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[bookmark: _Toc237088536]Section 1: Report 
[bookmark: _a81gtdaz9ztm][bookmark: _Toc237088537]1. Organisational Context and Overview
[bookmark: _cru2nymiuci6][bookmark: _Toc237088538]1.1 Organisational summary
Greggs Plc is a British Bakery and fast-food chain, but the organisation is mainly popular for their on-the-go savoury products such as sandwiches, sausage rolls, sweet items, etc. The organisation was founded in 1939 by John Gregg, and its current headquarters is in Newcastle. The number of locations of the organisation is 2500, and Roisin Currie is the CEO. The organisation is listed in the FTSE 250 Index (Greggs UK, 2026). It was founded as a bakery, and then it expanded its business through acquisition, and now it is the largest bakery retail in the UK, 
Vision: The vision is to be customers' favourite for food-on-the-go. 
Mission: The core mission is to deliver tasty, freshly prepared foods and make them easily accessible for the customers (Greggs UK, 2026).
Strategic pillars: There are four strategic pillars: tasty food, best customer experiences, competitive supply chain and first-class support team. 
[bookmark: _kdavrmrohlcq][bookmark: _Toc237088539]1.2 Industry overview
The UK food-to-go, and bakery sector is one of the most competitive sectors, and it is impacted by convenience, affordability and consumer preferences. According to Neighbourhood Retailer (2023), the market is forecasted to reach £22.9 billion, which increased from the previous year by 6.2%. It is also found that the industry can reach approximately £ 29 billion by 2028. 
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Figure 1: Bakery product market 
(Source: Grand View Research, 2026) 
Figure 1 shows that the growth is very high in the UK bakery sector, and it reached 811266.3 million in 2025. According to Greggs UK (2025), Greggs is the leading player in this industry in the UK with £2.15 billion in sales (Greggs, 2025). 
[bookmark: _smt0xwvv8dbe][bookmark: _Toc237088540]1.3 Competitors
Greggs operates in the UK bakery market, and its core competitors are Pret A Manger, Costa Coffee, McDonald's, Subway-
	Competitors
	Strengths
	Threat to Greggs

	Pret A Manger 
	Fresh premium bakery and food. 
	High 

	Costa coffee 
	Strong network and fresh product. 
	Moderate 

	McDonald’s 
	Global branding and convenience. 
	High 

	Subway 
	Customisation and convenience  
	Medium. 


Table 1: Competitors analysis
(Source: Global data, 2026)
[bookmark: _t7ft8533zez4][bookmark: _Toc237088541]1.4 Market position 
The market position of Greggs is based on quality and convenience, as shown by a positioning map below:
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Figure 2: Positioning map of Greggs
(Source: Self-developed and idea taken from Global data, 2026) 
The current map shows that Greggs has a strong balance between quality and convenience, so it positions itself as a balanced organisation based on convenience and quality of food with its good UK store network and affordable quality products (Global data, 2026). 
[bookmark: _byfv3m7e2hfp][bookmark: _Toc237088542]2. External and Internal Analysis 
[bookmark: _83619wj16qn2][bookmark: _Toc237088543]2.1 External factor analysis 
The external analysis of Greggs can be done by application of PESTLE analysis.
	Political
The current food policy of the UK government focuses on affordability, healthy food consumption and sustainability, which puts pressure on the organisation to maintain sustainability in their ready-made food items. UK laws also focus on the sustainable sourcing of the products, as the UK Food Strategy 2025 focuses more on sustainability and healthy food consumption (UK Government, 2025). 
	Economic
In the UK current inflation rate is 2.6%, which impacts the operations of Greggs. On the other hand, food and non-alcoholic beverage prices have increased by 1.7%, which creates a challenge for the organisation (ONS UK, 2021). The consumer purchasing power has been reduced due to rising prices of products; it also puts pressure on the organisation. The rapidly increasing operational costs also impact the organisation's profitability (Barney and Hesterly, 2015). 
	Social
The core trend in this market is convenience food along with healthy food. In the UK, the number of overweight people is increasing, so the demand for healthy foods is also increasing. The demand for convenience along with sustainable food products is increasing among UK consumers (Norton et al., 2022). Based on the demand, there are different organisations like Costa Coffee and McDonald's that are also serving healthy and convenient products, which creates core competition for the organisation. 

