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Strategic Management
[bookmark: _Toc233921740]Section 1
[bookmark: _Toc233921741]1. Organisational Context and Overview 
Amazon is a multinational technology and e-commerce company founded in 1994 by a renowned entrepreneur and computer scientist, Jeff Bezos as an online retailer of books and is now sold off as a technology/B2B as well as a digital services distributor. The company in the last 30 years has been quite a transformation, implementing new technology, customer-oriented policies and a large logistics portfolio to help in the transition. The company has changed in recent decades by prioritizing technological innovations, customer-centric approaches and using a broad logistics portfolio for its operation to facilitate these changes. Amazon aims to be "the most customer-centric company in the world," looking to provide convenience, “the best price” and customers a vast number of available items, while also always aiming to improve the experience. It (Amiri and Vida, 2023) has a number of business-to-business services – online retail, third party marketplace, subscription, cloud computing, digital advertising, fulfilment solutions – that provide its online businesses with a diversity and which enhance its competitive advantage.
In the global e-commerce landscape, Amazon faces a dynamic market environment owing to its constant exposure to technological advancements, evolving customer demands, and strong competition. For example, Onggowidjojo and Ellitan (2023) say Amazon has invested heavily and strategically in digital innovation, operational efficiencies, and supply chain integration to strongly position itself to satisfy the constantly evolving needs of customers. Alibaba, Walmart, and eBay are Alibaba's main rivals, each of which pursues a segment of the online retail/digital commerce market. Amazon, 
however, has made strides in the bottom slot with its strong value proposition that is customer-focused and widespread distribution system, combined with its solid brand recognition. As noted by Lai et al. (2022), the “Fulfilled by Amazon” initiative has become a strategy middle-path initiative designed to strengthen the competitiveness of the platform and convey engagement by its sellers. Amazon's state-of-the-art infrastructures and commitment to connectivity and innovation have therefore given it a leg up in the attrition and continue to be seen as one of the more important players in the e-commerce arena.

[bookmark: _Toc233921742]2. External and Internal Analysis
[bookmark: _Toc233921743]2.1 External Environment Analysis (PESTEL)
A knowledge of the external environment is an integral component of assessing the strategic position in the sense that the factors associated with the external environment have a significant influence on the performance and strategic position of an organisation in the long-term future. Those forces, or factors, that impact strategic decision making are analysed using the PESTEL framework of politics, economics, social structure, technology, environment and laws (Eierle et al., 2022). Given the dominance of Amazon in the UK ecommerce market place, these are forces beyond their control that they need to be aware of as they look to generate income, as well as plan for in advance to neutralise. Organizations that keep an eye out for external changes have a higher chance of building sustainable competitive advantages — organisations that rely on their own capabilities, does not have that same chance according to Hesterly and Barney (2014).

Table 2.1: PESTEL Analysis of Amazon (UK Market)
	PESTEL Factor
	Strategic Implications for Amazon

	Political
	Government policies on digital taxation, international trade, labour standards and competition regulation influence Amazon's operations and expansion strategies.

	Economic
	Inflation, fluctuating consumer purchasing power, exchange rate volatility and economic uncertainty directly affect online retail demand and operational costs.

	Social
	Growing preference for online shopping, demand for convenience, faster delivery and personalised customer experiences continue to support Amazon's growth.

	Technological
	Artificial intelligence, automation, cloud computing and logistics innovations create opportunities to improve operational efficiency and customer satisfaction.

	Environmental
	Increasing stakeholder expectations regarding carbon emissions, sustainable packaging and renewable energy require greater environmental responsibility.

	Legal
	Data protection regulations, consumer rights legislation, employment laws and antitrust investigations influence Amazon's strategic flexibility and compliance costs.



