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[bookmark: _Toc224079651]Organisational Context and Overview 
Company Background
Starbucks is a multinational corporation of coffee houses that have their origin in Seattle, United States in 1971. The business initially started its operation as a retailer of coffee beans and coffee equipment and developed to become a coffeehouse chain that sells brewed coffee and cafe experience. Starbucks has had a tremendous growth in the late twentieth century when it engaged in creating its own business concept that aimed to offer customers to enjoy quality coffee and a cosy social atmosphere.
Starbucks has increased its operations over the years and at present have thousands of operation stores in many countries across the world. The growth strategy of the company has aimed at the premium product offer, brand development and excellent customer experience. Digital innovation, the result of loyalty programmes, and international expansion are other elements of growth that Starbucks has embraced.
Mission, Vision and Business Model
The mission of Starbucks considers the need to inspire and encourage the human spirit by providing meaningful experiences to the customers in form of its products and services. The vision of the company focuses on how it will produce the best coffee experience that will bring together communities and socialise as a business in its stores.
The business model of the Starbucks is founded on the delivery of high-quality coffee drinks, food items and associated products via company owned and franchised retail units. Besides the sale in stores, Starbucks has packaged coffee products and ready-to-drink beverages as well as branded merchandise as the means of generating revenues. Digital platforms, mobile ordering system, and loyalty programme are also employed in the company to increase the customer engagement and encourage repeat purchases.
Industry Overview and Market Position
Starbucks is in the international coffee house and cafe sector that has shown stable growth owing to the rising consumption of high-priced coffee and the cafeteria culture among consumers. The industry is very competitive and has various international and regional competitors who deal with the same products and services.
Nevertheless, in spite of the stiff competition, Starbucks can easily stay in the market as a result of its brand name, international presence, and the differentiated customer experience. The company has been generally established as one of the market leaders in the high-end coffeehouse market and is reaffirming its presence in the market by introducing creativity, customer care, and penetrating new markets.
[bookmark: _Toc224079652]External and Internal Environment Analysis 
External Environment: PESTEL Analysis
Political Factors
Such aspects as politics affect the operations of Starbucks worldwide as it operates in many foreign markets. The direct impact on operating expenses and strategic choices is the stability of the government, taxation, labour laws and trade agreements. It is important to conform to the food safety standards, employment regulations and licencing provisions in various jurisdictions. Political unrest and trade barriers can interfere with international supply chain especially in the procurement of coffee beans in the developing nations. Rises in minimum wage laws in leading markets have the potential of increasing labour costs. Moreover, increasing pressure in the political arena to bring forth corporate transparency and ethical sourcing enforce Starbucks to ensure that its sustainability activities are consistent with regulatory and governmental assumptions.
[image: PESTEL Analysis (PEST Analysis) EXPLAINED with EXAMPLES | B2U]
Figure 1: PESTEL Analysis
(Source: business-to-you,2026)
Economic Factors 
Economic conditions are such that they have great influence on the performance and profitability of Starbucks. Operation costs and pricing policies are affected by inflation, interest rates, fluctuations in the exchange rate, and prices of world commodities. Coffee beans are exposed to the market’s volatility that may augment the input cost. The consumers might cut down the spending sprees to the fine drinks during economic slowdowns, which will impact sales volumes. Since the Starbucks company has various nations where it operates, the fluctuation in the exchange rates may affect its revenue as foreign revenue is converted into local currency. To reduce the threats of the economy, the company needs to ensure that it is cost-effective, its revenue streams are diversified, and that pricing strategies strike a balance between the competitiveness and profitability.
Social Factors 
The strategic direction of Starbucks is highly influenced by social trends. The coffee drinking has become a way of life and consumers have seen the coffeehouses as places of social and business interaction. Starbucks takes advantage of the fact that this applies to the comfortable store settings that are designed to facilitate interaction and community-building. The rise in health awareness has boosted the need to have plant-based substitutes, low sweetness and products of ethical origin. Purchasing behaviour is also influenced by demographic changes such as urbanisation and the effects of the younger generation of consumers. The younger generations would like to associate themselves with a brand that has authenticity and social responsibility. In their turn, Starbucks implement sustainability activities and the community-oriented values into their brand name to reinforce the relationships with the customers.
