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[bookmark: _Toc236950513]Section 1: Business Report
[bookmark: _Toc236950514]1. Organisational context and overview 
[bookmark: _Toc236950515]1.1 Introduction to Diageo PLC
Diageo PLC is a multinational beverages corporation based out of United Kingdom. Founded in 1997 as a result of merger between Guinness and Grand Metropolitan, Diageo today operates in over 180 nations with an employee strength of 30,000 around the world (Diageo, 2023). It offers a wide range of beverage products under its portfolio in terms of spirits, beer, ready-to-drinks, and non-alcoholic beverages. This report aims at discussing UK non-alcoholic beverage portfolio of Diageo which includes Guinness 0.0, Gordon’s 0.0, and Tanqueray 0.0. This division has been chosen because of rapid rise in mindful drinking, health consciousness, and stringent UK policies concerning alcohol consumption. UK non-Alcohol segment saw a considerable expansion. People are turning to healthier options without giving up on their fun and social drinking experiences (Nicholls,2023).
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[bookmark: _Toc236950535]Figure 1: Non-financial performance of Diageo
(Source: Diageo, 2023)
[bookmark: _Toc236950516]1.2 Historical development and strategic evolution
Diageo has been able to grow by making use of acquisitions, branding of their products globally and through premiumization strategies. By making investments in brands that were already known in market like Guinness, Johnnie Walker and Smirnoff, Diageo was able to enhance their competitiveness (The Grocer, 2026). Nonetheless, changing consumption patterns have made it necessary for Diageo to venture into other types of drinks besides alcohol. Through alcohol free products, innovation and responsible drinking, Diageo has been able to meet new market demands by introducing products such as Guinness 0.0. Launch of products like Guinness 0.0 illustrates how the company is adjusting to a shifting market landscape and a rising trend in people's desire for high-quality non-alcoholic beverages (Diageo, 2020).
[bookmark: _Toc236950517]1.3 Mission, vision, and business model 
Mission of Diageo is to build world-famous brands that unite people in responsible ways. Vision is about becoming world’s respected leader in beverages via sustainable growth (Diageo, 2026). Value creation happens due to high level of brand equity, innovation, and consumer understanding. Value is delivered by establishing relationships with retailers, hospitality businesses, and through digital channels. Firms secure their worth through charging high prices, winning loyal customers, and developing business in new beverage segments.
[bookmark: _Toc236950518]1.4 Industry overview and competition position 
Growth in UK non-alcoholic beverages industry can be attributed to changes in social norms, trend for wellness and increase in online purchases (Mintel, 2024). Competition in industry is from well-known brands like Heineken N.V. and Pernod Ricard. Both compete using their alcohol-free products such as Heineken 0.0 and others. There are specialist products that compete with Diageo by focusing on people who are concerned about their wellness. Specialists might come off more convincingly as real in wellness products business; since, their personal brands have been largely alcohol-free ones. As a result, Diageo should innovate continually, reiterate responsible drinking policy and get stronger on these issues to retain or build competitive advantage.
[bookmark: _Toc236950519]2. External and Internal Analysis
[bookmark: _Toc236950520]2.1 External Environmental Analysis
In conducting the external environmental evaluation, both these social factors and the legal and political environmental factors were found to have the most important effect in Diageo PLC's non alcoholic beverage product ranges for the UK market.
Political (Strong Implication)
The political factor that has shaped the most significant advantage for Diageo PLC, especially for its non-alcoholic beverage product ranges in the UK, is the subsequent increase in tax rates and duty for alcohol products (Masala et al. 2026). Since reported evidence has showcased a 4% decline in annual tax revenue from alcohol products, it is clear that the targeted product range of Diageo PLC in the non alcoholic category is directly benefiting from tax breaks while also generating stronger revenue to offset added duties on its regular alcohol products (Bayley, 2026). Although it is important to note that existing policy pushes for redefining low alcohol product ranges have moved the range from 0.05% to 0.5% ABV, the market opportunity that Diageo PLC currently possesses due to this political shift may also introduce newer alternatives that threaten potential market dominance for the brand (Beer Guild, 2025).
Economic
It is worth noting that the cost-of-living crisis pressure within the UK has both exacerbated the risk of price sensitivity among consumers and created opportunities for considering moderate consumption behaviour shifts among UK customers (Inman, 2026). This may affect Diageo PLC's ability to convince customers to switch to non alcoholic beverages in case of price-related constraints, but also can help to bring more adoption due to behavioural shifts from alcoholic drinks also affecting preference for no- or low alcohol alternatives (Mintel, 2025). Considering that the comparison between the non-alcoholic (7.9%) and alcoholic beverage (8.4%) market showcases a minuscule difference of 0.5% in expected market growth, Diageo PLC is well positioned to offset the immediate economic pressure of the UK market by catering to the non-alcoholic product sector (Grand View Research, 2026a; Grand View Research, 2026b).
Social (Strong Implication)
One of the most significant predictors for bringing social change that pushes for Diageo PLC's no- and low alcohol beverages is the general consensus within the UK market towards traditional alcoholic beverages shifting, leading to no-low alternatives rising from 22% to 45% in 4 years (Drinkware, 2025). 64% of customers have reported cutting back on alcoholic drinks for health-related needs, while 47% reported that they have learned about new health risk factors that influence their decision to cut back (Drinkware, 2025). However, it is also worth noting that 44% of the young consumers aged between 18 and 34 are predominantly drinking in moderation due to financial stability (Drinkware, 2025).
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[bookmark: _Toc236950536]Figure 2: Drinking Frequency in the UK (Annual Trend)
(Source: Drinkware, 2025)
It is also important to note that the broader trend of drinking frequency among UK customers has declined rapidly, which could indicate either customer preference for no- and low alcoholic beverages (the 45% share reported before) or a net reduction of beverage drinking altogether which Diageo PLC needs to consider in its production direction and targeted audience of both Gen Z and millennial customers (Drinkware, 2025). Given Diageo PLC has reported a 40% increase in its non alcoholic product segments, the strategic impact of the premiumisation has seemed to be minimal enough to not directly affect customer price sensitivity (Diageo, 2025a).
Technological
Due to the technical differences in the brewing process for non alcoholic beverages with either the vacuum distillation process or the complete brewing process with non-alcoholic alternatives, comparisons of market rivals have showcased that taster texture remain different in both techniques, affecting customer preference (Unhopped, 2026; Rahr BSG, 2026). Especially considering that Diageo PLC has already reported the Guinness 0.0 variant outselling the original brew in retail platforms like Ocado, where 53% of all Guinness is the 0.0 variant, it is clear that brewing technology did support the market opportunity for Diageo (Inside, 2025).
Legal (Strong Implication)
In continuation of the political factors shaping how non alcoholic beverages can be sold by Diageo PLC and its competitors, the legal definitions of currently sold non alcoholic beverages significantly affect the future marketing and capacity-building prospects for the brand. As stated, the current definition identifies 1.2% ABV as the threshold for which alcohol duty needs to be applied (Masala et al. 2026). However, the push for the label of alcohol free to not be 0.05% ABV but instead 0.5% ABV also means that Diageo PLC's 0.0 variant is already well positioned to tackle future regulatory scenarios even if the 1.2% threshold is updated in new taxation rules (Beer Guild, 2025).
Environmental
The Spirit of Progress ESG strategy adopted by Diageo PLC clearly showcases strong alignment with ongoing external environmental expectations arising out of the UK market (Diageo, 2025a). With predominant emphasis on water stewardship and regenerative agriculture, market potential for aligning environmental sustainability with product-specific development areas is possible, but the opportunity is threatened due to a lack of strategic product-specific disaggregation, especially for the non alcoholic or low alcoholic product line.
Based on this external environmental evaluation, it is clear that Diageo PLC's most important opportunities are the shifting regulatory conditions and political environment that are pushing to redefine what no and low alcohol categories should mean and the social shift toward more customers preferring non alcoholic drinks. However, the underlying issues from the external market review exist in how the technology itself for brewing is developing among competitors to build more taste- and texture-related appeal and the growing concern of the economic pressure that is currently able to offset performance but may change depending upon the economic headwinds in the market.
[bookmark: _Toc236950521]2.2 Internal Environmental Analysis
Conducting a VRIO analysis has suggested that although direct competition with rival brands like Heineken introduces specific challenges in retaining rare internal capabilities, Diageo PLC is still positioned competitively in the UK market, as far as the non-alcoholic segment is considered (See Table 1).
	Resource/Capabilities
	Valuable
	Rare
	Imitable
	Organised
	Competitive Advantage

