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[bookmark: _Toc227540144]Introduction 
Next plc is a leading retail outlet with operations in the United Kingdom that focuses on the supply of clothes, household products, and services using both brick and mortar shops and high-tech online shopping(Next Plc, 2025). The company has built a good reputation for efficient operations, supply chain excellence and the ability to cope with changing consumer behaviour, especially the move towards digital retailing. With a global retail market growing more fiercely and unstably, organisations like Next plc need to constantly assess internal factors as well as external forces as a way of maintaining a competitive edge. This report will critically evaluate the strategic management practices of Next plc with regard to how the organisation is responding to the environmental challenges and its utilisation of resources and capabilities. The relationship between external opportunities and internal strengths with respect to making strategic decisions will be analysed. To justify this assessment, a number of important strategic models will be involved, where PESTEL analysis has been used to analyse the macro-environmental factors, the VRIO framework to analyse internal capabilities and the Balanced Scorecard to analyse performance. Besides, evaluating the existing strategies and drawing recommendations for further growth will be measured with the help of such tools as SWOT and the Matrix developed by Ansoff.
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Figure 1: Logo of Next Plc
(Source: Next Plc, 2025)
[bookmark: _Toc227540145]Organisational Context and Overview
History and Development
Next plc was established in 1982 as a result of having transformed J Hepworth and Son, which had started as a firm dealing with men's tailoring (NEXT, 2025). This move signified a strategic move in the present-day fashion retailing that targets a more widespread consumer base. Next grew at a high rate through the 1990s and 1990s in the high street of the UK and became a household name. One of its milestones was the introduction of Next Directory, which was a catalogue-based mode of retailing which eventually became a very popular online shopping platform. This premature shift to multi-channel retailing enabled the company to cope with the digital transformation and evolving consumer-related preferences adequately. Next has, over the years, consolidated its international status, but at the same time has retained a robust domestic market share.
Business Model
Next plc concept of business works on a growth approach of omni-channel, where the physical retail stores are reinforced by an online presence(Zhang et al., 2025). The company has a variety of products, such as clothing, footwear, accessories, and homeware, that it uses to generate revenue. The online platform turns out to be one of its key growth drivers, through logistics and distribution systems that are highly developed, facilitating efficient inventory management and quick delivery. Moreover, Next has diversified its model by adding third-party brands to its online marketplace, adding variety to its products and reaching more customers. This multi-purpose and malleable business model not only improves business efficiency but also enables the company to act swiftly on market trends without losing cost control or profitability.
Competitors and Position.
Next plc competes in one of the most competitive segments of the fashion retailing sector, and as such, it has to cope with the competition of international brands like Zara, H&M, and UK-based established retailers like Marks and Spencer. Notwithstanding such stiff rivalry, Next has been able to establish a formidable presence in the mid-market niche with its premium and good quality products at affordable prices. It has a strong capability to incorporate both online and offline channels, which has enhanced customer experience and loyalty(Merritt and Zhao, 2020). More so, operational efficiency and digital innovation, which the company has been concentrating on, have helped it to beat many traditional retailers, especially as e-commerce was growing at a rapid pace. Consequently, Next is well known as a strong organisation and well managed in its strategies in the UK retail sector.
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PESTEL 
Table 1: PESTEL Analysis Table
	Factor
	Key Issues for Next plc

	Political
	Brexit-related trade barriers increase costs and supply chain complexity; import/export regulations affect sourcing.

	Economic
	Inflation and cost-of-living pressures reduce consumer spending; exchange rate volatility impacts import costs.

	Social
	Changing fashion trends and rising demand for sustainable and ethical products influence purchasing behaviour.

	Technological
	Growth of e-commerce, AI, and data analytics drives online sales and operational efficiency improvements.

	Environmental
	Pressure to reduce carbon emissions and adopt sustainable sourcing practices increases operational costs.

	Legal
	Compliance with labour laws, consumer protection, and environmental regulations is essential for operations.