Amazon seems to be engulfed in an expanding regulatory arena at a political level. While predominant technology companies have faced investigations by competition enforcement authorities, governments are resisting digital tax initiatives, especially in highly developed countries. The developments add to compliance costs and can present limitations on future acquisitions or expansion activities. But long-term politics has not changed in the UK, providing it with significant advantages in terms of attracting long-term investment and technological innovation. Amazon's strong financial position enables flexibility to accommodate the organization's need to comply with the regulatory standards, while maintaining operational efficiency (Charles & Uford 2023). 
Amazon has plenty of chances and challenges in its business. An inflation rate that has begun to increase and interest rates that are rising are causing some headaches for house-holds as they have a reduced disposable income, arousing some price consciousness in the target of customers. In times of economic stringency, when folks may aim to save money on the good things they would discover in the stores, Amazon's cut prices proposition can still convince them to do business with them, since they are seeking deals that they may not be able to get out from the stores. In other words, according to Amiri and Vida (2023), Amazon manages to operate itself efficiently by providing a huge range of goods and having a tight-costing logic, and seamless fulfilment processes. The city's location allows the company to continue meeting its clients' need, even during periods of economic uncertainly. In addition, Amazon has diversified its revenue streams via its cloud computing initiatives, forms of subscription services and digital ads, thus minimizing its reliance on retail sales alone (Charles and Uford, 2023). 
As a result of the social factors, the longer-term outlook for Amazon is good. The changing landscape of the workplace, as well as consumer demand for convenience and quick delivery, has driven a shift to digital commerce in their lives. Baboolal-Frank (2021) indicates that Amazon's customer focus has established it as one of its most vital strategic features by striving to ensure product diversity, cost competitiveness and timely delivery to its customers. Amazon's competiveness is dependent on ‘a customer centric approach' (Baboolal-Frank, 2021). 
Amazon's is the best external opportunity for technology innovation yet. Artificial Intelligence (AI), Machine Learning (ML), Robotics and a cloud-based system continue to have a profound impact on the retail landscape. Technology is the biggest competitive advantage considering the Amazon business model as it enables them to continuously enhance the efficiency and customer experience (Amatanweze et al., 2025).
Problems in the environment has become a more important part in the strategic universe of Amazon. Multinational organisations are expected to take action in their carbon footprint reduction, energy efficiency, and sustainable supply chain practices, which is a requirement by governments, investors and consumers. In addition, sustainability can also create a basis for more credibility and greater confidence for stakeholders. As Amiri and Vida (2023) suggest, Amazon's sustainability program is consistent with its goals and assists in fulfilling customer expectations for the company in being environmentally responsible. 

[bookmark: _Toc233921744]2.2 Internal Environment Analysis (VRIO)
It is also crucial to examine the internal resources and capabilities of Amazon to see if the opportunities could be converted into sustainable competitive advantage as a result of PESTEL. However, an understanding of the internal resources and capabilities of Amazon is also needed in order to determine whether the opportunities can be translated into longer lasting competitive advantage as a consequence of PESTEL. VRIO can be used to evaluate the value an organisation's resource, its rarity, its low levels of substitutability and exploitability (Hesterly and Barney, 2014). Resources that fulfil all four will exhibit competitive advantage longer and this will be more challenging to imitate by competitors (Saloko et al., 2023). The analyses of the internal environment show that for Amazon, the competitive success is no longer only reflected in the financial performance, but also in other factors, such as technological capabilities, the high standard of relationships with customers and operational excellence.
Table 2.2: VRIO Analysis of Amazon (UK Market)
	Strategic Resource/Capability
	Valuable
	Rare
	Difficult to Imitate
	Organised to Capture Value
	Competitive Implication

	Global brand reputation
	✓
	✓
	✓
	✓
	Sustained competitive advantage

	Customer-centric culture
	✓
	✓
	✓
	✓
	Sustained competitive advantage

	Fulfilment and logistics network
	✓
	✓
	✓
	✓
	Sustained competitive advantage

	Amazon Web Services (AWS)
	✓
	✓
	✓
	✓
	Sustained competitive advantage

	Artificial intelligence and data analytics
	✓
	Moderate
	Moderate
	✓
	Temporary to sustained advantage