Technological Factors 
Technology innovation is supported as an important element in the competitive strategy of Starbucks. Digital transformation has also been integrated by the company in the form of mobile ordering, digital payments, and loyalty programmes that increase the convenience of doing business and customer interaction. These technologies enhance efficiency in the service provision, less waiting time and creation of useful consumer data to carry out targeted marketing. Analytics allows tailored promotions, which draws more customers to stay and sell. Inventory management and supply chain is also enhanced through technological developments. Constant production of beverages and efficiency is enabled by automation and digital systems. However, within this fast-evolving world of technology, there is a need to keep on investing towards staying at par with the fast-changing market that is more digital and customer centric.
Environmental Factors 
The environmental factors are very influential to Starbucks considering that coffee production is an agricultural activity. Excessive weather conditions, climate change, and drought are risk factors that negatively affect the yields of coffee crops and long-term maintenance of the supply. Consequently, Starbucks should focus on the principles of sustainable sourcing and help to uphold the practises of responsible farming. The general awareness of the environmental effect has raised the pressure on waste reduction, recyclable packaging, and minimised carbon emission release. The company has introduced some measures to reduce single-use plastics and has also introduced more renewable energy consumption. Making sustainability part of the strategic planning enables the cutting down of the environmental risk but also enhancing brand popularity among the environment-friendly consumers.
Legal Factors 
Laws affect the functions of Starbucks in a variety of markets. Employees act on wages, benefits, and safety which have high impacts on the operating costs which are influenced by labour laws. Food safety, hygiene, and consumer protection regulations should be adhered to in order to preserve brand loyalty and prevent legal fines. Starbucks trademarks, branding and proprietary products are safeguarded by the intellectual property laws. Since the company is going global, it is forced to deal with different laws and regulations. There might also exist religious barriers such as legal challenges of employment-relations and unionisation activities in some areas. Advanced legal risk management is hence necessary in itself to preserve stability and company image in operations.
Critical Success Factors in the Coffee Industry
The coffeehouse business is very competitive and influenced by the changing customer demands and so the critical success factor plays a central role in the survival of the company in the long term. Good brand recognition is one of the most significant aspects. Consumption of coffee is usually associated with lifestyle, status and identity, especially in urban markets. Premium pricing and choice of customers are supported by a recognisable and trusted brand. Starbucks has managed to create a worldwide brand with a quality, consistency and unique cafe culture. The brand position allows it to be different in an already saturated market and creates a high level of emotional attachment with customers.
The upkeep of product quality and the ongoing innovation is also a key success factor (Sumaedi et al., 2023). Taste, freshness and presentation are some of the standards demanded continuously by consumers. Simultaneously, they also demand diversity and newness. It has seasonal drinks, limited-time drinks, and menu diversification to maintain interest among the customer and visit the restaurant numerous times. Starbucks puts substantial resources in research and development to create new beverages, flavours and food items that portray the evolving consumer preference such as plant-based and health-conscious products. Innovation hence aids in retaining as well as positioning the customers.
Another very important success determinant is customer experience. Contemporary consumers are not interested in just buying coffee; they want an atmosphere, which adds to social interaction, productivity, or rest. The atmosphere in the store, chairs, cleanliness, music and service quality will make the total experience. Starbucks separates itself by providing comfortable and homely locations which would entice customers to spend some time in-store. This experience is also improved through the services of well-trained staff members who will observe personalised service. This experiential attention enhances brand loyalty and minimises price sensitivity to the customers.
Effective supply chain management is also of great importance in the industry. To ensure consistency in product quality in the global locations, adequate sourcing and competent logistics are essential. Coffee beans are an agricultural product that is prone to both the environmental and market volatilities. The companies need to have good relationships with their suppliers and quality control systems. The well-organised supply chain of Starbucks allows maintaining the uniformity of norms and provides compliance with ethical sourcing policies. Brand strength, product quality, customer experience, and supply chain efficiency all combined provide the basis of the sustainability of coffeehouse successes.
