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[bookmark: _Toc224316057]1. Organisational Context and Overview 
[bookmark: _Toc224316058]1.1 Introduction to ASDA
Asda is a United Kingdom-based company that is a chain of big supermarket stores, which compete intensively in the highly competitive grocery retail sector (ASDA. 2026). The company has over 630 stores in the UK, comprising supercentres, supermarkets and convenience stores based in Leeds, England. ASDA has a population of about 145,000 employees, which makes it one of the largest employers in the country in the private sector. Its retailer is largely concerned with the provision of value-based products at a competitive price, which is aimed at price-sensitive consumers. As per the reports, ASDA controls approximately 11.8 percent of the grocery market in the UK, making the company one of the largest retailers in the category of major supermarket retailers in the UK (Grocery Trade News, 2025). It operates in grocery retail, clothing, home products and online grocery. This allows the company to have a wide customer base and revenue base.
[image: ]
Figure 1: Brand Logo
(Source: ASDA, 2026)

[bookmark: _Toc224316059]1.2 Historical Development
In 1949, the company, the Asquith family, combined their retail business with the Associated Dairies company in Leeds, naming it ASDA (ASDA, 2026). In the 1970s and 1980s, the organisation grew very fast by acquiring stores and expanding to other parts of the country. One of the milestones was made in 1999 when the American retail giant Walmart bought ASDA, paying around 6.7 billion pounds, and in so doing, the company has been able to enhance efficiency in supply chains and embrace large-scale retailing activities (Cowe, 1999). However, in 2021, ASDA was again sold with Mohsin Issa and Zuber Issa, as described in the image below, along with TDR Capital acquiring the company at a valuation amounting to approximately 6.8 billion (Jordan, 2020). This is a move seen as strategic to invest further and restructure the operation of the company.
[image: ]
Figure 2: Who are Issa Brothers
(Source: Jordan, 2020)
[bookmark: _Toc224316060]1.3 Industry and Market Position
ASDA is in the business of the UK grocery retail sector, which is one of the largest retail sectors in the UK. The company is a competitor to large retail stores which include Tesco, Sainsbury, Aldi and Lidl (Butler, 2025). The annual turnover of the UK grocery market was more than 195.3 billion in 2024, which indicates the level and intensity of competition Savills, 2025). ASDA targets itself as a value supermarket mainly with low pricing strategies and price-match promotions to be competitive against the traditional supermarkets and the discount stores.
.

[bookmark: _Toc224316061]2. External and Internal Environment Analysis
[bookmark: _Toc224316062]2.1 External Environment Analysis 
External environment analysis assists organisations in getting to know about the macro environment and how it impacts strategy decisions (CIPD, 2025). In the case of Asda, political, economic, social, technological, environmental and legal forces of the UK grocery retail business influence business competitiveness and performance. 