	Financial resources
	✓
	✗
	✗
	✓
	Competitive parity

	Economies of scale
	✓
	✓
	Moderate
	✓
	Strong competitive advantage



Amazon's well-established brand is one of its best assets, world-wide. In its several decades of existence it has decided for reliability, not only did they develop a reputation for competing price but more importantly they also carried their convenience in their reputation. Over decades of doing their utmost, it became known for its reliability and competitiveness in terms of price, and convenience, drawing millions of loyal customers. According to Charles and Uford (2023), Amazon's outstanding financial performance can be attributed to its strong brand reputation which fosters customers' trust and allows further market expansion. They can be purchased and replicated but brand equity can be created from the continuous satisfaction of customers or organisations' consistency, and hence is challenging to replicate. It is, therefore, Amazon's brand is VRIO and it still offers a competitive advantage in all aspects.
It is extremely user-friendliness platform AWS is another significant strength of the organisation that's widens their reach from e-commerce. Although there are several tech companies that are involved in providing cloud computing-related services, AWS is given an edge because of its longer list of customers, continual market innovation, and its infrastructure. Financial stability is crucial for Amazon's financial health, said Charles and Uford (2023), as AWS drive significant profits for the company and they invest it in new technologies and market expansion. Such diversification lessens reliance on retail businesses, and bolsters organisational resiliency in economically mindful times.
Amazon's strategic prowess is also enhanced by the impact of artificial intelligence and advanced data analysis. The impact of AI and advanced data analytics also extends to Amazon's strategic capabilities. Using machine-learning applications the organisation has been able to recommend specific products, commit to forecasting future demand, optimise stock levels and serve the customer better. Amatanweze et al. (2025) maintain that "Digital innovation is a key characteristic of Amazon's competitive business model as technological capabilities aid the operational efficiency and at the same time enhance customer satisfaction. Regardless of the projects involving AI that appear among the competitors, Amazon's vast amount of data, technological capabilities and funds provide it with an advantage in the digital game. However, with quicker technological adoption, some AI functions can start to become more widespread with time and innovation will need to continue in order to maintain the status quo.
Unfortunately for Amazon, their weaknesses need to be addressed internally, but. However, the positive aspects that Amazon has are balanced heavily by the weaknesses that they have internally. The larger the organization and operations become, the more complex are the management issues concerned, particularly relating to coordinating activities across any cross-functional business units and international markets. Average break-level investment in fulfilment infrastructure, technologies and efforts in sustainability also implies the final financial investment, which might affect short-term profitability. Furthermore, if employees do not take care of themselves and their working conditions, any bad comments that they might make about themselves could impact the reputation of the organisation (Baboolal-Frank, 2021). Therefore, while there is much to be learned from Amazon, they must continue to put funding into the governance of the organization, employee engagement and responsible business practices.

[bookmark: _Toc233921745]2.3 SWOT Analysis
The SWOT is used in the integration of the external and internal analyses as it highlights Amazon's major strengths, weaknesses, opportunities and threats. The holistic evaluation will support strategic decision makers in understanding the interplay and influence between the company's capacities, the environment and the company's future competitiveness.




Table 2.3: SWOT Analysis of Amazon (UK Market)
	Strengths
	Weaknesses

	Strong global brand and customer loyalty
	Increasing regulatory and legal scrutiny

	Highly efficient fulfilment and logistics network
	High operating and infrastructure costs

	Advanced technological capabilities and AWS
	Criticism regarding labour practices

	Strong financial performance and diversified revenue streams
	Dependence on continuous technological investment



	Opportunities
	Threats

	Expansion of AI-driven retail and automation
	Intensifying competition from global retailers

	Growth in e-commerce demand and digital services
	Antitrust investigations and stricter regulation