The external environment has a major impact on the strategic choice of Next plc, and macro-environmental changes need to be continuously adapted to. The political implications of Brexit have caused trade complexities, such as raising tariffs and customs checks, to the cost base and the supply chain performance(Imtiaz and Muzaffar, 2025). These requirements induce strategic changes in procurement and logistics since Next is an international sourcing company. The retail sector is economic in nature and thus very sensitive to changes in consumer spending. The increasing inflation and cost-of-living burden in the UK has decreased disposable income, which can be seen as a reason to display cautious buying behaviour among consumers. This poses an obstacle to Next to sustain sales volumes while still maintaining margins. Moreover, the exchange rate volatility has the effect of increasing the price of imported products, also affecting the profitability and pricing strategy. Socially, the tastes and preferences of consumers are changing at a high rate, with more value attached to sustainability, ethical sourcing, and dynamic fashion designs. Customers are increasingly aware of the environmental and social matters, and Next will have to change its product mix and brand positioning(Ahmed et al., 2023). Adverse performance to match these expectations might lead to reputational risk and market share loss. Improvement of technology has brought both opportunities and challenges. The growth of e-commerce has transformed the retail landscape, benefiting Next due to its strong online platform. Digital infrastructure investment, data analytics, and supply chain automation promote a better customer experience and efficiency in operations. Nevertheless, technology-based innovation is necessary to stay at par with the competitive environment(Ahn et al., 2022). The environment is also gaining more relevance; retailers are under increased pressure to ensure carbon emissions are cut, and practices are sustainable. Then has to invest in sustainable sourcing, packaging and logistics to satisfy the regulations and consumer expectations. These initiatives are necessary, although they might raise the cost in the short run, with the long-term competitiveness and brand recognition. The company has to legally abide by a large scope of regulations, among which there are labour regulations, consumer protection standards and environmental regulations. Failure to comply may translate to financial punishments and tarnished reputations. In general, the PESTEL analysis presents a dynamic environment that is complex, and Next needs to be flexible and forward-minded.
Internal resources and capabilities
Table 2: Internal Resources & Capabilities Table
	Resource/Capability
	Description

	Brand Reputation
	Strong UK brand associated with quality, reliability, and mid-market fashion positioning.

	Supply Chain Efficiency
	Advanced logistics and distribution network enabling fast stock turnover and cost control.

	E-commerce Platform
	Well-developed online platform supporting high sales volumes and customer convenience.

	Financial Strength
	Stable revenue and profitability allow investment in technology and expansion strategies.

	Product Range
	Diverse offerings, including clothing, footwear, and homeware, cater to broad customer segments.

	Strategic Partnerships
	Integration of third-party brands enhances product variety and market reach.

	Data Analytics Capability
	Use of customer data to improve demand forecasting and personalise marketing strategies.


The internal environment of Next plc is a key factor in determining its capacity to attain and maintain a competitive advantage. The other major strength of the company is that it has a strong brand reputation, and this brand is linked with quality, reliability and value for money. This brand position is enabling Next to retain its customers as far as the highly competitive mid-market segment is concerned. One of the key competencies of Next is its very efficient supply chain and distribution network (NEXT PLC, 2023). The company has made huge investments in logistics infrastructure; this has facilitated a rapid inventory turnover and efficient cost management. This operational efficiency contributes to profitability and the rapid delivery of the products to its customers, which is especially crucial in the fast-paced fashion industry. The advanced e-commerce platform is another urgently needed resource for Next. The company has been one of the pioneers in online retailing, and its online footprint is a key source of growth. Not only does the platform enable it to achieve high sales volumes, but it also increases customers' experience with ease of access and convenient shopping(CV and Agrawal, 2024). This has become more valuable with the change in consumer behaviour towards online shopping. Another important internal resource is financial strength. As a result of steady revenue growth and profitability, Next is in a position to create innovations, technology, and strategic expansion. This financial stability will enable the company to be resilient in times of uncertainty in the economy and market changes. Furthermore, Next enjoys a diversified product mix, selling clothing, footwear and homeware. Such a diversification gives the company the ability to attract a wide variety of customer segments, as well as decreasing its reliance exclusively on one product line. Moreover, the incorporation of third-party brands into its platform has the added benefit of diversifying its products and increasing its competitiveness. Data analytics is another valuable feature, as it can help it to predict demands, manage inventory, and do targeted marketing(Wolniak, 2024). Using customer data as an important resource, Next can always respond better to fluctuating consumer preferences and enhance the overall level of performance. All these internal resources and capabilities are therefore contributing to the competitive advantage that Next enjoys. Nevertheless, to keep this competitive edge, it is necessary to invest constantly and change so that these competencies will be topical in a fast-changing retailing landscape.
VRIO analysis
Table 3: VRIO framework
	Resource/Capability
	Valuable
	Rare
	Inimitable
	Organised
	Competitive Implication