Figure 3: Pestle Framework
(Source: By Author)
Political Factors
Supermarket activities are highly affected by government policies and regulatory systems. Labour regulation policies and food safety standards define the operations of the retailers in terms of supply chains and employment (Rao, et al., 2021). The Brexit effect has caused the emergence of new customs checks and regulations on imported food products, which have added administrative expense and logistical challenges. Besides this, the operating expenses are also influenced by government policies concerning wages. The UK National Living Wage is now using 11.44 per hour in 2024 and this has put pressure on the labour expenses of retailers that use a large workforce (Elliot, 2023).
Economic Factors
Consumer behaviour in the grocery industry is largely affected by economic conditions. The increasing inflation and cost of living crisis have caused consumers to be price sensitive. The Office for National Statistics showed that in 2023, the inflation of food prices exceeded 19.1% which is the highest in decades (Office for National Statistics, 2023). This has seen most of the consumers focus on cheaper products and discount retailers. This economic climate promotes the value-based pricing strategy of ASDA and also raises the costs of operations in terms of energy, transportation and supplier costs.
Social Factors
Retail strategies are also influenced by the changing consumer preferences. The contemporary consumer is also seeking healthier food products, ethical sourcing and transparency of the products (Mintel, 2025). Besides, the lifestyle change and urbanisation have led to a higher demand for convenient foods and pre-cooked meals. Groceries have also increased tremendously through online shopping with online channels contributing to about 13-14 percent of the UK grocery sales (Zuke, 2025). These tendencies make supermarkets invest in digitalisation, convenient product lines and better customer relations.
Technological Factors
The grocery retail industry has been changed by technological innovation. Digital technologies have become a critical part of the operations of retailers, who are striving to make their operations more efficient and deliver a better customer experience (McKinsey & Company, 2022). ASDA has also implemented self-checkouts, mobile shopping and price optimisation software to improve operations. The growth of e-commerce and automated logistics systems is also what allows the supermarkets to become more efficient in managing their inventory and delivering it to the customers (Gomes, et al., 2023). This means that technological investment is also necessary to ensure competitiveness. 
Environmental Factors
Sustainability of the environment has emerged as a very critical concern in the retail industry (Vadakkepatt, et al., 2021). Customers and authorities are urging the supermarkets to lower plastic packaging, reduce food waste and carbon emissions. ASDA has also launched measures that help decrease the use of plastics and enhance recycling. The company has also made a promise to reduce its carbon emissions to net-zero by 2040, which is a wider projection of the company's sustainability expectations in the industry.
Legal Factors
The grocery industry is in a very severe legal framework that is meant to safeguard consumers and provide equitable competition (GOV.UK, 2023). Laws that govern food safety, product labelling and employment law influence the activities of the supermarket. The Competition and Markets Authority in the UK regulates competition and makes sure that retailers do not apply anti-competitive strategies. Trust and evading financial penalties depend on adherence to these legal requirements.
2.2 Strategic Challenges in the External Environment
Despite the good market presence, ASDA is faced with a number of external challenges, which influence its strategic position.
Intense Industry Competition
The supermarket retail industry in the UK is very competitive and big supermarkets are competing with rapidly growing discount retailers (Almedia, 2025). Key competitors are Tesco, Sainsbury, Aldi and Lidl. The growing market share of discount retailers through simplified product lines and lower prices has pressured ASDA to remain competitive with regard to pricing whilst ensuring profitability.
Rising Operational Costs
The economic factors like inflation, rise in energy prices and wage increments have intensified the costs of operation in supermarkets (Jordan, 2025). Balancing these expenses and retaining low prices is a serious strategic task for ASDA.
Changing Consumer Behaviour
The shopping behaviour of consumers is changing at a very high pace. The development of online shopping for groceries, the requirement to cater to convenience goods and the growing appeal of healthy and sustainable food force supermarkets to constantly change their strategies and product assortments (Mintel, 2025).
Supply Chain Disruptions
Brexit and the COVID-19 pandemic have led to global supply chain disruptions that have impacted product availability and the cost of logistics (Institute for Government, 2021). The retailers should invest in resilient supply chains to maintain a stable supply of products and effective distribution.
Sustainability Expectations
The issue of environmental concerns is shaping consumer buying habits and governmental regulations (GOV.UK, 2022). Supermarkets need to invest in sustainable packaging, waste minimisation and energy saving, which would raise the costs of operations, but are needed to preserve the corporate image and to guarantee competitiveness in the long run.
[bookmark: _Toc224316063]2.3 Internal Environment Analysis
The internal environment of an organisation is made up of organisational resources, organisational capabilities and competencies that help in strategic performance. In the case of ASDA, it has a number of internal strengths that have made it competitive in the UK grocery industry.
Tangible Resources
ASDA has a large network of over 630 stores throughout the United Kingdom and is backed up by large distribution centres and logistics facilities (ASDA, 2026). This network enables the firm to cater to its customers throughout the country and avoids a crisis in product delivery. Furthermore, ASDA has a highly-developed online grocery platform where it provides its customers with the opportunity to order products online and deliver them using home delivery or employing a click-and-collect service (ASDA, 2026).
Intangible Resources
ASDA has developed a good brand image which is founded on value and low prices. However, in a number of decades, the company has established itself as a price-sensitive retailer with the interest of cost-sensitive consumers (ASDA, 2026). The company can also form long-term relations with suppliers and have a stable supply of its products as well as negotiate competitive purchasing agreements.
Human Resources
Another resource of great importance to an organisation is human capital. ASDA has a workforce of around 145,000 workers comprising store workers, logistics workers and management teams (ASDA, 2026). Professed workers and functional experience lead to an effective retail business and quality of customer service.
[bookmark: _Toc224316064]2.4 VRIO Analysis of Strategic Capabilities
The VRIO framework measures the sustainability of the competitive advantage of organisational resources by analysing their value, rarity, imitability and organisational support (Amaya, et al., 2024).
	Resources 
	Valuable 
	Rarity 
	Inimitable 
	Organisation
	Competitive Advantages 