	Sustainable logistics and renewable energy investments
	Economic uncertainty and inflationary pressures

	International market expansion
	Cybersecurity and data privacy risks



Based on SWOT analysis, the strengths outweigh the weaknesses in the Amazon. The organisation enjoys outstanding brand awareness along with technological leadership, multiple sources of revenue and efficiency of operations – further enhancing its competitive standing. They are what makes Amazon to capitalise on the openings when opportunities emerge and digital innovation, artificial intelligence and shifting tastes of online users develop. Sustainable competitive advantage is possible through the ability of organisations to match valuable resources they maintain internally to the changing market conditions in the outside world, in line with Amazon's, Onggowidjojo and Ellitan's (2023) strategy.

[bookmark: _Toc233921746]3. Comprehensive and Holistic View of the Organisation
[bookmark: _Toc233921747]3.1 Corporate Social Responsibility (CSR) Strategy and Alignment with Business Objectives
Amazon has clearly made Corporate Social Responsibility (CSR) a strategic priority, marking their commitment to conducting business while also taking into account the social and environmental implications. Sustainability is not only Amazon's requirement; it is their business goal and CSR is becoming a component of their strategic principles. This aligns with the company's corporate vision, to become the world's most customers-centred company: customers, investors and regulators are growing insistent on companies' responsibilities. Amazon's success strategy is business responsible attitude combined with the customer centric and innovative approach they adopted in the past as pointed out by Berryman (2014) should be integrated into the organisations decision making processes as a point towards achieving continued market success.
Amazon has several initiatives focused on environmental sustainability — electric delivery vehicles, sustainable packaging, and renewable energy, among them, are some of Amazon's biggest CSR focuses. These represent more of the measures which seek to reduce CO2 emissions or to optimise energy use in the chain. As revealed by Amatanweze et al. (2025), the sustainable practices and solutions mentioned have evolved from a corporate reputation puzzle to a long-term strategy that can help the organisation resistance itself for years, and build stakeholder trust, thereby maintaining their competitive edge. Environmental investments are thus a contribution at the same time to corporate legitimacy and operational excellence.
Staff recruitment and training as well as community involvement are also one of the priorities of Amazon's social responsibility (Amazon Advertising n.d). The organisation has made substantial progress in the development of digital skills, for instance, by providing training to staff and giving connections with education institutions as a way of staff development to ensure staff have the relevant skills to work in the digital age. Despite these sightings, working conditions, the health of workers and labour relations at the Amazon warehouses continue to be an issue. These indicate that good CSR is not just about improving the environmental record and is more about continuous improvement in the governance and stakeholder engagement of the organisation's environmental record. If a business does not take employee wellbeing into account or ensure it operates efficiently, it could face reputational damage that could affect their long-term competitiveness, Amatanweze et al. (2025) note.
Another key area of Amazon's CSR efforts is go-vernance. It has been proactively making efforts to improve corporate governance systems and data security threats alongside the increasing concern with data privacy, Competition law and AI by regulators. As more and more personal and commercial data is stored and utilized in digital platforms, it has become crucial to effectively manage information risk to maintain trust in that data, argues Hong (2025). Investment for cybersecurity, compliance and ethical AI governance is thus not only essential to fulfilling regulatory mandates but also vital to company goals to safeguard secure customer connections and shield the company's reputation.

[bookmark: _Toc233921748]3.2 Balanced Scorecard Analysis
The Balanced Scorecard (see Kaplan and Norton 1992) is a broad-based approach as it takes an overview of performance measurement from financial and non-financial perspectives. Unlike the traditional performance-based measures that care for only the financial aspect of things, the Balanced Score Card is interested in the aspects of the business under four lenses namely Financial, Customer, Internal Business Processes and the aspects relating to Learning and Growth. Organizations using integrated Key Performance Indicators (KPIs) are more capable of translating the strategic goals into measurable KPIs, providing managers with a sense of how well an organization is progressing and affording them the chance to steer the organizations in the direction of continuous improvement (Moroz 2024). Let’s take Amazon as an example and its strategic mission, and see how it relates to the activities that Amazon operates on a day-to-day basis.