Internal Environment Analysis
Starbucks has a number of resources and capabilities that make it have competitive advantage. These resources can be classified as tangible and intangible assets that favour the strategic goals of the organisation.
Physical assets are the numerous retail outlets all around the world, good financial performance, and well-built supply chain infrastructures of Starbucks. Such physical and financial resources allow the company to reach new markets and be efficient in its operations.
One of the most useful resources of Starbucks is intangibles. The brand reputation of the company is very popular globally and it is linked with the high quality of production and satisfaction of the customers. Starbucks has also achieved good customer loyalty with rewards programme and digital trading techniques.
Another significant internal capability is human resources. Starbucks has high investment in employee training and development especially to its baristas who are among the key players of customer experience delivery. The efficient organisational culture based on service quality and employee involvement helps to achieve the consistency in operations in all the stores.
Starbucks is also successful in its strategies supported by innovation capabilities. The company constantly launches additional beverages, product types, and online functionality to increase the comfort of the clientele and stay pertinent in the market.
VRIO Analysis
The use of VRIO framework offers an efficient way of assessing the ability of an organisation to create prolonged competitive advantage in the face of its resources and capabilities (Lacaze, Ferreira and Santos, 2025).
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Figure 2: VRIO Analysis
(Source: business-to-you,2026)
A global brand reputation is one of the most useful tools at Starbucks. Customers like the brand and this is what is attractive since the company is able to provide premium prices. It is also comparatively low in its occurrence in the fact that many consumers tend to have a strong emotional attachment to the Starbucks brand. Though it is being tried to be imitated by the competitors, the brand size and fame make it hard to replicate the same.
One more valuable strength is the store experience of Starbucks (He, Cao and Cai, 2023). The company has created a unique cafe atmosphere, which focuses on comfort, community and socialisation. Other coffee chains might be willing to recreate this kind of environment but the brand name and design of the store makes it hard to duplicate the same amount of consistency and recognition that Starbucks has created.
The supply chain network of Starbucks is also a strategically important one. The company has contacts with coffee growers and coffee suppliers across the globe where it has been able to secure uniform quality and dependable supply of coffee beans. Though it is possible to copy the supply chain to some degree, the partnerships and the scale that Starbucks has developed is an advantage.
[bookmark: _Toc224079653]CSR and Sustainability Objectives 
The strategic positioning of Starbucks with regards to the long term is centred on corporate social responsibility and sustainability. The firm incorporates ethical, environmental, and social factors in its business model awareness that corporate responsibility practises build brand equity, stakeholder confidence, and business strength. Corporate social responsibility (CSR) at Starbucks does not appear as an incidental activity, but as a strategic utility, which helps in controlling risks, stabilising supply chain, and differentiating.
Ethical sourcing is a significant part of the CSR policy set by Starbucks (Wijaya and Mursitama, 2023). This company engages directly with the coffee farmers and this helps them to engage in sustainable agricultural practises, quality improvement of its crops and also up-grading the lives of the farmers. Through the commitment of supply reliability by supporting the farmers through farmer support programmes and responsible sourcing standards, Starbucks risks facing climate change and commodity volatility in its supply chains. The other reinforcing effect of ethical sourcing is on the brand credibility among the socially awareness consumers.
The other important aspect is environmental sustainability. Starbucks has launched measures to minimise wastes, increase recycling movements and migrate to more sustainable packaging materials (Wang, Dargusch and Hill, 2022). The organisation also has had goals to reduce carbon emission, reduce water consumption and expand the use of renewable energy in its operations. Such programmes respond to increasing stakeholder interests in environmental impact and resources conservation.
Moreover, Starbucks performs community-related activities that promote education, work, and economic growth of a locality (Simon and Kipkorir, 2021). The company empowering the communities in which it operates by creating opportunities within the societies is increasing social impact and boosting brand loyalty in the local market.