	Extensive UK store network
	· 
	X
	X
	· 
	Temporary advantage

	Value-based brand positioning
	· 
	X
	X
	· 
	Temporary advantage

	Supply chain and logistics network
	· 
	· 
	· 
	· 
	Sustained advantage

	Private label product range
	· 
	X
	X
	· 
	Temporary advantage

	Online grocery platform
	· 
	x
	x
	· 
	Temporary advantage

	George clothing brand
	· 
	· 
	X
	· 
	Temporary advantage



Interpretation of VRIO Analysis
The analysis indicates that despite ASDA having several resources that can be utilised, few of them have long-term strategic value. Its network of a large number of stores is advantageous as the company can cover a wide geographic area, but the same networks are run by other competitors like Tesco and Sainsbury, which makes the competitive force even. The brand image of value and affordability at ASDA is another valuable intangible asset that attracts price-sensitive consumers, especially when they are under pressure and when they lack economic pressure (Marketing Week, 2006). Competitors provide promotional pricing, but the employees of ASDA are highly identified with low prices which is a temporary competitive advantage.
The most important strategic strength of the company is its supply chain and logistics capabilities of the company. Distribution networks and supplier relationships are large, which allows the effective delivery of products to each store and online (ASDA, 2026). Since this kind of infrastructure can be costly to invest in and operate and smaller players have few chances of imitating them, they have a long-term competitive advantage. The other capabilities such as online grocery services and private label products, are worthwhile yet commonly used throughout the industry. Consequently, these resources contribute to the competitiveness, but fail to establish differentiation.
[bookmark: _Toc224316065]2.5 Contribution of Internal Strengths to Competitive Advantage
The internal resources of ASDA are important in facilitating its competitive strategy. The large logistics network of the company and the network of stores located nationwide allow it to provide timely distribution of the products and easy access for the clients. These strengths facilitate the cost leadership strategy of the organisation since they enable economies of scale and efficiency of operations. Moreover, the good value-oriented brand positioning of ASDA allows the firm to appeal to price-sensitive consumers and retain customers who remain loyal (Stephenson, 2024). Digital platforms and online grocery services also contribute to the company showcasing its omnichannel capabilities, allowing it to compete well in a retail environment that is getting more technologically oriented. In general, the efficiency of the supply chain combined with brand recognition and a diversified product range enables ASDA to enjoy a good competitive stance in the UK grocery market as competition increases both with the traditional supermarkets and the discount retailers.


[bookmark: _Toc224316066]3. CSR and Sustainability Objectives (Triple Bottom Line Approach)
CSR has emerged as a strategic concern in the retail sector. Asda incorporates CSR in its functions by carrying out activities that are associated with sustainability, ethical sourcing and community involvement. The Triple Bottom Line (TBL) framework of analysing the company strategy in CSR terms can be applied to review the performance of the company in terms of economic, environmental and social aspects (Nogueira, et al., 2023).

Figure 4: TBL Framework
(Source: By Author)
Profit 
Economically, the CSR strategy of ASDA contributes to the business performance in the long term, as well as preserving its positioning in the value-oriented market (ASDA, 2026). The retailer will offer low-priced products to consumers and enhance efficiency in its operations through responsible sourcing and waste reduction programmes. Such strategies contribute to managing the cost of operations and increasing profitability. The concept of sustainability has enabled ASDA to record its brand and sustainability in terms of its supply chain operations and store operations, which have helped it to remain competitive in the UK grocery industry (Williment, 2025).
Planet 
Environmental sustainability is also one of the core elements of the CSR approach of ASDA. The company has also come up with measures to mitigate its effect on the environment such as its promise to cut its net-zero carbon emissions in its operations by the year 2040 (ASDA, 2026). ASDA has also undertaken the programmes to minimise plastic usage of packaging, increase recycling activities, and decrease food waste in its stores and distribution centers. These efforts are a reaction to the mounting regulatory pressure and rising consumer expectations in environmentally conscious retailing.
People
Socially, ASDA engages in different activities to support the local communities. The company offers community grants, local charitable support, and food donation programmes to address food insecurity (ASDA Foundation, 2026). Such efforts improve stakeholder relations and corporate image. On balance, considering both its orientation to economic, environmental and social goals, the CSR strategy of ASDA is in line with long-term business objectives and helps to increase growth sustainably. 


[bookmark: _Toc224316067]4. Comprehensive and Holistic View of the Organisation: Balanced Scorecard
A strategic performance management system, the Balanced Scorecard, introduced by Kaplan and Norton (1992) is a system of performance evaluation that handles organisational performance in terms of both financial and non-financial measures. In the case of Asda, the Balanced Scorecard will facilitate the alignment of operational activities with its value-based retail strategy and business long-term objectives.