Table 3.1: Amazon Balanced Scorecard
	Perspective
	Strategic Objective
	Key Performance Indicators (KPIs)
	Target
	Strategic Initiatives

	Financial
	Increase profitability and sustainable revenue growth
	Conversion Rate (CVR), Return on Ad Spend (ROAS), Advertising Cost of Sales (ACoS), Revenue Growth
	Maintain CVR above industry average (9.87%), reduce ACoS, increase ROAS and operating profit
	AI-driven pricing, AWS expansion, advertising optimisation and cost efficiency

	Customer
	Improve customer satisfaction and loyalty
	Order Defect Rate (ODR), Return Rate, Customer Reviews, Delivery Performance
	Maintain ODR below 1%, reduce return rates and improve customer satisfaction
	Personalised recommendations, Prime membership enhancements and improved customer support

	Internal Business Processes
	Improve operational efficiency and fulfilment performance
	Delivery Speed, Inventory Accuracy, Fulfilment Efficiency, Automation Rate
	Reduce fulfilment time, improve inventory management and increase automation
	Robotics, AI-enabled logistics, warehouse automation and supply chain optimisation

	Learning and Growth
	Enhance innovation and employee capabilities
	Employee Training, AI Adoption, Technology Investment, Staff Productivity
	Increase workforce digital skills, strengthen innovation and improve employee performance
	Continuous employee training, AI investment, leadership development and organisational learning
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3.2.1 Financial Perspective
Financial is a business perspective that considers a company's ability to produce positive outcomes in the future to provide long-term value. Amazon's investments in technology, logistics and innovation are ongoing, which is why financial performance will be critical to its strategic objectives and will require Amazon to have strong cash flows and diversified revenue sources. As explained by Moroz (2024) financial KPIs are used to measure the economic value organisations are creating through strategic efforts.
Amazon tracks some key metrics, such as the Conversion Rate (CVR), Advertising Cost of Sales (ACoS) and Return on Ad Spend (ROAS). With the average Amazon conversion rate at around 9.87%, it is clear that Amazon is an effective platform for converting website traffic into sales – therefore reducing ACoS boosts the profitability of the ads (Amazon Advertising n.d). 

[bookmark: _Toc233921750]3.2.2 Customer Perspective
One of the most vital strategies among Amazon business is Customer Satisfaction as it depends on providing uniquely stimulating experiences to its customers. Thus, the customer focus is on quality measurement, reliability and customer loyalty. In addition, notes Sarwar, Amazon has a huge store of data it can leverage to make even more recommendations per person, which will enhance the buying experience and make customers loyal in the long run.
Order Defect Rate (ODR), customer ratings and product returns are a few of the significant KPIs. Amazon's Order Defect Rate (ODR) standard is designed to promote a consistent service for Amazon and the marketplace. The Order Defect Rate is established by Amazon to ensure that the marketplace remains fresh, and that sellers consistently provide good service. While the average online retail return rate is around 17.6%, efforts to minimise waste over returns is a key strategic goal to stay on top of operational costs whilst increasing customer satisfaction (Amazon Advertising n.d). These performance levels directly support Amazon's goal of providing a delightful customer experience for its customers on its platform; standardizing service across its customers' marketplace.

[bookmark: _Toc233921751]3.2.3 Internal Business Process Perspective
Amazon's internal operations are very efficient which facilitates its fast and low-cost products sales. The internal business process perspective is then about fulfilment efficiency, inventory management, efficiency in logistics and innovations in the business process. Ali talks about how Amazon's order fulfillment system utilizes sophisticated warehouse automation, inventory management and transportation methods to get more value out of their supply chain.
Amazon uses AI and robotics to lift inventory. At Amazon, AI and robotics are mainstays. According to Houda, Sabrine and Wahiba (2025), AI tools can enhance demand forecasting, inventory planning, and marketing efforts, driving up productivity and cutting down on fulfilment costs for Amazon. 

