesting resilient underlying demand of coffee. 
Social
There is a growing café culture in UK. Furthermore, remote workers are reshaping coffee shops into informal, low-cost offices, challenging the third space dynamics (Perfect Daily Grind, 2026). Rising health demands and demand for plant-based option has raised the request for low sugar beverages, dairy free alternatives, and healthier food options. Starbucks has also removed surcharge from non-dairy surcharges in response to the increasing consumer demand (Dean, 2021). Furthermore, given price pressure many consumers are trading down to less expensive coffee options that has put pressure on premium pricing strategy of Starbucks. 
Technological
Technology has become one of the most critical competitive advantages of Starbucks. Starbucks have used digital innovations such as Starbucks reward programme, mobile ordering, personalised promotions, and contactless payment system (Starbucks, 2026b). The technological advancements offer Starbucks with opportunities to improve the customer experience  along with gaining operational efficiency to improve the overall customer experience. 
Environmental
In UK there is an increasing regulatory and consumer pressure regarding sustainable packaging, waste reduction and carbon disclosure (UK Business Climate Hub, 2026). The consumers expect the businesses to reduce waste, minimise the carbon emission, and adopt sustainable packaging solutions. Starbucks has introduced multiple initiatives such as recyclable packaging, investments in renewable energy, etc to support its sustainability objectives (Packaging Europe, 2018). However, Neus (2026), has claimed that environmental watchdog organisation Beyond Plastics conducted a survey and found Starbucks inititaive to be a green washing attempt. The brand needs to become more accountable in UK regarding sustainability. 
Legal
There have been some UK employment law changes in UK such as Employment right bills, wage floors and zero-hour contract reforms (John and Jayne, 2026). These laws impact the part time workers and hourly paid barista workforce. Failure to comply with the legal requirements could result in financial penalties and reputational damage. 
The PESTLE analysis highlighted multiple opportunities for Starbucks UK such as digital innovations, consumer demand for ethical products, and increasing preference for better coffee experience and café culture. However, there are several threats for the brand in UK as well including rising labour cost, inflation, volatile coffee prices, climate change, intense competition, and increasing regulatory requirements. 
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VRIO analysis is based on resource-based view. According to Larbi et al. (2024), VRIO framework focuses solely on evaluating the internal resources and is intended on identifying the resources that makes the firm more competitive specifically. A detailed VRIO analysis for Starbucks in UK is discussed below (see Table 1). 
	Resources 
	Valuable
	Rare
	Difficult to imitate
	Organised
	Implication

	Global brand equity
	Yes
	Yes
	Yes
	Yes
	Sustainable Competitive Advantage

	Premium customer experience
	Yes
	Yes
	No
	
	Temporary Competitive Advantage

	Starbucks Reward Loyalty Program
	Yes 
	No
	
	
	Competitive Parity

	Ethical sourcing (C.A.F.E. Practices)
	Yes
	Yes
	No
	
	Temporary Competitive Advantage

	Innovation
	Yes
	Yes
	No
	
	Temporary Competitive Advantage

	Store network and locations
	Yes
	Yes
	No
	
	Temporary Competitive Advantage


Table 1. VRIO analysis for Starbucks UK. Source (Author)
The VRIO analysis showcases that the brand identity and reputation is the biggest strength for Starbucks. According to El Nemar et al. (2025), brand reputation is an intangible resource that can become a source of competitive advanatage and superior performance. There are multiple resources and capabilities that Starbucks are that can lead to development of sustainable competitive advatange including its ethical and global sourcing strategy, its real estate selction across UK, an the premium experience that the organisation offers the consumers. Nissa et al. (2026), has claimed that the customer experience strategy of the brand is its strongest competitive advantage. The brand offers more than just beverages, it creates an unique environment that combines comfort, premium services, music, interior design and social interaction. The “third place” concept developed by Starbucks differentiates it from many competitors as the customer experience both emotional and psychological value the functional value of coffee products. 
Innovation also offers strong competitive advantage to the brand; although, it can be replicated by the competitors it is one of the differentiators for the rband. Starbucks keep on introducing new menu items, seasonal beverages, healthier product options and plant based alternatives to meet the changing consumer preferences (Nissa et al., 2026). Furthermore, the company has developed strong global supply chain system to maintain consistent product quality and ensure reliable product distribution across international market. However, the loyalty program of the brand doesnot offers it any advanatage as it is not rare and can be easily replicated by the competitors. Overall, Starbucks stands at a strong position with multiple resources offering it strength in UK market. 
[bookmark: _Toc236153236]2.3 SWOT analysis
SWOT analysis is a critical part of strategy management. Gürel and Tat (2017), describe SWOT analysis as a tool used for strategic planning and strategic management in organisations. It can be used effectively to build organisational strategy and competitive strategy. A detailed SWOT analysis for Starbucks is presented below (see Table 2). 
	· Strengths
· Global Brand recognition
· Strong customer loyalty
· Innovative digital Ecosystem
· Ethical sourcing
· Premium Customer Experience