	Technological
The current advancement of digital technology in the UK impacts Greggs' digital adoption. The Greggs App supports mobile ordering, delivery, and loyalty applications; the organisation also uses its website and Click+ Collect technologies. The organisation also makes digital partnerships with Uber Eats, Just Eat, etc (Greggs, 2026). The organisation applies digital marketing, especially social media marketing strategies. 
	Legal
The UK food safety laws, employment laws, and GDPR for data protection are followed by the organisation. As per legal requirements, the organisation maintains labelling, allergen requirements, etc. (UK Government, 2025). They make their packaging with allergen information as labelling to comply with the laws.  
	Environmental
The UK government has enforced strict environmental laws, which the organisations follow. However, the organisation also faces issues regarding food waste, carbon emissions, and supply chain-related climate risk. The organisation has to apply the ERP rules, which increase packaging and recycling costs (UK Government, 2026). However, the organisation is also responsible for redistributing 45% of surplus food, which shows social responsibility (Greggs Corporate, 2026). 


Table 2: PESTLE analysis


From the analysis, the opportunities and threats for the organisation are also identified.
Opportunities:
The opportunities for the organisation are:
Healthy product development related to social factors: The organisation has to follow the current demand of the UK consumers and based on the growing demand for healthy eating, Greggs can sell healthier foods like low-calorie, high-protein and vegetable meals. It helps to attract the health-conscious consumers, and it also supports the nutritional commitment (Greggs Corporate, 2026). 
Digitalisation related to technological factor: The organisation can expand globally by using mobile ordering and partnering with online food delivery applications like Uber Eats. Click + Collect and the brand's loyalty programs also provide an opportunity to attract more customers (Grant, 2018). The organisation can use customer data and digital analytics to enhance demand forecasting.
Sustainability related with environmental factors: Sustainability awareness is increasing among UK consumers, and UK regulations are also very strict, so the organisation have to enhance their packaging system and use food waste reduction, energy efficiency and reducing carbon emissions, which can improve the reputation of the organisation (Woy et al., 2023). 
Network expansion related to economic factors: The organisation has the opportunity to expand its retail networks because of the demand for convenience; food-to-go organisations are in demand. The organisation has the potential to expand its market globally. 


Threats:
The organisation can have some threats, which are discussed below:
Sustainability issues related to environmental factors: The organisation is responsible for the packaging waste and carbon emissions, which can create a threat for the organisation. The organisation faces the threat of supply chain disruption-related issues (Sustainability Online, 2026). Application of strict environmental rules and other legal aspects can enhance the operational costs.
Increasing operating costs related to economic factors: The gradual increase in the inflation rate and the raw materials pricing is also responsible for the rising cost of operating costs; hence, they can face issues in maintaining affordable pricing and protecting the profit margin. 
[bookmark: _gn6matiec0g9][bookmark: _Toc237088544]2.2 Internal factor analysis 
RBV and VRIO analysis 
The resource-based view method shows the competitive advantages of any organisation based on the resources and capabilities of any organisation. If the capabilities and resources are valuable, rare, inimitable and organised, then the organisation can get competitive advantages (Spalletta et al., 2025). As per the RBV model, there are two types of resources, such as tangible and intangible resources.
Tangible resources: The tangible resources of the organisation are their stores, infrastructure, etc.
Intangible resources: The intangible resources of the organisation are the brand reputation, affordable pricing, supply chain, digital platforms and customer loyalty. 
Based on the resources and capabilities, the VRIO analysis can be done below:


	Resource and capabilities
	Valuable
	Rare
	Inimitable
	Organised
	Competitive position

	Brand reputation 
	Yes 
	Yes 
	Yes 
	Yes 
	Sustained competitive advantages 

	UK store network 
	Yes 
	Yes 
	No 
	Yes 
	Sustained competitive advantages

	Infrastructure 
	Yes 
	No 
	No 
	Yes 
	Temporary competitive advantages 

	Affordable products 
	Yes 
	Yes 
	Yes 
	Yes 
	Sustained competitive advantages

	Supply chain capabilities 
	Yes 
	No 
	No 
	No  
	Competitive parity 

	App and digital capability 
	Yes 
	No 
	No 
	Yes 
	Temporary competitive advantages 