[bookmark: _Toc233921752]3.2.4 Learning and Growth Perspective
The learning and growth perspective acknowledges that a competitive advantage can only be achieved through continual innovation, employee learning and training and technological advances. Amazon offer a detailed training plan for its staff including leadership development levels and an ability to change with the digital world; organisational knowledge has evolved in line with technology. New attempts emphasize the aspect of innovative, as the introduction of new technologies into the business processes.
In Amazon, AI is making strides in their organisational learning with Spacelift, which is using insights to support decisions, customer analysis and operational planning. AI has become a game-changer tool that can enhance the effectiveness of marketing efforts and drive organisational adaptability, according to Houda and Sabrine (2025). Future investments of workforce development will similarly give workers the capacity to use increasingly sophisticated technologies. 

[bookmark: _Toc233921753]4. Strategic Choices and Implementation
Amazon’s Digital business arena is extremely competitive, and it needs to continually refine its strategy if it is to grow and increase its long-term economic value. The organisation has reached a successful balance at the business level between cost leadership and differentiation. At Amazon, the path to competitive pricing and profitability is accomplished through efficiencies gained from scale, advanced automation, effective data-driven inventory management and streamlining supply chain. At the same time, customers are differentiated through excellent service, quick delivery, customisation suggestions and from Amazon Prime and through new digital services like Amazon Web Services (AWS). As stated by Houda & Wahiba (2025), Artificial Intelligence tools are a key part of Amazon's weaponry by ensuring they stay competitive and deliver a better service to their clientele. 
As outlined in the Ansoff Matrix, the best growth strategies that could be given to Amazon would be Market Development and Product Development. The organisation can assess the opportunity of expansion by using the four strategic growth options (market penetration, market development, product development or diversification) to match the risks with benefits of expansion (Zugay & Zakaria, 2023). Amazon has already gained competitive advantage in a number of traditional e-commerce areas; the company needs to expand on its already vast capabilities in AI, and grow its digital ads across existing and new ways of shopping online. Organizations will be able to, through the Ansoff Matrix, align growth plans with the performance-shifted market needs and demands as well as customer requirements, which can be used for strategic planning as stated by Ferreira and de Sá (2024).
So, the current trend in marketing research with AI and high-tech analysis is directed towards product development. As part of its investments in Artificial Intelligence systems for recommending and forecasting customer preferences, Amazon will strive to enhance its operations to become more and more efficient while simultaneously delivering increasingly customized customer experiences. Bhatt and Singhi (2020) categorize the advanced technologies into advanced technologies and strategic tools: advanced technologies are now becoming critical to enhance marketing effectivity and to improve competitiveness of an organisation. Furthermore, enhancing the logistics and customer interaction function of AI technology does not require an overhaul of the current business model, but rather is a proper utilization according to Amazon's business model. The methodology is aligned with Amazon's vision to be the most customer-oriented organisation in the world, improving the quality of service, responsiveness to the business and innovation.