	· Weaknesses
· Premium Pricing strategy
· High Operating cost
· Dependence on sale of coffee
· Labour intensive operations
· Vulnerability towards supply chain disruption


	· Opportunities
· Increasing Digital Ordering
· New Plant based products
· Sustained consumer demand
· Expansion into suburban areas
· AI driven personalisation

	· Threats
· Inflation and rising cost
· Intense market competition
· Climate change
· Changes in consumer buying behaviour
· Changes in employment regulation



Table 2. SWOT analysis for Starbucks. Source (Author, taken from analysis below)
Strength
The key strength of Starbucks lies in its brand recognition and its ability to differentiate itself by offering a premium customer experience than its rival brands. According to Rosenbaum and Dickens (2025), Starbucks has placed itself as a place for in person socialisation instead of a brand defined by mobile transactions. The brand has embodied ‘Third Place’ concept by developing a welcoming environment that is characterised by comfortable seating, the rich aroma of coffee and personal touches such as names on the cofee cups. Ethical sourcing and digital ecosystem also support the differentiation of the brand in the market. In UK market Starbucks has a strong 96% brand awareness and more than 80% brand loyalty (Statista, 2022) (see Table 2). These strengths can be further exploited by the brand in its favour. 
Weaknesses
The premium positioning of the brand also offers it vulnerability specifically during the times of economic uncertainity. Furthermore, dependence on employees for ensuring great service requires greater efforts from Starbucks. In UK there are more than 1372 stores of Starbucks (ScrapeHero, 2026). Maintaining the same service level is a difficult task specially when the mode of operation also involves licencing. Furthermore, Starbucks supply chain is vulnerable towards disruption. For example, in 2024 a ransomeware attack on third-party vendor disrupted a back end Starbucks process that enables employees scheduling and time tracking (Reuters, 2024). The consumers may prefer to shift to low cost competitors such as Greggs or McDonalds. 
Opportunities
The external environment of UK offers ample of opportunities to Starbucks. The consumer demand for ethical sourcing and climate conscious brands aligns with Starbucks sustainability and ethical sourcing initiatives (Starbucks UK, 2026a).  Furthermore, Starbucks can improve its competence in the market by investing in artificial intelligence, personalised marketing along with making operations more environmentally and socially responsible. In 2012, Starbucks in UK was accused of failing to pay British Corporate Income taxes (Campbell & Helleloid, 2016). The organisation needs to become more responsible both in legal and CSR aspects. Furthermore, the organisation can focus on reaching new locations across suburban cities across UK. Currently Starbucks has a total of 1372 stores across uk whereas its competitor Greggs has 2,735 units across the country (Greggs, 2026). Starbucks can focus on its licencee model and introduce more stores and focus on collbaorative growth. The brand can also focus on innovations such as menu innovation to capture the health concious consumers as well. For example, Starbucks introduced Protein Cold Foam in UK in 2026 (Starbucks UK, 2026b). The organisation can focus on developing similar protien focused menu for better customer traction. 
Threats
The biggest threat that Starbucks faces in UK is intensely competitive market. In 2025, the number of branded coffee shop outlet in UK was estimated to be 12,000 including both coffee focused and food focused business (Statista Research Department, 2026). Starbucks is facing competition from brands such as Costa Coffee, Caffè Nero, Pret, Greggs; there are also growing challenges such as Black Sheep Coffee (Stacey, 2026). Furthermore, the constantly increasing inflation in terms of coffee pods, dairy, labour, energy etc is a threat for Starbucks UK (Starbucks, 2024b). The frequent changes in consumer demand is another threat that is challenging for the brand. The brand has consistently responded to the change in consumer demand through actively managing its menu offerings. So far the company has responded effectively to changing customer preferences, consumption, or spending behaviour including health and wellness trends (Starbucks, 2024b). Starbucks also needs to be aware about climate related risks associated with global supply chain. According to Zhou et al. (2022), climate change has a significant impact on cofee quality and quantity. The authors further claim that, Arabica coffee which accounts for 70% of global coffee production, could decrease by 50% or more by 2088. 