	Customer loyalty 
	Yes 
	Yes 
	Yes 
	Yes 
	Sustained competitive advantages


 Table 3: VRIO analysis 
As per the VRIO analysis, brand reputation, UK store network, affordable pricing and customer loyalty have sustained competitive advantages. On the other hand, their current infrastructure and digital service have faced temporary advantages. Because those are not unique, but it has value, and those are organised (Greggs, 2025). However, their supply chain capability faces competitive parity because it has a lack of sustainability in the supply chain. Brand reputation, UK store network, affordable products and customer loyalties are the rare, which shows that other competitive rivalry of the sector can’t imitate all these due to its uniqueness.  
Value chain analysis 
The value chain analysis model has two activities: primary activities and secondary activities. The current issue related to the activities of the organisation is discussed below:
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Figure 3: Value chain analysis 
(Source: Stobierski, 2020)
Primary activities: 
Inbound logistics: It is the relationship Greggs has with suppliers and sourcing ingredients. This company needs a lot of ingredients, such as wheat, meat, dairy products and vegetables. Sustainable sourcing is therefore crucial since food crop production can result in GHGs and land and water pressures (Llorente et al., 2023). 
Operations: In addition, the operations are particularly important as Greggs has manufacturing plants, bakeries and thousands of retail outlets. Huge energy is used in baking, refrigerating, lighting and heating, so that emits significant carbon emissions (Liu et al., 2023). Another significant operating problem is the reduction of food waste. Unsold food is wasted food, lost ingredients, energy and labour, having further environmental consequences. 
Outbound logistics: It is the movement of products from production facilities and distribution centres to the individual stores (Sustainability online, 2026). The organisation faces sustainability issues regarding the excess carbon emissions from the delivery of food. 
Marketing and sales: Packaging is one of the sustainability concerns of a food-to-go company during the marketing and sales phase. For certain food products like sandwiches, pastries and beverages, packaging is used to keep them hygienic and convenient to use. Packaging serves to protect products, but too much and problematic packaging causes waste. 
Supportive activities: 
Other activities of Gregg's, which are supportive of operations, also have an impact on the environment. Technological tools can enhance demand forecasting and reduce inventory, thus enabling the firm to meet customer demand (Greggs, 2026). This is an indirect benefit of Greggs' digital ordering and loyalty schemes, which help to reduce food waste at the business level. In the same way, training can be a positive driver of more eco-friendly recycling, energy saving and waste-management behaviours throughout stores. Procurement and corporate governance are both crucial as sustainability criteria need to be embedded in the procurement process, in monitoring and strategic decision-making.
[bookmark: _Toc237088545]2.3 SWOT analysis
Greggs plc holds a strong position in the market and successfully develops a loyal customer base in the market. The company mainly emphasises fresh product which helps to create high value in the market (Greggs, 2026). Still, there are some gaps in the business operation which pose a threat to long-term sustainability. By using the SWOT framework, it is going to examine the current strengths, weaknesses, opportunities, and threats.
	Strength
· Established brand identity
· Extensive store network
· Affordable pricing strategy
· Product diversification
· Digital presence (Greggs, 2026).
	Weakness
· Limited healthy options
· High Supplier dependency (Greggs, 2026).
· Rising labour and ingredient costs
· Identity crisis as a bakery chain
 

	Opportunity
· Health-conscious trends (Soegoto, 2021)
· Technology investment
· Wholesale expansion
· Sustainability initiatives (Greggs, 2026).
· International growth opportunity
	Threat
· Intense competition
· Economic uncertainty
· Ingredient price volatility (Greggs, 2026).
· Labour shortages
· Changing consumer habits