Figure 5: Balance Scorecard
(Source: By Author)

Financial Perspective
The financial perspective measures the ability of the organisation to create value for the shareholders and financial sustainability. The main financial goal of ASDA is to continue making profits and provide competitive prices to the business (ASDA, 2025). Among others, the key performance indicators (KPIs) are the growth of revenues, operating margins and cost efficiency. In 2024, the UK grocery industry made a revenue of more than 230 billion pounds, which is why financial performance is a significant concern in the market where competition is intense (ASDA, 2025). The financial goals of ASDA centre on the improvement in sales volumes, without compromising on the price leadership. The supply chain optimisation, effective procurement systems and growth of the company-label products are one of the strategic programs that assist in achieving the mentioned goals and increasing the profit margin without raising prices. 
Customer Perspective
The customer perspective is concerned with the ability of the organisation to add value to the target customers. The mission of ASDA focuses on good quality products at low prices making the company a value-oriented retailer (ASDA, 2026). Some of the key KPIs are customer satisfaction scores, brand perception, customer loyalty and online service quality. The company will be focused on enhancing its image of affordability without compromising on the quality of the product and service delivery. Some of the initiatives that contribute towards these goals are price-match campaigns, the growth of online grocery services, and the customer experience in-store.
Internal Business Process Perspective
It focuses on the inner working mechanisms that facilitate the organisation to create value for the customers effectively. In the case of ASDA, the key internal processes are the supply chain management and the running of its stores (ASDA, 2026). The significant KPIs involve inventory turnover rates, efficiency of supply chains, product availability and control of costs of operation. Strategic goals are aimed at promoting operational inefficiencies and the ability to have a constant supply of products in the stores and online websites (ASDA, 2024). Programs encouraging these goals are logistics optimisation, automated inventory, and better supplier relationships to increase the efficiency of product distribution.
Learning and Growth Perspective
The learning and growth lens focus on the organisational ability, staff growth and innovation. In the case of ASDA, the development of a competent workforce and technological capabilities is the key component to remaining competitive. The main KPIs are the participation and adoption of digital technologies and the engagement of employees. The strategic programmes of the company involve staff training programmes, leadership development, and investment in retail technology like digital platforms and data analytics systems (ASDA, 2026). These programs help to encourage innovation, enhance operational effectiveness and enable ASDA be able to respond to the evolving customer demands.
On the whole, the Balanced Scorecard is a holistic model where the financial performance of ASDA is connected to customer value, operational efficiency and organisational development as the company seeks to be competitive in the competitive UK/ grocery retail market. 


[bookmark: _Toc224316068]5. Strategic Choices and Implementation
The strategic decisions define the way in which organisations compete in their industry and gain long-term competitive advantage (Amason and Ward, 2020). In the case of Asda, strategic decision-making involves both business-level and corporate-level strategies, which will determine how the company will compete within the market and the general direction and scope of the organisation.
Business-Level Strategy
At the business level, the major generic strategy adopted by ASDA is cost leadership, which is among the three generic strategies introduced by Michael Porter. This strategy is aimed at offering goods at reduced prices in comparison to its rivals and the quality of the goods offered is acceptable. The focus on value prices and price-match promotions is part of the strategy by ASDA to appeal to price-conscious customers in the highly competitive UK grocery market (Butler, 2025). ASDA will be able to keep the cost in check and provide competitive prices by sustaining efficient supply chains, large-scale procurement and own-label products.
Nonetheless, the cost leadership strategy is under growing pressure from discount retailers like Aldi and Lidl that have grown tremendously in the UK market (BBC, 2024). These competitors have simplified forms of operation of stores and limited product lines, which allow them to have even lower operating costs. Thus, as cost leadership continues to be suitable for ASDA, the company should also consider enhancing customer experience and product quality as a way of maintaining its competitive edge.
Corporate-Level Strategy
At the corporate level, ASDA has sought diversification and strategic expansion beyond traditional grocery retailing. Among the most impressive is the George brand of clothing, which will enable the company to create more revenue lines and reach a broader customer base (ASDA, 2024). Besides this, the retailer has embarked on the growth of its online grocery system and convenience store format in response to alterations in the consumer shopping trends. One of the strategic options that can be offered to ASDA is to enhance its omnichannel retailing strategy, which implies the merging of the physical stores with online grocery services. The proliferation of digital platforms and delivery options would help the organisation to compete better with other supermarkets that have invested significant resources in e-commerce.
[bookmark: _Toc224316069]5.1 Change Management and Strategic Implementation
The implementation of strategies entails the organisations being able to manage change within themselves. The acquisition of ASDA by Issa brothers and TDR Capital in 2021 has brought major structural changes to the company (ASDA, 2024). Such a shift in ownership by Walmart necessitated the organisation to change its management structure and operational strategies. The company has also put in place a number of efforts to enhance efficiency and competitiveness through such initiatives as supply chains, modernisation of stores and digital retail investments (ASDA, 2025). But there are challenges in managing these changes, especially in ensuring that changes in operations are made stable as new strategic initiatives are being introduced. Altogether, ASDA has already shown that the company is capable of adjusting its strategy to the evolving market conditions, yet the success of strategic implementation in the future will also rely on its capacity to strike a balance between cost leadership and innovation, customer experience and digital transformation.