	Brand Reputation
	Yes
	Moderate
	Moderate
	Yes
	Temporary advantage

	Supply Chain Efficiency
	Yes
	Yes
	Yes
	Yes
	Sustained advantage

	E-commerce Platform
	Yes
	Moderate
	Moderate
	Yes
	Temporary advantage

	Financial Strength
	Yes
	No
	No
	Yes
	Competitive parity

	Product Range
	Yes
	No
	No
	Yes
	Competitive parity

	Strategic Partnerships
	Yes
	Moderate
	Moderate
	Yes
	Temporary advantage

	Data Analytics Capability
	Yes
	Yes
	Moderate
	Yes
	Potential sustained advantage


The VRIO framework is used to give a methodological account of a reasonable evaluation of whether the resources and capabilities of Next plc are a source of sustainable competitive advantage or not. It evaluates whether these resources are good, scarce, hard to copy and the good organisation of such resources in the firm. Supply chain efficiency is among the most valuable sources of sustained competitive advantage for Next. This is not only useful in terms of cost reduction and increasing responsiveness, but is comparatively in demand (and somewhat unique) in terms of investment, imaginative scope and integration, scope and expertise to develop. The company is properly structured to take advantage of this potential, and it has formed one of the major foundations of success in the long run. The value of the data analytics capability of the firm is also an effective strategic asset(Gao and Sarwar, 2024). Next leverages customer data to improve decision-making and operational performance by using customer information to forecast demand and make personalised marketing decisions. Although data analytics is starting to gain traction throughout the industry, the layers of integration and the overall success of the technology in application can offer a possible sustained competitive edge when there is a continuous development effort.
The value of the Next brand reputation is that it helps in customer loyalty and trust. Yet, it is not absolutely uncommon since numerous competitors like Zara and H&M have strong brand identities as well. Moreover, brand equity is replicable in the future in terms of marketing and positioning strategies and, therefore, only provides a short-term competitive advantage. Likewise, the online platform of the company is also worth millions of dollars, especially since there is a trend towards online shopping. Nonetheless, it is not an exception, with the typical representation of the biggest retailers having acquired similar digital opportunities. Although the platform of Next is efficient and well integrated, it does not offer a sustained advantage in itself. Competitive parity and not competitive advantage is caused by financial strength and product range, as they are typical of large retail organisations(Richter and Hanf, 2024). Leveraging third-party brands to create greater value and differentiation, but not entirely un-copyable, makes strategic alliances less impactful in the long term. Generally, the VRIO analysis implies that the competitive advantage that Next can maintain in the long term is mostly due to its efficiency in its operations, specifically, supply chain effectiveness and data-driven decision-making. In order to sustain this capability, the company will have to keep on spending on innovation and organisational capabilities to keep ahead of its rivals.
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Next plc has been more concerned about the environment, which is part of its long-term strategic plan (Next plc, 2025). The company has also put in place initiatives that are geared towards minimising its environmental impact, such as enhancing energy usage effectiveness among stores and distribution centres, reducing carbon emissions, and engaging in more sustainable sourcing practices. As an example, Next has concentrated on the application of responsibly sourced materials like sustainable cotton and recycled fabrics among its product lines. Moreover, it has attempted to reduce the waste of packaging and to enhance recycling processes in all its operations. Such efforts not only assist the company in addressing the environmental policies but also address the increasing consumer demand for green products. Such sustainability activities, however, come at a cost with increased costs of operation, thus generating short-term financial strains. This notwithstanding, incorporating environmental concerns in the fundamental business operations enhances the strength of the company to be resilient in the long term and its brand image.
Social Impact and Ethical Responsibility.
Next plc has been keen on ethical responsibility in its supply chain and the overall business activity (Next, 2023). The company has implemented policies to provide fair labour practices, safe working conditions, and adherence to international labour standards among the suppliers. These standards are enforced, and the risks related to unethical practices are reduced by regular audits and monitoring systems. Moreover, Next is involved in corporate social responsibility activities, which benefit society and make it act responsibly in its business practices. Transparency and accountability will help the company to earn the trust of stakeholders, such as customers, employees, and investors. The way to follow CSR objectives and overall business strategy enables Next to improve its corporate image and positively contribute to society. This combined methodology makes sure that there is no separation of ethical considerations as distinct duties but as the key elements of sustainable business achievement.
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Table 4: Balanced Scorecard
	Perspective
	Objectives
	KPIs
	Targets
	Initiatives

	Financial
	Increase profitability and revenue growth
	Net profit margin, sales growth
	Sustainable annual growth
	Cost control and online expansion