Table 4: SWOT framework
SWOT framework highlights that the company is experiencing significant challenges in the UK market. As per the annual report of Greggs (2026) the company is offering a very limited number of healthy options to the customer, which becomes a threat. Because currently customer increases the demand for healthy food items in the market.  The company's food-on-the-go market product list has been very limited from the initial time. The company never emphasised a menu diversification strategy to meet the ongoing needs of the customer. As it is an old company in the bakery industry, it has been noticed that the company is broadly dependent on local suppliers. According to, Greggs (2026) narrow suppliers list increases vulnerability to sustain during a crisis period. Cost fluctuation effect on the negotiation power of the company with suppliers during global economic crises. As per, company data of Greggs (2026), since 2020, labour issue increase at a high rate. The company does not retain employee at poor wage structure, which became serious concern to maintain the productivity rate of the company in a competitive market.  To retain employees, the company must increase wages, which impacts the overall operational cost of the company. company data (2026) reveals from 2020, labour and ingredient costs increased by 23 %, which negatively impacted the operational and financial performance of the company.  If the company does not work against the identified weak point, then later it can pose a severe threat or challenge.  SWOT analysis identified that the current competition in the market is increasing at a high rate. The company has failed to meet the level of strategic accuracy of the competitor's brand. As an opportunity, it was identified that the company could diversify the product list to develop healthy relationships with customers (Lambie‐Mumford and Kennedy, 2025). Developing a new set of product lists based on the current demand helps to retain customers. Along with this, the company requires an emphasis on employee relations to successfully operate in the bakery industry.
[bookmark: _Toc237088546]3. Comprehensive and holistic view of the organisation
[bookmark: _Toc237088547]3.1 Current CSR strategy
 Following the sustainable strategy in the business function is highly essential. It involves the brand image and reputation. In the current time, the use and value of sustainable initiatives is increasing at a high rate, which influences the operational head of Greggs plc to incorporate and create long-term value in the business function.
Building Stronger, Healthier Communities - The current CSR strategy of the company is designed with the UN Sustainable Development Goals. The company mainly focuses on building healthier communities, building strong brand positions and making the planet safe. The main reason for considering these three options is to develop a strong brand position in the market (Dvořák et al., 2022). From the annual report (2026) of the company, it has been noticed that the company is successfully able to develop healthy communities in the UK market. Currently, the company support more than 1000 schools and feeds over 75000 children on a daily basis (Wilkinson, 2024). This action of Greggs plc meets with UN SDG 1 and 2.
Making Our Planet Safer - Along with this, the company has taken the decision to reduce carbon emission rate by leveraging technology.  By using digital technology, the company is successfully able to reduce carbon emission rate by 56% in 2019 (Greggs, 2026). This is considered the turning point of the business because it proves that the company makes a serious step towards a safe planet. According to, Greggs (2026) the company successfully develop 100% recyclable packaging system, which creates positive brand value in the market. The managing committee of the company took the decision to open eco shops through a sustainable operational plan and this strategy boosts the market share by 5%.
Becoming a Better Business – The company ranked among the UK's top 4 companies for animal welfare. Taking the decision based on the current issue in the market proves that the organisation is highly concerned about the ongoing sustainable challenge in the market (Olarewaju et al., 2024). The company is currently working on a food waste reduction policy which improves the daily performance.
	Pillar
	Actions

	Communities
	Outlet shops, Breakfast Clubs, healthier menu options

	Planet
	Eco-Shops, Emission reduction, recyclable packaging, and use of renewable energy 

	Business
	Animal welfare program, Sustainable sourcing, equality standards and waste reduction (Olarewaju et al., 2024).


Table 5: Key CSR Actions
The above table provides a synopsis of the current CSR actions followed by the organisation. From the strategic decision of the company, it has been noticed that the managing committee takes the decision based on current issue which is highlighted by external stakeholders. The main reason for emphasis on current issues is to strengthen the relationship with external stakeholders (Foster, 2021).  To gain the trust of customers, the company utilises social commitment to ensure long-term sustainability.
Evaluation of alignment with business objectives
Greggs plc CSR strategy is closely aligned with the organisational core mission and vision in UK food on the go market.   The company developed an eco-shop option which successfully reduced the food waste rate. The shop design and breakfast menu of Greggs plc are based on market data, which ensures that the company successfully reduces food wastage. As per the UN SDG goal, elimination of waste from the operational process is highly essential to ensure good health and wellbeing (Lambie‐Mumford and Kennedy, 2025). The managing committee of the organisation is committed to following UN SDG 3 in the UK to build a healthy relation with external stakeholders. As a result, it has been noticed that the company has failed to meet the commitment due to a lack of transparency. The company is highly criticised for the current benefits which offer to the employee (Dvořák et al., 2022). There has been no job security offered by the company to the employee in the last 5 years, which impacts organisational performance (Raho, 2021). Sustainable packaging is only an effective decision which is made by the company because it reduces operational cost and regulatory risk. This strategic decision is aligned with the aspect of long-term profitability goal of Greggs plc.
[bookmark: _Toc237088548]3.2 Balanced scorecard
Balance Scorecard refers to the strategic business management technique that was created by Robert Kaplan and David Norton in 1992 (Pierce, 2022). The main reason for using this tool in this section is to tackle the company's performance using four different aspects: financial, customer, internal business process and learning and growth opportunity. This framework provides a clear overview regarding the long-term goal of the company and associated actions.