CSR and sustainability goals at Starbucks are determined in a way that is consistent with its business aspirations (Shubham and Pallavi, 2024). Integrating accountable approaches into the system of its functioning, the company improves its long-term expansion opportunities, secures its supply chain, and preserves the favourable corporate reputation on the ever more sustainability-oriented market.
[bookmark: _Toc224079654]Comprehensive and Holistic View: Balanced Scorecard 
The balanced scorecard model offers a well-organised means of analysing organisational performance through the incorporation of financial and non-financial things. The framework does not just measure performance of the organisation on one dimension of profitability, but on four interrelated views that are financial, customer, internal business processes, and learning and growth. In the case of Starbucks, this model assists in alignment of strategic goals with day-to-day businesses and therefore guarantees that the vision of the long-term is translated into quantifiable results (Yang, 2024). 
Financial Perspective
The financial perspective aims at increasing profitability, growth in revenue and shareholder value (Trivedi, Bhagat and Sharma, 2024). Starbucks targets to propel financial performance by expanding globally, menu invention, online interaction and operational productivity. The key performance indicators in this dimension include revenue growth, operating margins, return on investment, and same store sales growth. The firm establishes goals on the growth of annual revenues and cost control in order to sustain the profitability (Tian, 2025).
The strategic efforts that contribute to financial performance are the market expansion, the efficiency of the store formats, and development of online ordering technologies to raise the efficiency of transactions (Suherlan, 2024). High financial health will also enable Starbucks to reinvest in research and development, technological improvements, and sustainability programmes. Financial stability is, thus, the basis of the further strategy of the company and its long-term growth.
Customer Perspective
At Starbucks, customer satisfaction and loyalty form the basis of the differentiation strategy (Gao, Zhao and Chen, 2021). The company aims to provide a stable, high quality experience that is typified with a high quality of beverages, personalised service, and friendly store settings. In this perspective, key performance indicators are customer satisfaction scores, membership of the loyalty programmes, the rate of repeat purchasing, and average value of transactions.
Starbucks can use its digital ecosystem, mobile app, and reward programme to enhance relationships with customers in a major way (Ullagaddi, 2024). Individualised offers and order-free ensure comfort and make customers visit on a regular basis. The organisation also cheques customer feedback in improving products and standing of services. The focus on customer experience helps Starbucks to build brand loyalty and minimises price sensitivity, which contributes to long-term competitive positioning.
Internal Business Processes
The internal business processes perspective dwells on excellence and efficiency in operations. Starbucks is determined to simplify the operations in its stores, making their services faster and product uniform across stores in different countries. Some of the key performance indicators are order fulfilment time, product quality measures, the supply chain reliability and cost efficiency measures.
The continuous improvement programmes involve the use of technologies in stores, optimisation of supply chains, and uniform training. Experienced internal operations render the delivery of the Starbucks experience identically and regulate the cost of the operations. Aligning operation processes with business strategies makes the company more reliable, scalable and customer satisfying.
Learning and Growth
The learning and development view focus on employee training, creativity and company culture (Nuraini, 2024). Starbucks is aware of the fact that successful performance in the long run characterised by talented and motivated employees. Some of the major indicators are the scores of employee engagement, the number of training hours per employee, the participation in leadership development, and the innovation initiative.
The company also invests in training programmes that improve service quality as well as develop leadership skills (Singh et al., 2023.). Innovation and adaptability are facilitated with a culture of inclusivity, teamwork and constant development. Taking care of human capital and promoting knowledge growth helps Starbucks to enhance the ability to adjust to market changes and its ability to deliver high-quality services.
The combination of these four perspectives creates a full-scale framework which can be described as aligning the strategic vision in Starbucks to performance results. Through balanced scorecard, the company will be in control of its growth in its entirety despite remaining competitive in the volatile world market.