	Customer
	Improve customer satisfaction and loyalty
	Customer retention rate, online reviews
	Higher retention levels
	Enhanced online experience

	Internal Processes
	Improve operational efficiency
	Inventory turnover, delivery speed
	Faster processing times
	Supply chain optimisation

	Learning & Growth
	Enhance innovation and workforce capability
	Employee productivity, training levels
	Skill development improvement
	Investment in digital skills


Financial and Customer Perspectives
The financial view of Next plc concerns its sustainability in terms of profitability as well as attaining sustainable growth in its competitive retail market. Some of the main targets are generating more revenue and maximising profit through cost management and effective operation. The high focus of the company on online growth has greatly supported the financial performance, enabling the company to offset the falling sales in physically situated stores. Next, by carefully observing key performance indicators, especially the Net profit margin and sales growth, one can ensure that strategic initiatives match the financial targets. Financial stability is especially crucial considering the financial difficulties posed by the retail industry, such as inflation and the variation in consumer demand(Dekimpe and van Heerde, 2023).On the customer front, Next will focus on improving customer satisfaction and loyalty through the provision of high-quality products and an easier shopping process. The integrated omni-channel approach adopted by the company allows consumers to experience the brand online and offline, increasing the convenience and accessibility. The retention of customers and favourable online reviews are valuable performance indicators in this aspect. The enhanced customer experience is supported by investments in digital platforms, user-friendly interfaces, and effective delivery services(Essandoh et al., 2025). Next pays attention to the needs and preferences of the customers and thereby strengthens the brand loyalty and maintains its competitive position in the middle-market segment.
Internal Processes and Learning & Growth 
The in-house business processes perspective brings out operational efficiency in Next plc(NEXT PLC, 2023). The company places a lot of focus on optimisation of its supply chain and logistics, which will guarantee quick inventory turnover and delivery on time. Effectiveness is measured using key performance indicators, which include the rate of inventory turnover and speed of delivery. The reduction of costs and improvement of productivity by Next can implement continuous improvement initiatives, such as automation and optimisation of processes. Internal processes have to be efficient in their operations to be profitable and reliable in satisfying customer expectations in a high-speed retail store. The learning and growth view puts emphasis on the building of human capital and organisational skills. Next appreciates the fact that its sustained success hinges on its capacity to get innovative and adjust to evolving market conditions. This goal can be fuelled by investing in employee training, digital savvy, and technological capabilities. The company improves its responsiveness to external forces by increasing the productivity of the workforce and its continuous improvement culture. Moreover, internalisation of data analytics in decision-making is a pointer to the organisational emphasis on learning and innovation. In general, to ensure that Next stays competitive and is able to maintain growth in the dynamic retail environment, internal processes and learning endeavours must be aligned.
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Business and Corporate Strategies 
On the business level, Next plc is mostly pursuing a hybrid strategy at the corporate level, integrating the aspects of cost leadership, as well as differentiation. Efficiency in costs is realised by the highly optimised supply chain, enabling the company to keep the competitive prices and profit margins simultaneously(Oteri et al., 2023). Meanwhile, Next stands out through products that are stylish and of good quality and a solid customer experience, which is especially provided via a well-evolved online environment. This middle ground will allow the company to attract a wide range of mid-market customer base and compete favourably with other players in the industry, like Zara, H&M, etc. On the corporate level, Next has worked on the avenue that focuses on diversification and expansion through digital. The firm has diversified its goods range beyond apparel to homeware and third-party brands, using its online platform to expand its sources of revenue and to diversify by not depending on one product line. Movement to international markets online has, in addition, enabled Next to access international markets without substantial investment in a physical store. This approach minimises risk and maximises scalability. Joint venture of third-party brands further enhances its competitiveness by providing product diversification and broader appeal to customers. These corporate strategies, all in all, show that there is an orientation towards growing, being flexible, and long-term sustainability within a fast-changing retailing environment.
Change Management and Strategic Implementation 
Change management has played a key role in the success of Next plc, especially in meeting the changes as the retail industry goes digital. The company has also been able to transition away from a more traditional store-based mode to a more digitally integrated one, with online sales now having a strong percentage of overall revenue. The shift involved large-scale investment in technology, logistics and organisational restructuring. Next has already adopted change before it could be adopted and consequently has been ahead of most traditional retailers who failed to embrace changes in the advent of e-commerce. Efficient leadership and operational efficiency contribute towards the implementation of change within the organisation in a strategic manner(Cai, 2023). Next has shown that it can cope with external shocks like the uncertainty of the economy and shifting consumer behaviour through constant improvement of its business model. As an example, rationalisation of the poorly performing physical stores and more emphasis on online channels are indicative of a pragmatic implementation of strategy. The implementation of change is, however, not without challenges, such as balancing the costs with continuous investment in innovation. Although these challenges have existed, the structured method employed by the company in managing change has helped it stay competitive and resilient. Overall, Next's ability to implement strategic change effectively is a key factor underpinning its sustained performance in a dynamic retail environment.
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SWOT
Table 5: SWOT Table
	Strength
· Strong brand reputation and efficient supply chain operations
· Advanced e-commerce platform and financial stability
	Weakness
· Dependence on the UK market and mid-range positioning
· Limited differentiation compared to premium brands