[bookmark: _Toc224316070]6. Strategic Evaluation and Recommendations 
Strategic analysis assists organisations to evaluate the effectiveness of their current strategies in maintaining competitiveness in the long term and long-term growth (Grant, 2021). In the case of Asda, SWOT analysis offers a systematic model of analysing the internal strengths and weaknesses of the organisation, besides looking into external opportunities and threats in the UK grocery retailing business.
Strengths
The main strength of ASDA is that it has a strong value brand position, and it focuses on value and favourable pricing. This approach appeals to the consumers who are price sensitive especially in the season of economic insecurity and inflationary living expenses. It also has the advantage of a large network of stores throughout the United Kingdom of over 630 stores that are assisted by an established logistics and distribution system (ASDA, 2026). These resources can help ASDA to retain an extensive geographic presence and a productive supply of products. Moreover, product diversification, including the George clothing brand, enables the company to achieve more revenue sources other than grocery retailing to enhance the overall business performance.
Weaknesses
These merits notwithstanding, ASDA has a number of internal constraints that could influence its strategic performance. The cost leadership and low-pricing strategies adopted by the company have strained the profit margins, especially in cases where the cost of doing business in the form of energy, labour and transportation costs are on the rise (Simpson, 2026). It is thus difficult to maintain competitive prices and, at the same time, make a profit. Also, over the past few years, ASDA has experienced a downtrend in market share owing to the stiff competition in the UK supermarket market segment (Hawkins, 2026). The organisation has also lagged behind certain competitors in the area of developing superior digital retail capability, which can diminish its flexibility to exploit the expanding online grocery market to the maximum.
Opportunities
ASDA has a number of external opportunities that it can utilise to improve its competitive position. The further development of the online grocery and online retail platforms gives a great opportunity to develop delivery processes and increase customer convenience. Moreover, the growing consumer needs of sustainable and ethically sourced products will open up opportunities for ASDA to enhance its own line of products and environmentally friendly product chains (ASDA, 2026). The format expansion of convenience stores and the adoption of the omnichannel retailing approach can also help the organisation to access new customer groups and enhance the overall customer integration in the changing retail environment.
Threats
The retail environment of ASDA is highly competitive and is at war with other major supermarkets and discount retailers like Tesco, Sainsbury, Aldi and Lidl that are fast expanding in their discount retail business (Zuke, 2025). These rivals are firmly consolidating their market shares by pushing prices below theirs and being operational in an efficient manner. In addition, the economic uncertainty, inflation and supply chain disruptions pose further difficulties to supermarkets as they raise the cost of operations and influence the availability of the products.
[bookmark: _Toc224316071]6.1 Strategic Recommendations
In this analysis, ASDA can focus on enhancing its digital retail operations by increasing online grocery sales and enhancing its delivery infrastructure. The organisation must also seek to acquire cutting-edge supply chain technologies and automation to enhance the efficiency of operations and cost control. Lastly, a stronger brand reputation would be developed through increasing sustainability initiatives and product lines that would be environmentally friendly, which would cater to changes in consumer demands and enable long-term competitiveness in the UK grocery market.


[bookmark: _Toc224311439][bookmark: _Toc224316072]7. Reflective Account
For the reflective analysis of Asda, Gibbs Reflective Cycle can be used to critically analyse the research, analysis, and areas of improvement throughout the report. Gibb’s Reflective Model include six stages, including description, feelings, evaluation, analysis, conclusion and action plan (Praveena, et al., 2025). 