[bookmark: _Toc224079655]Strategic Choices and Implementation 
Business-Level Strategy
Starbucks takes a clear differentiation strategy at the business level (Zhang and He, Y, 2024). The company does not compete mainly with price, instead it aims at providing a premium coffee experience, which is based on the quality of the product, an excellent brand image, and the level of customer service. This is the positioning that allows Starbucks to charge above the rates of many of the competitors with the customers remaining quite loyal. High quality ingredients, ability to design store atmosphere and uniformity in service delivery strategy will promote differentiation strategy as these qualities complement the brand image of a premium one.
Innovation of products is key to the maintenance of differentiation (Salim et al., 2025). Starbucks periodically comes out with seasonal drinks, limited-time drinks, and new food items that keep the customers excited and ready to visit it regularly. The perceived value is also improved with the customisation as the customers have options to customise beverages based on their preferences. Besides that, digital solutions, like mobile order, personalised promotions, and loyalty schemes, enhance customer interaction and comfort. These digital functions do not only make the customer experience more engaging, but also provide data insights which are used to develop marketing and product development strategies.
Starbucks emphasises experience, quality, and innovation to be a leader in a very competitive industry with numerous competitors, whose main competitive approaches are the price. This strategic decision helps to position towards the premium, and minimise price-based competition weaknesses.
Corporate-Level Strategy
On the corporate level, Starbucks is growth-oriented, which is achieved by international expansion and product diversification (Anson, 2022). International growth has been one of its strategic priorities, especially in new market economies that are experiencing urbanisation and surging disposable incomes that are driving the need to experience high quality coffees. Expanding into new geographical areas, Starbucks increases the number of its customers and enhances brand presence across all spheres of the world market. Attentive market choice and localisation allow the company to compromise the consistency in the world with the sensitivity in the world.
Corporate strategy is also enhanced through product diversification (Razak, 2022). In addition to instore drinks, Starbucks sells packaged coffee, pre-drink beverages and licenced merchandise. These new product lines enable the corporation to make revenue by retail collaborations and agreements within an alternative channel other than traditional stores. Diversification will minimise the reliance on physical store sales and will make them more resilient during the changes in the number of people or economic downturns.
Corporate growth is promoted by strategic partnerships and licencing agreements as well because they allow the expansion to be done more quickly and the investment risk is shared (Akinsola, Taofeek and Kingsley Onu, 2025). 
Change Management and Strategic Implementation
Starbucks has been able to achieve strategic success because of effective change management. The firm has been flexible to technological, social and economic changes. The adoption of mobile order and paying systems and loyalty programmes drastically changed the way customers interacted and how efficiently business was conducted. These transformations needed organisational alignment, training of employees and investment of infrastructure to facilitate a smooth process.
Starbucks has been characterised by meeting the changing consumer demands, changing the format of the stores and improving seriousness in ensuring the sustainability. The changing customer behaviour patterns are manifested in adjustments to the store designs, the increase of the drive-through, and the online integration. Environmentally friendly packaging and responsible sourcing are some of the sustainability efforts showing accord with social trends.
Altogether, Starbucks has been able to retain strategic implementation effectively by keeping technological innovation, processes and values used and corporate strategy aligned (Hossain, 2024). This flexibility and brand recognition have enabled it to further grow and gain a competitive edge within a dynamic global environment.
[bookmark: _Toc224079656]Strategic Evaluation and Recommendations 
SWOT Analysis
A SWOT analysis is an organised intelligence of the strategic standpoint of Starbucks after analysing its internal capabilities and weaknesses together with its external opportunities and threats.
[image: How to Conduct a SWOT Analysis (Examples + Templates)]
Figure 3: SWOT Analysis
(Source: slidemodel,2026)

The main strengths of Starbucks are its internationally known brand name, its excellent customer loyalty, and high position in the market (Gao, Zhao and Chen, 2021). The firm has managed to build a strong brand identity that is linked with quality, lifestyle and social experience. The large network of stores worldwide helps it to reach more markets and create recognition of the brand. Moreover, online interaction tools like loyalty programmes and mobile apps allow customers to be retained and create insightful consumer data. All these strengths confirm a long-term competitive advantage and high prices.