	Opportunities

	· Expansion of e-commerce and global markets

	· Growth in sustainable and ethical fashion demand



	Threats
· Intense competition from fast fashion retailers
· Economic uncertainty is affecting consumer spending


The SWOT analysis sheds light on the fact that Next plc enjoys good operational efficiency, brand recognition and e-commerce platform development. All these strengths will help the company to compete effectively in the mid-market segment. Nevertheless, the threats include dependence on the UK market and lack of differentiation, which limit the growth potential. There are prospects for growth in sales online across the globe, and addressing the growing demand for sustainable fashion. Simultaneously, outside threats such as excessive competition and economic instability are a risk of poor performance(Handoyo et al., 2023). Altogether, the discussion gives reason to believe that to maintain the competitive advantage, it is crucial to capitalise on the opportunities of digital capabilities by solving the differentiation issues.
Ansoff  
Table 6: Ansoff Matrix Table
	Strategy
	Application to Next plc

	Market Penetration
	Increase sales through promotions and online growth in existing markets

	Product Development
	Introduce sustainable and innovative product lines

	Market Development
	Expand into new international markets via e-commerce

	Diversification
	Expand third-party brands and homeware offerings


According to the Ansoff Matrix, Next plc emphasises the strategies of market penetration and product development. Overwhelming its online presence will facilitate expansion of market share in existing markets, and new product lines like sustainable fashion will meet the changing demand of consumers. Expanding internationally by e-commerce provides significantly less risk with growth opportunities in comparison with the traditional physical growth(Cumming et al., 2023). The diversification into homeware and third-party brands is another asset to revenue streams. But to make this successful, there should be proper allocation of resources and market research. Comprehensively, these strategies must be balanced in order to promote growth and risk management in a life of competition between retailers.
Recommendations for Improvement
In order to maximise its competitive advantage, Next plc must increase its differentiation strategy by investing more in sustainable, innovative product deliverables, in line with the emerging consumer expectations. Increased global e-commerce activities will decrease UK market dependence and help to grow revenue. The company should also keep using data analytics to improve customer experience and demand forecasting. Alliances with new brands have the potential to diversify the product and gain new customer groups(Ahmed and Ahmed, 2024). In addition, it will continue investing in digital technologies and optimisation in supply chains to make sure that its operations are efficient. Through the combination of these enhancements into its expanded strategy, Next can sustain growth and resiliency as well as remain competitive in the global retail industry.
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This report has critically critiqued the strategic position of Next plc in the way it has addressed its external environment, internal capabilities and strategic choices. As discussed, Next is in a very dynamic and competitive retail market that is influenced by economic pressure, technology and evolving consumer demands. By using the frameworks PESTEL, VRIO, SWOT, and the Balanced Scorecard, it can be concluded that the main strengths of the company are its operational efficiency, good brand image, and its high e-commerce capabilities. In spite of these strengths, other challenges, like growing competition, economic instability and the necessity to be more differentiated, are still considerable. The analysis indicates that the main causes of Next's strategic performance are its flexibility to meet the digital change and cost-effective approach. Nevertheless, it will be based on its ability to innovate and address new trends, especially in sustainability and internationalisation, in the future, in order to be competitive. As a whole, Next plc has an opportunity to maintain its competitive edge, as long as it stays technology-driven and increases its presence in the market, as well as adds focus to the alternative of harmonising its strategies to the needs of the changing environment and the customers.
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Description
This analysis entailed a strategy evaluation of Next plc based on various available strategic models of management. The analysis started with identifying appropriate academic materials, such as journal articles, textbooks, and industry reports, to help with the analysis. After this, I used systematic methods of applying models, e.g. PESTEL, VRIO, Balanced Scorecard, SWOT and Ansoff Matrix, to assess both external and internal environments of the organisation. All structures involved the need to interpret data carefully and make it comprehensive to integrate it into the strategic context of the company. I also organised the report based on assessment guidelines, where the sections were logically laid out and coherent. I continued to connect theory with practice in the entire process, whereby I used real-life examples to argue my points. The last phase was checking and amending the report to make it clear, accurate and within the word count limit requirements.
Feelings