Overall, there is a strategic tension between Starbucks Premium brand promise and UK consumer environment that is more and more evolving towards favouring value and authenticity. To sustain its competitive advantage Starbucks need to focus on digital innovations, operational efficiency, and sustainability by effectively managing rising cost and changing consumer preferences. 
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Economic growth and profit maximisation has been seen as the purpose of the organisations for the longest. However, over the years the organisations have come to realise the importance of CSR for sustaining in the business and gain a holistic growth. According to Gozdan and Sudolska (2019), CSR means the commitment of an organisation towards sustainable economic development, working with their employees, their families, the community and society at large. The CSR strategy of Starbucks is focused around three critical pillars that are ethical sourcing, environmental stewardship, and community partner welfare. Their initiatives aligns with Caroll’s CSR pyramid that focuses on economic, legal, ethical and philanthropic responsibilities of an organisation to ensure it is attaining its sustainability goals (see Image 1). 
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Image 1. Carroll’s pyramid of CSR. Source (Carroll, 2016)
Ethically, Starbucks has pursued near total 99% of the ethically sourced products (Starbucks, 2020). In 2004, the brand launched Conservation International, Coffee and Farmer Equity Practices (C.A.F.E. Practices) that was aimed at promoting sustainable, profitable and sustainable coffee growing practices (Starbucks, 2026a). Environmentally, the brand has adopted a greener storefront and is following this practice in EMEA region as well. The organisation codeveloped this practice with World Wildlife Fund (WWF) developing lower impact stores that help in reducing carbon emission, water usage and landfill waste (Starbucks, 2024c). Furthermore, the brand has also saved $60 million globally utilising this initiative which is a rare example of CSR initiative that is value creating and legitimacy building at the same time. On economic front, the brand has experienced a revenue of £556.3 million in 2025 which was a growth of 5.8% from 2024 (Starbucks, 2024c). Starbucks is a good example of how effective CSR initiatives might enhance rather than diminishing the shareholder value. 
However, at times the initiatives announced do not match the actual practice of the brand. In UK, Starbucks corporate tax fraud attracted a lot of scrutiny in 2014 that led to a lot of reputation scrutiny and need of greater transparency by the brand in UK (Campbell and Helleloid, 2016). Furthermore, the brand was accused of green washing by Watchdog group claiming that none of the cups were actually being sent to the recycling facilities as claimed by the organisation (Neus, 2026). For its CSR function to act as the source of the competitive advantage Starbucks need to explicitly link its store level sustainability savings, ethical sourcing credentials and fair treatment to its core ‘Back to Starbucks’ narrative. 
Overall, the CSR initiatives of Starbucks are aligned with its business objectives of becoming premier purveyor of the finest coffee in the world. The ethical sourcing, the recycling initiatives and greener storefront initiatives are all linked with ensuring premium experience and ethical conduct that the consumers are looking for. Although challenges exist regarding greenwashing, carbon emissions and increasing stakeholder scrutiny Starbucks has successfully embedded CSR into its core strategy. 
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Many organisations are adopting balanced scorecard to improve their performance. According to Quesado et al. (2018), BSC is an adequate tool to select a balanced set of indicators and objectives that reflect the strategic vision of the organisation, helping the organsiations to meet their stakeholders expectations to articulate and communicate strategic objectives and to evaluate their implementations. BSC has the power to transform the mission and strategic objectives into objectives. A detailed balanced Scorecard for Starbucks UK is discussed below. 
	Perspective
	Objective
	KPIs
	Targets
	Initiatives

	Financial Perspective
	Increase Revenue growth
	Annual growth of revenue percentage
	8–10% growth annually
	Launch menu items Seasonally.
Increase Digital Sales.