Although these benefits exist, Starbucks has some weaknesses. The first and foremost weakness is that it has a relatively high pricing strategy in contrast to competitors. At the same time that premium pricing builds a stronger brand positioning, it may decrease the access of price-sensitive consumers especially in periods of economic downturn. Profit margins are also pressurised by high operation costs such as labour, store rental costs. Moreover, excessive dependency on coffee-based drinks subjects the company to the risks associated with volatility of commodity prices and supply.
Starbucks has great opportunities mainly in the emerging markets where the dynamics of urbanisation and increasing disposable incomes are promoting the demand of high-quality coffee experiences (Raimondo, 2022). The further expansion to the developing regions has possibilities of long-term expansion. Market penetration can be enhanced by product diversification, which is localised in accordance with local tastes. The innovation in technology also opens the possibilities of connecting with each customer on a more intensive level using data analytics and artificial intelligence, as well as personalised marketing.
Nevertheless, Starbucks has its business environment that is highly competitive. Potential threats are stiff competition by both foreign and national chains and domestic coffee brands that have cheaper products. The unpredictability of coffee prices and the environmental threat to crop production and supply raises are also continuing challenges.
Strategic Recommendations
Strategic expansion in the emerging markets that are growing at a high rate should be prioritised by Starbucks to ensure that it continues to have a competitive edge (Singh, Chaturvedi and Mittal, 2024). Market development strategies in line with the Growth framework proposed by Ansoff would lead to global expansion of the company using its reputable brand equity. Expansion should however be accompanied with localisation. The localisation of menu, pricing and store formatting to meet local tastes and preferences of various regions will strengthen customer acceptance and positioning.
The digital innovation investment should continue to be a priority. The additional capabilities of data analytics and artificial intelligence can help in enhancing demand projection, personalising the marketing campaigns, and optimising the operations (Vdovichena et al., 2024). The need to increase the strength of digital ecosystems will also promote the customer loyalty and enhance the convenience of the offered services. Further integration of technology goes in line with resource-based view in the sense that proprietary digital capabilities may be a valuable and hard to imitate resource.
The product diversification should aim at health conscious and sustainable products. The changing consumer tastes will be met by introducing more plant-based drinks, low-sugar beverages, and packaging that is eco-friendly. These product development strategies have the ability to improve differentiation and win new customers segments.
Moreover, Starbucks can enhance its sustainability efforts to reduce the threats to the environment and enhance brand image. Communication Investment in renewable energy and waste reduction programmes in addition to responsible sourcing practises will increase long-term supply chain resilience and support the corporate social responsibility commitment.
Starbucks is still well-positioned strategically, yet it still needs to develop in order to respond to competition and address the uncertainty in the environment. This can help the company build on its differentiation strategy and sustain long-term growth in the fluid coffee market across the globe by leveraging market expansion, digital transformation, product innovation, and leadership in the areas of sustainability.
[bookmark: _Toc224079657]Section 2: Reflective Account (Gibbs Reflective Cycle) 
[bookmark: _Toc224079658]1. Description
This reflective report describes the procedure I used in conducting the research of Starbucks strategic management report, analysing, and preparing it. The assignment needed an in-depth analysis of the internal and external environment of the organisation through strategic frameworks (PESTEL, VRIO, SWOT, Ansoff Matrix, and the Balanced Scorecard).
I started by having a look at the assessment brief so as to comprehend the structure, word count demand and the theoretical expectations. The next thing I did is to hunt down pertinent data concerning the history of Starbucks, its strategy, market position, sustainability efforts and competitive environment. There was also the review of academic sources regarding theories of strategic management to ensure my analysis was based on the recognised models and concepts.
[image: Gibbs Reflective Cycle]
Figure 4: Gibbs Reflective Cycle 
(Source: simplypsychology,2026)
Organising the report was done in line with the necessary headings after gathering information. I applied all the theoretical frameworks to Starbucks systematically to make sure that analysis was critical but not descriptive. I concentrated on connecting theory and practise to illustrate the resources, capabilities and the strategic choices made by Starbucks which make it have a successful competitive advantage. Lastly, I re-examined the report and made some fine-tuning to make it relevant, concise, and scholarly.