Initially, I was not sure how well it would be possible to incorporate various strategic frameworks into a coherent analysis as I commenced the assignment. The complicated nature of the task was initially intimidating, especially with regard to the reconciliation of theory with practice. But as I rose further, I grew more at ease with my capabilities in the critical assessment of the strategic position of the organisation. The research process was interesting to me, particularly in the analysis of how Next plc responds to external environmental changes that it faces in the retail setting. Sometimes, I had a problem with keeping up with the large volume of information that I came across, and I needed to be selective and prioritise information sources. I was also successful despite these challenges when I felt that the report was starting to take shape. Towards the conclusion of the process, I found myself more at ease employing strategic models and making well-structured arguments, which also helped my overall learning process.
Evaluation
The entire procedure of undertaking this evaluation was both good and can be improved. Among the strengths was the fact that a number of strategic frameworks were utilised well to give an overall analysis of Next plc. This made it possible to have a rounded picture of the internal strengths of the organisation and the external pressures facing it. The structured method also assisted in the logical organisation of the contents and made the analysis more logical and easier to track. Nevertheless, a limitation was that it was initially quite difficult to critically assess the information as opposed to merely describing it. Sometimes, I paid too much attention to describing models rather than implementing them on an extensive level within the company. Time management was another problem because I needed to plan in order to balance the research, study and writing. The experience, nevertheless, illuminated the essence of critical thinking and good organisation in creating a high-quality strategic report.
Analysis
Reflectively, this assignment showed that the significance of putting theory and practice together is essential. PESTEL and VRIO frameworks also allowed me to gain a more effective insight into the interplay between the outside and inside factors and how they are used to drive a strategic decision. When examining Next plc, I learnt that successful organisations keep on changing their strategy to suit changes in the environment. This can be attributed to the strategic management theories according to which the dynamic capabilities and competitive advantage should be prioritised. In addition, the process demonstrated the importance of critical assessment since it is not enough to apply models without further analysis and interpretation. I also realised the importance of scholarly research in giving arguments and adding credibility. This experience reaffirmed a need to adopt a systematic method of problem-solving, especially when the issues pertained to a complex business context and enhanced my capacity to synthesise information from many sources.
Conclusion
To sum it up, this reflective experience has improved my knowledge of strategic management and the implementation of analytical models into practice. The assignment was a chance to train my skills in critical thinking and enhance my powers of analysis of the organisational strategies. I was also informed that successful strategic analysis needs not only to know the theoretical models but also to be able to apply the models suitably to the particular circumstances. Also, the practice focused on the essence of time management and systematic planning of accomplishing complicated tasks. Although there were such challenges, especially in the aspect of balancing description and critical evaluation, the challenges became part of my overall learning and development. The process has made me very confident in regard to the analysis of strategies, and it has given me important insights as to the way organisations like Next plc act in the competitive environments.
Action Plan
Table 7: Action Plan Table
	Area for Improvement
	Action
	Timeline
	Expected Outcome

	Critical analysis
	Focus on deeper evaluation rather than description
	Next assignment
	Stronger arguments and higher marks

	Time management
	Create a structured study schedule
	Ongoing
	Improved efficiency and task completion

	Research skills
	Use wider academic sources and journals
	Next semester
	More credible and insightful analysis

	Application of models
	Practice using frameworks on case studies
	Continuous
	Better integration of theory and practice


I intend to work on my strategy next time I undertake an assignment by being more critical in the choice of description instead of a description. I will devote additional time to checking and revising my work in order to have a more profound analysis of strategic questions. I will also upgrade my research capabilities by working with a greater number of scholarly sources and evaluating their topicality. The effectiveness of time management is also a priority; I will develop more effective time management strategies so that I can balance the time spent on research, analysis, and writing. I will also focus on enhancing my skills of information synthesis and presentation of arguments in a clearer and shorter way. In addition, I will reinstate practising the use of strategic frameworks on various case studies to gain confidence and develop better analytical skills. Through these enhancements, I hope to create better work and to further enhance my abilities needed to succeed professionally and in academics.
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