	
	Imcrease operating Profitability
	Increase in profit margin percentage
	2-3% growth in operating margins
	Ensure Cost Optimisation.
Invest in supply chain efficiency. 

	
	Increase store sales
	Comparable growth in store sales
	5-7% increase annually
	Launch of seasonal product. 
Personalised promotions according to the store and location. 

	
	Increase the spending of the consumers
	Average transaction value in (£)
	5% increase in average spend. 
	Premium personalisation. 
Product Bundling. 

	
	Improve revenue from digital platforms
	Mobile app sales percentage
	10% growth in digital sales
	Promotion of mobile ordering. Associate Starbucks rewards with mobile orders. 

	Customer Perspective 
	Increase customer Satisfaction
	Customer satisfaction score
	>90% score
	Faster service.
Improved quality of beverages. 

	
	Improve customer loyalty
	Active members of Starbucks rewards
	10% growth in annual membership
	Personalised rewards. 
Exclusive Promotions. 

	
	Improve the advocacy amongst customers
	Net Promoter Score 
	NPS>75
	Enhance personal experience. 
Ensure service consistency.


	
	Improve the digital engagement
	Increase in mobile app usage
	10% enhancement
	AI powered recommendations.
Service Recommendations.

	
	Enhance customer retention
	Percentage of repeat purchase
	>85% repeat customer
	Loyalty programmes.
Personalised Offers. 

	Internal Business Process Perspectives
	Improve service efficiency
	Time for fulfilling average order
	<5 minutes for each order
	Mobile ordering.
Optimisation of workflow.

	
	Enhance the operation quality
	Order accuracy percentage
	>95% accuracy
	Impart employee training.
Digital order verification.

	
	Reduce the wastage
	Food waste percentage
	20% reduction in waste
	AI demand forecasting.

	
	Improve the resilience of Supply chain
	Supplier compliance rate
	100% C.A.F.E practice 
	Audits of ethical sourcing.

	Learning and Growth Perspective
	Improve the employee engagement
	Employee engagement score
	>85% engagement score
	Employee wellbeing programme.

	
	Minimise employee turnover
	Staff Turnover rate
	Reduce turnover below industry average
	Offering benefits. 
Career development plan. 

	
	Enhance leadership capability
	Rate of internal promotion
	>50% internal promotions
	Leadership Development programme

	
	Promote diversity and inclusion
	Diversity representation in percentage
	40% represenation of either gender. 
20% LGBTQ
	Inclusive recruitment and mentoring

	
	Enhance digital capability. 
	Employee digital competency score
	>70% employees digitally trained.
	Digital Skill training. 
AI literacy programme.  