	Perspective
	Objectives
	KPIs
	Consultant recommended Targets
	Initiatives

	Financial
	Profitability and affordability
	Revenue growth
	5–7% growth
	Outlet expansion and emphasis on renewable energy

	Customer
	Satisfaction and loyalty
	NPS
	NPS > 70
	Healthier menu adaptation and app expansion (Greggs, 2026).

	Internal Processes
	Efficiency and sustainability
	% of Waste
	<0.2% waste
	Supply chain monitoring and AI-based demand forecasting

	Learning & Growth
	Workforce and innovation
	Engagement rate
	>80% engagement
	Leadership programs (Greggs, 2026).


Table 6: Balanced Scorecard of Greggs plc
The above table provides a clear understanding of the current actions taken by the company to improve the four different aspects. The company is personally able to meet the long-term vision through the current strategic decisions. Mainly, the internal operational process of the company is very weak, which creates an issue in managing the system (Greggs, 2026). There is no consistency in internal process management because the company emphasises different aspects at different times, which creates gaps (Lee et al., 2021). Waste reduction is the primary action for the company to adopt multiple actions, which create complexity in process management.
[image: Balanced Scorecard with company icon in center]
 Figure 4: Balanced Scorecard
(Source: self-developed, idea taken from Madsen, 2025)
The above diagram shows that the company allocates resources across all four departments to ensure long-term sustainability in the business function. From the current financial performance of the company, it can be said that mainly the company needs to expand the leadership program and training opportunities of the employee to meet the ongoing demand (Pierce, 2022). Maintaining internal stability through efficiency ensures that it can successfully compete with McDonald's, Costa Coffee, etc in the UK market.
[bookmark: _Toc237088549]4. Strategic Choices and Implementation
[bookmark: _Toc237088550]4.1 Strategic choices
The above evaluation reveals that the company needs to improve the operational process to ensure success in the long term. Based on the identified gap, it suggests three strategic options which can further be implemented by the company to strengthen the brand position in the UK market.
Differentiation (Option 1)– Product differentiation is the first suggested option for the company. The main reason to suggest this option is to ensure the company is successfully able to meet the changing food habits of UK customers. A healthy food option ensures that Gregg’s Plc is successfully able to target socially responsible customers. Through product innovation and ethical positioning, the company can add value in the business operation (Lee, Hoehn‐Weiss and Karim, 2021). Differentiation allows the company to improve quality and sustainability.
Hybrid strategy (Option 2)– Greggs plc can emphasise a balanced approach to combine cost efficiency with selective product differentiation. The main reason for suggesting this option is to create distinctive value in the product list. As per, Lambie‐Mumford and Kennedy (2025) it ensures that at an affordable price, Greggs can offer healthy options to the customer. Through technology, the company can successfully gain exposure to wider customers.
Cost leadership (Option 3)– Rising competition in the market requires the company to change its pricing strategy. The current pricing strategy does not create value in a competitive market. Competitors' brands offer an affordable range of products to their customer (Soegoto, 2021).  To develop a strong appeal to the customer, it is important to emphasis in supply chain resilience strategy through a cost leadership approach to avoid vulnerabilities.


	Strategy
	Focus
	Key Strengths
	Key Risks

	Cost Leadership
	Price competitiveness
	High volume
	Inflation pressure

	Differentiation
	Product uniqueness
	Brand loyalty
	Higher costs

	Hybrid
	Balanced approach
	Flexibility
	Strategic complexity


Table 7: Evaluation of Strategic Choice
The above table provides a clear overview regarding the key strengths and weaknesses of the proposed strategic decisions. Based on the suitability of the strategic option, the managing committee can adopt any option for greater excellence. Identification of risk ensures that the company is accountable for every aspect to avoid such a dilemma.
[bookmark: _Toc237088551]4.2 Identification of Appropriate Strategy
SAF matrix
SFA matrix is created to identify the appropriate strategic option to reform the operational performance of the organisation. It identifies the best fit option to improve the operation in future. It selects the optimal options to test against a 0-5 range.
	