[bookmark: _Toc233921754]Section 2: Reflective Account (Gibbs' Reflective Cycle)
There is importance for reflection as a part of professional learning as it allows people to review experiences, recognise strengths and weaknesses, and further enhance practice. The Gibbs' reflective cycle has been adopted in this assessment to evaluate the task that involves research, analysis and preparing a strategic management report on Amazon for a critical analysis. The Gibbs' model has six stages: Description, feelings, evaluation, analysis, conclusion and action plan. In higher learning institutions and management practice, reflective models are useful ones, as these models facilitate critical thinking process in enhancing professional skills and interpersonal skills (Chandrakumara and Rathnayake, 2023).
For the first stage, the description, the selection of Amazon was made because there were a lot of documents available and published online and also Amazon is also in use in the international market and also the position which is strategically occupied by Amazon in the e commerce sector. The academic journal articles and literature on strategic management were used for the purpose of preparing for the research process and external environment and internal resource analyses of Amazon, along with strategic decisions and CSR initiatives. Strategic management frameworks, such as PESTEL, VRIO, SWOT, the Balanced Scorecard and Ansoff's Matrix were used in analysing the frameworks to ensure that theoretical frameworks were related to organisational evidence. The data collected from a variety of academic sources added to the content/authenticity of the report, as well as corroborated recommendations based on the available data.
During stage 2, it's about the emotions felt during the assignment. The analysis of such a multi-national organization as Amazon appeared to be hard at first due to the breadth of businesses Amazons performs and the varied way of tackling business. There was a challenge in being able to be judicious and read a lot to see what information would be strategically relevant. The strategic management frameworks assured, however, as the research advanced, a growing level of confidence developed stemming from the ability to organically, and logically, structure information. 
It was a crucial stage in the evaluation of the positive as well as challenging elements of the research process. A point of emphasis was on the educational focus, since there's considerable research literature on one of their areas of strategic growth – artificial intelligence, and they can operate well and effectively for their customers. This allowed a critical examination of the organisation as opposed to just a description of the organisation's activities. Furthermore, it was demonstrated in an integrated fashion the connections among the different strategic frameworks, not only in the external, internal and capabilities analysis of the organisation, but also in its performance management. Finding the right balance of description/compatibility and critical analysis, though, is another issue. The focus was more on the strategies that they implemented across the board at Amazon, and not as much on the impact. Initially, it was about the strategies they used. More about the strategies than the impact. Continuous checks were done and literature search was conducted to reinforce the critical discussion throughout the report.
Analysis stage provided opportunity for better understanding of what has been learned between the assessment. The strategic analysis revealed that sustainable competitive advantage (SCA) is related to the linkage among the decisions in the environment, and the relationship among the internal resources applied and formed external factors. Using frameworks like VRIO and the Balanced Scorecard demonstrated that strategic management involves some non-financial performance measures as well as some financial, to assess for the long-term. In addition, Amazon's CSR activities highlighted, the importance of ethical governance, sustainability and stakeholder management alongside profitability of the organisation as emerging drivers in the performance of the organisation. Reflective learning through experiential learning provides opportunity to consolidate problem-solving skills and enables the Learners to connect theory to real world business situations (Neeson & Billington, 2022). This assignment was used to reaffirm this with the help of the strategic management tool adopted in a known organisation in the world.
After this conclusion stage, several key conclusions were made about an individual's personal learning. The assessment really helped me to develop my skills in academic research, and critically analyse strategic business issues by accruing information from a variety of sources. It also developed the confidence in identifying and applying analytical approaches to help them with strategic recommendations. Instead of seeing business strategy as individuals’ business ideas, I have an understanding of how various factors in the environment impact the organisation, its capabilities and the expectations of stakeholders. Furthermore, I knew something called structured reflection, which is to recognise, for continual improvement.
Lastly the action plan is centered in future professional learning. I will continue to develop analytical skills by analyzing more data in various industries and comparing performances of organisations with key competitors in future Strategic Management projects. Another one of my goals is to add clarity and quantitative proof to the delivery of complex business information in another picture (other than visual) that I sell them. In addition, a reflective learning exercise will follow significant academic and/or professional development to concentrate on strengths and weak areas and opportunities to perform better in the future. Reflective practice is an unwavering strategy used to benefit people's professional development and growth; a process in which learners see and consider themselves in systems, according to Chandrakumara and Rathnayake (2023). As a result of using The Gibbs' Reflective Cycle I was able to learn how to make diagnoses, how to evaluate the results achieved and how to be able to critically reflect on my key role as an emerging strategic management practitioner in the overall.
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