[bookmark: _Toc224079659]2. Feelings
Initially, I was quite a bit confused by the extent of the report, especially when I had to compose a 5,000-word topic and utilise several theoretical frameworks appropriately. I feared striking a balance between the theoretical use and practical analysis of the organisations and was not to go over the word limit.
Nonetheless, as I continued with the study I gained greater confidence in my perception of the strategic positioning of Starbucks. The theory was easier to connect with the real-life example by analysing a famous international brand. The PESTEL and VRIO frameworks were of particular interest to me because I was given an opportunity to critically analyse between the interactions between the external pressures and internal resources in creating competitive advantage.
Even though it was difficult because of the word count to be used in each part of the assignment, the fact that the assignment was structured enabled me to clearly structure my thoughts. At the end of the exercise, I was more certain about my capacity to implement strategic management concepts to an actual organisation systematically and analytically.
[bookmark: _Toc224079660]3. Evaluation
A number of things in the assignment were satisfactory. First, I was able to organise the report in the necessary headings and provide logical progression of the parts. The analytical depth of the report was enhanced by use of the existing strategic models. The use of frameworks like the SWOT analysis and Balanced Scorecard allowed seeing a broad assessment of the situation and not individual problems.
Moreover, the selection of the Starbucks as the organisation was advantageous due to availability of information and its strategic identity (Li, 2022). This facilitated the process of locating instances of differentiation strategy, digital transformation, and sustainability programmes.
Nonetheless, challenges did exist as well. The ability to keep a critical stance rather than just narrate the activities of the company was challenging to reflect upon. This was at times the challenge in terms of precision in explanation and the succinctness in writing, especially in the implementation of theory. Another issue was time-management when the researching, drafting, and revision of such a long report needed to be properly planned.
[bookmark: _Toc224079661]4. Analysis
By doing this assignment, I realised a better grasp of how strategic management structures are linked to one another. I have understood that external and internal analyses are not independent processes but they have a continuous influence on each other. As an illustration, external forces like the change in technology and the environment have a direct influence on internal resource allocation and strategic priorities.
The VRIO framework has helped me gain a better appreciation of the phenomenon of sustainable competitive advantage by treating the aspects of valuable, rare, and hard-to-copy resources as essential. It was made apparent that Starbucks differentiation strategy revolves around the brand equity and customer experience. In a similar way, the Balanced Scorecard illustrated the way customer satisfaction, operational efficiency, and employee development promote the financial results.
I was also aware of the need to make corporate social responsibility relevant to the business goals. CSR is no longer a strategy, but a necessity of business ethics which helps in remaining long-term competitive. This knowledge informed my perspective about sustainability as a component of strategic planning and not as a discrete operation.
[bookmark: _Toc224079662]5. Conclusion
Generally, this assignment helped me to nurture the skill of the thematic use of strategic management in a systematic and critical approach to a real-life organisation. I became more confident in the analysis of competitive environments and review of organisational capabilities. The process supported the role of using several frameworks to arrive at a holistic strategic review.
Despite the fact that the assignment was a challenging one, it enhanced my capability to write analytical papers as well as enhancing my knowledge concerning how organisations gain and maintain competitive advantage in international markets. I also came to know that it is important to be concise and direct to the point when dealing with such intricate concepts in theory.
[bookmark: _Toc224079663]6. Action Plan
To do better on future assignments, I will start the research earlier to grant more time to research and refine the article. I will also make efforts to improve my skills in offering more critical analysis instead of descriptive analysis. Outlining will enable one to control word count by drawing detailed outlines on the paper prior to writing.
Moreover, my perspective on strategic management theories will be further enhanced through further reading and studying of cases on the subject of strategic management in both scholarly literature and practise. This will strengthen my skills of putting theory into practise in a more critical and confident manner. Through time management, depths of analytical sense, and better academic writing, I will be able to work also harder to generate even better strategic analysis in academic assessment.
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