SFA matrix
	Strategic options

	
	Differentiation Option 1 (0-5)
	Hybrid strategy Option 2 (0-5)
	Cost leadership Option 3 (0-5)

	Suitability
	5
	3
	5

	Feasibility
	5
	3
	4

	Acceptability
	5
	3
	5

	Total
	15
	9
	14


Table 8: SFA matrix
The above table identifies that differentiation is the most feasible option for the company.  In every three respects, it achieves 5 score which indicates that the company will get high value from option 1.
Rationale - The main reason to score high is currently the company has the financial and human resource strength which make this option suitable and feasible. As this proposal is involve with innovation, sustainability and creativity, both internal and external stakeholder has a high chance to accept for value creation. 
[bookmark: _Toc237088552]4.3 Evaluation 
Offering customers a different range of products ensures that the company never fails to satisfy a broad customer base in the market. The demand for the food-on-the-go market is very high in the UK, where offering a broad product list to the customer generates new value.
	Health and Wellness Innovation
	· Vegan
· Low-calorie
· Allergen-free (Wilkinson, 2024).

	Sustainability and CSR
	Breakfast Clubs

	Digital Convenience
	Mobile app
Click-and-collect option


Table 9: Differentiation idea
The above table provides the suggested guideline which can be further followed by the organisation while adapting the proposed strategic option.
Theoretical application - Porter's generic strategy
Michael Porter's generic strategy provides a clear overview regarding the business growth strategy that is followed by an organisation in a competitive business market. As per this theory company can choose one effective strategy to tackle the market vulnerabilities.  This strategy framework provides two different categories to select from – low cost or differentiation, and two market scopes (broad aspect and narrow aspect) (Dvořák et al., 2022). Through a differentiation strategy, Greggs plc can create unique value in the business function. It makes the organisation distinct from others in the UK market, as Greggs plc offering of healthy, sustainable and digitally convenient service can create new value in the business operation.
Real world examples –   from the current performance assessment of McDonald's, it has been revealed that the company is following a product differentiation strategy. The main reason for following this strategic option is to target a wide range of customers in the UK market (Rumagit et al., 2022). The company introduced healthy menus and sustainable initiatives to show that product differentiation can help the organisation to enhance its capability to build organisational resilience in a competitive market.
[bookmark: _Toc237088553]4.4 Identification of potential challenges in implementation and solution
Introducing a new strategic option in the existing business process creates several issues. It is very common for the organisation to experience different ranges of issues and barriers. With the right choice, the company can handle the issues to ensure sustainability.
	Challenge
	Impact on Strategy
	Solution

	High implementation costs
	To adapt the proposed solution, it is important to invest in R&D and marketing programs.
	Leverage economies of scale and secure long-term supplier contracts to stabilise operational costs (Soegoto, 2021).

	Supply chain complexity
	Sourcing sustainable and healthier ingredients disrupts current operational practices (Pierce, 2022).
	Diversify suppliers list and invest in local sourcing to strengthen sustainability partnerships (Olarewaju et al., 2024).

	Customer resistance
	Traditional customers create barriers to avail the digital services over healthier options.
	Maintain core products such as sausage rolls and pasties while introducing healthier ranges (Soegoto, 2021).

	Brand identity tension
	Shifting toward health and sustainability could dilute Greggs plc current brand image (Dvořák et al., 2022).
	As per, Madsen (2025), Balance indulgence with healthier alternatives and communicate CSR to customers as added value.

	Competitive imitation
	Rivals such as – Costa coffee, Pret A Manger or McDonald's use the same strategy and invest in innovations.
	Differentiate through unique CSR initiatives such as Breakfast Clubs and Outlet shops.

	Regulatory uncertainty
	UK food and environmental regulations such as packaging laws and the sugar tax increase compliance costs (Soegoto, 2021).
	Proactively align CSR with regulatory trends and position Greggs as a leader in compliance.

	Employee adaptation
	Current staff struggle with new processes due to digital incompetencies and a lack of sustainability practices (Wilkinson, 2024).
	Provide continuous training programs to develop a healthy employee culture.