Table 3. balance Scorecard for Starbucks UK. Source (Author)
The BSC discussed above showcases the initiatives that the brand can take to accomplish its objective of becoming the world’s choice as the place for coffee. However, the organisation should focus on refining its BSC by incorporating environmental and social indicators as well such as carbon emission, reusable cup adoption, and better ethical sourcing performance. The BSC offers a more comprehensive performance management framework to Starbucks UK that aligns the operational activities with mission, strategic objectives and long-term competitive advantage. 
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At the business level Porter has given generic strategic framework that has identified broad options that the organisations should choose including  cost leadership, differentiation, and focus (Islami et al., 2020). In the cost leadership strategy, the firms minimise the overall cumulative costs of their overall value chain activities compared to their key competitors (Marfo-Yiadom et al., 2025). Starbucks have benefitted from economies of scale, operational efficiency and tight cost control. However, the brand has positioned itself as a premium brand. The consumers associate the brand with superior coffee quality, personalised beverages, store ambience and customer experience rather than low prices. Therefore, cost leadership is not the right strategic choice for Starbucks UK. 
In the focus strategy the firm targets niche market that is often overlooked by other competing firms in the broad markets and either focus on exploiting the benefits of a low-cost strategy and differentiation strategy (Marfo-Yiadom, et al., 2025). Since, Starbucks primarily serves urban professional, students and other premium coffee users. However, its national presence across the country showcases that the brand does not want to serve any niche consumers. In the differentiation strategy the firms the firms carefully studies buyer needs and behaviour, values and willingness to pay for a unique products and services. Differentiation strategy focuses on incorporating features that both appeal to buyers and create sustainably distinctive products offerings (Marfo-Yiadom, et al., 2025). Starbucks should adopt differentiation strategy; competing on experience, brand, consistency, and digital convenience rather than the prices. 
The brand can reinvest in staffing level, ambience of its cafés, order fulfilment speed, and menu innovation. This strategy combines offering premium product differentiation using artificial intelligence and personalisation, digital customer engagement, and environmentally sustainable operations. 
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Porter’s five forces model will help in understanding why differentiation instead of cost leadership is a better option for Starbucks instead of cost leadership. According to Pangarkar and Prabhudesai (2024), Porter’s five forces model offers an integrated view of external environment that goes beyond the existing competition in the industry. The threat of new enterants in UK market is moderate as the capital required for capturing the key coffee sites in UK is very high. However, brands such as Black Sheep Coffee, Blank Street etc have entered the market by keeping smaller shop front and franchise light model and they are scaling fast (Charles, 2025). Due to its strong supplier network, C.A.F.E model and relationship building the bragaining power of suppliers is moderate for Starbucks in UK market. However, the UK buyers experience low switiching cost between cofee chains and increasing comparable cost and quality. Furthermore, substitues such as tea are low cost options for the consumers. Starbucks needs to differentiate itself from the competitors as the competitive rivalry is very high in the UK market. (Statista Research Department, 2026). The market currently is led by Costa Coffee and , Caffè Nero, Pret and fast-growing challengers such as black Sheep Coffee are already in the market. 
With strong buyer powers, substitutes and intense competition Starbucks cannot rely on the structural market power, and differentiation offers the biggest protection to the brand. 
[bookmark: _Toc236153243]4.3 Recommended Strategy and Expected Performance Outcomes
Based on the analysis above the strategy recommended for Starbucks is Differentiation strategy. The organisation can accomplish the same by 1. Investing in maintaining the premium in store experience, and service speed under ‘Back to Starbucks’ initiatives, 2. Expanding the regional licensee model which realigns the incentives between Starbucks and UK licensees to ensure more disciplined and locally responsive store growth (Starbucks EMEA, 2026b). This will help in targeting the identified weaknesses and threats to the brand in UK including inconsistent experience and the threat of intensifying rivalry. 
When executed effectively this strategy will help in enhancing the competitive advantage and performance of Starbucks. First, it offers a new sustainable competitive advantage that is differentiated in store experience  which might be difficult for the value oriented or the price-based competitors of the brand to replicate. This differentiation strategy will lead to increased loyalty and enhance the switching cost for the consumers (Tojiri, 2023). Finally, the use of greener stores as a sustainability cost initiative can offer better reputation, help in cutting costs and lead to better operating costs for the organisations. 
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The first challenge in implementation of this strategy is the cost of reinvestment when the brand is already facing margin pressures (Starbucks, 2024b). To mitigate this pressure the organisation needs to implement phased investment plan. It can first invest in high footfall stores and use the amount saved through greener store initiative to fund the differentiation changes. 
Starbucks in UK face labour pressure and high turnover rates. New changes might also experience resistance from the workforce as they might not be willing to add extra burden to their duties. According to Mbarek (2024), Leadership play a very important role in facilitating successful change. The managers of the stores and at regional level will play acritical role in retaining the employees and offering them Barista training, good career progression and emgagement. 