Figure 6: Gibbs' Reflective Cycle Model
(Source: By Author)
Description - The initial phase of the reflective cycle is the description of the experience. When completing the strategic analysis part of this assessment, the primary goal was to review the strategic position of ASDA in the UK grocery retailing industry. It started by establishing credible sources of information such as company reports, industry publications and academic literature which are based on strategic management frameworks. At the research stage, I gathered facts regarding the organisational history of ASDA, its business location and business strategies. Upon collecting the appropriate information, I used various strategic management models that are necessary in the assessment brief, such as PESTLE analysis, VRIO analysis, the Balanced Scorecard and SWOT analysis. These models aided in organising the discussion of the external environment of the organisation, internal capabilities, performance of operations in the organisation and strategic decisions. The available data was put in each of the models to gain insight into how ASDA competes in the UK retail market, which is highly competitive. This involved connecting theoretical frameworks to practical organisational activities in order to generate a sensible strategic analysis.
Feelings - At first, I was interested and somehow challenged by the complication of the task. Strategic management assignments demand the formulation of theoretical frameworks and the incorporation of actual organisational information, which may be challenging when handling a large organisation such as ASDA that operates in a complex market environment. Strategic management is defined as providing the entire strategic direction towards the enterprise while specifying the targeted objectives to achieve them and enhance organisational growth and success (Kovalova and Grynko, 2025). My initial thoughts about conducting the research process were that I would not be able to collect enough reliable information to use all the strategic models that are necessary. However, my confidence grew gradually as I went through the research stage. Company information, industry reports and scholarly resources allowed me to gain a better insight into the strategic location of ASDA and the UK grocery market. The use of the various strategic models also assisted in understanding how the theoretical ideas learned in the module would be applied to analyse actual business scenarios. 
Evaluation - Going over the entire experience, several factors of the research and preparation process went well. A good factor was the methodological procedure of gathering information through various credible and authentic sources. This assisted in making sure that the analysis was done using robust data rather than assumptions. Further, the structured strategic frameworks were useful to highlight the discussion and ensure that the assessment met all the requirements. The positive results were the chance to test the theoretical knowledge in a real organisation. This contributed to enhancing my knowledge of the concepts of strategic management and their applicability to businesses. By applying models such as the Balanced Scorecard and SWOT analysis, I was able to explore various dimensions of the strategy of ASDA, including the real performance in the operation, position and future opportunities. However, certain difficulties were experienced such as selecting the most suitable information from several available data.
Since the large organisations are known to generate a lot of information, it involved strategic decision-making to identify which were the most important details that I could include in the strategic analysis. Additionally, it took additional effort to ensure that every model was applied in a critical manner instead of a descriptive way.
Analysis - The reflective stage of analysis concentrates on the reason why some aspects of the experience were either successful or difficult. Strategic management frameworks were used in a systematic manner and this was one of the factors that led to the success of the assignment preparation. These models also allowed a proper analytical perspective on the environment and inner capabilities of the organisation. Further, the PESTLE framework helps to determine the macro-environmental forces affecting the operations of the company (Qadri and Tariq, 2025). Similarly, the VRIO framework enabled the assessment to gather internal resources and capabilities of ASDA with respect to competitive advantage. These analytical applications simplified the process of analysing complicated information and organising it in a better manner. The difficulties were encountered in the process, mostly due to critical thinking requirements. Strategic analysis not only involves the description of organisational practices but also involves the evaluation of practices. This necessitated the strong interpretation of the developed information and correlating it with academic theories. 
Conclusion - Overall, the research and development of the strategic analysis section was a great learning experience. It enhanced my skills in independent research, organisational strategy analysis and practical business implementation based on academic models. Another thing that the assignment taught me was the relevance of applying structured analytical models to study complex organisational settings. Despite the challenges which were faced during the research and analysis phases, the assessment helped gain knowledge about the real-life business operations. The experience supported the significance of critical thinking, careful source selection and systematic analysis in assessing organisational strategy.
Action Plan - I will also enhance my research and analytical competency by using more time to read scholarly literature and industry reports in future. It is necessary to enhance critical thinking and analytical abilities as they help to gain knowledge about businesses and achieve a position in the company to grow professionally (Calma and Davies, 2021). Working on the enhancement of the abilities in defining the most contemporary information will contribute to the increased focus and efficiency of the analysis. I will also enhance my skill of using strategic models more critically by comparing the points of view and assessing the weaknesses of each of the frameworks. I will also increase the depth of the theoretical aspects of the future assignments by engaging more with academic sources related to strategic management.
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