Table 10: Evaluation of implementation
 Brand performance generally depends on the continued improvement in the process and design. Through active experiment the company can achieve the proposed goal by avoiding any implementation issues. The proposed action is helpful to avoid such issues for a large-scale organisation.
[bookmark: _djw08x1jm9f3]

[bookmark: _bcag71qg93nr][bookmark: _Toc237088554]Section 2 Reflection 
[bookmark: _va2vx1m6tixr][bookmark: _Toc237088555]Introduction
The experiences, learnings and researching experiences in the previous section can be reflected by Gibb's reflective cycle because the cycle uses six stages, which help to reflect and express the experiences (Dutta et al., 2023). 
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Figure 5: Gibb’s model diagram
(Source: Dutta et al., 2023)
[bookmark: _xko9rwgqy8oq][bookmark: _Toc237088556]Reflective cycle 
Description
In section 1, there is a report on a certain context. For conducting the report, I have chosen Greggs of the UK, and the food-to-go product range has been selected. The work is on strategic management; hence, the strategic analysis has been done in this section. I have learned different strategic management frameworks and different theories and models through this work. I have come to know about the application of PESTLE analysis for external analysis; then I have researched the organisation and can apply it for internal analysis using VRIO analysis and Value chain analysis. SWOT analysis, balanced scorecard framework, different leadership approaches, Ansoff matrix, SAF and Porter's five force analysis have been done in this section. It has given me the opportunity to research CSR issues and the CSR strategies applied by Greggs. I researched the website information, annual report, sustainable report, different authentic websites like Statista and newspaper journals, and UK Government websites for researching. Many journal articles from databases like Google Scholar also provided some valid and relevant information to conduct the research. 
Feelings
Initially, I was quite nervous while choosing the company. I found some sustainable or CSR issues of Greggs; however, I was quite nervous to analyse the issues by applying the theories. I had a good understanding and knowledge about the strategic management frameworks; however, real-world application was challenging for me. While I stated the PESTLE analysis, I tried to synthesise the data and information from different sources, and I succeeded. Then I gained the confidence to apply the information about the organisation within a certain framework. I was very happy while I did frameworks like the balanced scorecard, SWOT, value chain or VRIO analysis. However, when I had to provide recommendations for the organisation or provide suggestions for the application of the growth strategy using the Ansoff Matrix, I got confused; however, with the support and help of my peers and supervisors, I could complete the report. 
Evaluation
From the learning in the previous section, I have identified some positive learning and strengths, and also I have identified my skill gaps or weaknesses. I have identified that my theoretical knowledge of strategic frameworks such as the PESTLE analysis, SWOT analysis, VRIO, balance scorecard, and Ansoff matrix is very strong. I know the components and why all the frameworks are applied in the analysis. However, I have limited ability to apply those frameworks for a real-life situation or to address the real issue of the colonies. In this report, I had to use a real issue that Greggs has been facing; however, I initially faced issues while synthesising the information with the PESTLE and VRIO frameworks. I have strong communication skills, so I got help from my peers, as I have a good bond with them, which shows strong interpersonal ability. However, I faced issues in critical thinking, which is very important for conducting the consultancy report. I also need to enhance my adaptability skills, which will help me in the future. 
Analysis 
The overall learning from this report has allowed me to enhance my skills. I have acquired more knowledge of the different frameworks. I have even gained knowledge of different types of strategies. By researching an issue of any organisation, now I can understand which strategic option or growth option can be applied for the organisation. I gained the ability to use analytical skills to suggest or recommend addressing the issues. Through this report, I have also researched the industry and the organisation, which has already improved my research ability. 
Conclusion
From the overall learning and experiences from the report, I have found that the skills which I have gained can be used in the future. For the next modules or next level, I can use those skills to enhance my academic success. On the other hand, I can use those soft skills and hard skills in my future professional success. I have improved my future growth opportunities through my communication, researching, and analytical skills. 
Action plan 
	Goal
	How to improve
	Timeline

	To enhance my analytical and critical thinking ability. 
	I need to use more books and journals on analytical and critical thinking skill development. Then I need to solve puzzles, and I have to solve or analysis for case studies on different companies and critically identify the current situation of those organisations. 
	6 months 

	To enhance my synthesising skills 
	I need to use 3 case studies and then practice applying different strategic frameworks to them. I need to take help and guidance from the supervisors. 
	4 months 

	To improve my adaptability ability 
	I have to welcome changes and participate in new learnings and new courses. I have to work in different situations and different teams to enhance my adaptability. 
	6 months 


[bookmark: _rx79bpou1lwd][bookmark: _Toc237088557]Conclusion  
The overall reflection using the Gobb's reflective cycle has shown my learnings and my experiences and identified the weak areas also, which are planned to be improved using the SMART action plan. 
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