A premium differentiation strategy might backfire on Starbucks with increasing price sensitivity amongst the consumer given the cost-of-living pressure that the organisation is facing (Knowles, 2026). The brand can prevent its premium positioning by offering discounts through loyalty app-based value offers such as bundle offerings without undermining the wider brand promise. 
The analysis indicates that sustainable differentiation strategy will offer distinct position to Starbucks. By integrating product differentiation, digital innovations, sustainability, employee engagement and offering superior customer experience Starbucks can develop sustainable competitive advantage in UK market. This strategy will help the organisation to accomplish long term sustainable growth in the highly competitive UK market. 
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I have used Gibbs reflective cycle framework to reflect on the process of researching, analysing and preparing for the 1st part of this assignment. 
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Image 2. Gibbs reflective Cycle. Source (Ocampo et al., 2025)
Description
The aim of this assignment was to evaluate the current strategic position of Starbucks in UK and propose recommendation to enhance its competitive advantage. The report required application of multiple strategic frameworks including PESTLE analysis, VRIO analysis, SWOT analysis, Caroll’s pyramid, Porter’s generic strategy and Five force model etc. the research process consisted of collecting information from diverse academic and other professional sources. This includes Peer reviewed journal articles, textbooks on strategic management, annual report of Starbucks, market research report and multiple websites. Furthermore, I used the lecture slides as a guide to ensure that the report aligns with the theories and framework that were taught across the module. 
Feelings
At the beginning of the assessment, I felt overwhelmed with the number of frameworks that needed to be integrated across the report. I was familiar with the frameworks individually such as SWOT analysis and PESTLE. However, I had not used them by connecting one framework to another. As I progressed and started researching about each of the framework my confidence gradually increased. The lecture materials also offered me with better understanding of the strategic management flow such as how the external and internal environment analysis helps in identifying strategic options for the organisation. I also became more confident in critically analysing Starbucks instead of simple describing its strengths and weaknesses. 
Evaluation
I believe that the research process was successful as I was able to combine the academic theory with  the real-world business practice. What worked well was that I was able to associate each of the framework with the current and verifiable evidence. For example, I was able to use actual UK market share figures to offer correct evidence instead of relying on generic assumptions about Starbuck’s position. This helped in strengthening the practical relevance of the report and led to a deeper understanding of strategic management. Another positive aspect was integrating CSR and sustainability into the overall strategic decisions of the firm. I was able to identify the growing importance of environmental and social responsibility in contemporary strategic management. 
However, a few challenges that I faced were time management and large amount of data handling. Starbucks reports on sustainability and annual reports were extensive but analysing it and also searching data on analysing all the claims made by the organisation was difficult. Similarly, Given the pressure of other assignments and deadlines I found time management difficult on time. I also recognised that some of the evidence overlapped in terms of frameworks and it was critical to avoid unnecessary repetition. 
Analysis
The assignment helped me in understanding that the strategic framework is not as impactful as isolated checklist as they are when integrated together. PESTLE and five forces explained how the differentiation strategy made sense for Starbucks. VRIO analysis explained how specific resources made the differentiation possible and defensible for the brand. Whittington et al. (2019), have stated that strategic analysis, choice and implementation are interlinked stages instead of being a linear checklist. The recommendations are only credible when they are supported by real evidences through multiple analysis. I also realised the importance of triangulating the sources; multiple sources in the early research showcased rounded or inconsistent market figures. Overall the assessment helped in understanding strategy as not a planned exercise but a continous process that involves implementation, evaluation and organisational learning. 
Conclusion
Reflecting on the assignment I have realised that researching, analysing and preparing for the assessment have improved my ability to undertake strategic analysis using multiple complementary frameworks. I developed better analysis of how an organisation can manage its strategy utilising competitive strategy, sustainability, digital transformation and organisational performance. The assessment strengthened my research skills, and I also became more confident in applying theory in integration of practical evidence to develop effective strategic recommendations. However, I have also understood that I need to develop better research skills, time management and analytical skills to ensure better report development and decision making. 
Action plan
	Area of development
	Gap Identified
	Action
	Measurement
	Time Frame

	Critical Analysis
	I am not very adept at critically thinking and applying decisions based on the analysis. 
	Solve case studies from the free sources available online and real case organisations. 
	Perform excellent critical analysis in next 2 assessments. 
	3 months

	Research skill
	I need to better manage large volume of information. 
	Develop a structured literature review process and use a reference management software. 
	Improved quality of evidence in next assessment and positive feedback from module leader. 
	Within 2 months

	Time management
	Unable to deliver projects before time. 
	Use Pomodoro technique and time management software. 
	Deliver next 3 assessments on or before deadline. 
	3 months

	Reflection Skill
	Unable to gather thoughts and learn from experience.
	Maintain an academic reflection journal where I will reflect on my academic experiences during and after module. 
	Make atleast 5 journal entry every 15 days for better reflection skills and clear learnings from experiences 
	Ongoing 


Table 4. Action plan for self. Source (Author)
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