	Brand Popularity
	Yes
	Yes
	Yes
	Yes
	Sustained

	Scalability
	Yes
	Yes
	No
	Yes
	Temporary

	Non-Alcoholic Brand
	Yes
	Yes
	No
	Yes
	Temporary

	R&D Capabilities
	Yes
	Yes
	No
	Yes
	Temporary

	Internal Culture and Operations
	Yes
	No
	No
	Yes
	Disadvantage


[bookmark: _Toc236950540]Table 1: VRIO Analysis of Diageo PLC
(Source: Self-Designed in MS Word)
One of the most critical resources that Diageo PLC maintains is its brand popularity, given its flagship product ranges of Guinness 0.0, Tanqueray 0.0, and Gordon's 0.0 and have established a strong market presence that is not only difficult to replicate but also rare among competitor brands, except a few notable large-scale brands like Heineken (Diageo, 2025a). With such sustained competitive advantage, Diageo PLC's strategic partnership with commercial retail platforms like Waitrose can ensure the brand is exploiting its current sustained advantage appropriately (Neish, 2023). However, considering its scalability, Diageo PLC maintains a relatively valuable and rare supply chain that can support its non alcoholic beverage market, but it is not difficult to replicate by equally large brands, making it a temporary advantage in the UK market (Diageo, 2025a). Given Diageo PLC is four times larger in terms of its non-alcoholic product segments in markets like the UK, it has a distinct strategic advantage in being rare, organised and valuable but not difficult to imitate, which makes this advantage only temporary, especially since its recent acquisition of Seedlip and Ritual enhances capability and coverage but not innovation (Diageo, 2025a). In terms of the research and development capabilities of Diageo PLC, the brand has an immediate advantage in building de-alcoholisation and brewing capabilities, but it is not sufficiently rare or difficult to imitate by leading brands like Heineken or AB InBev, who already use De-alcoholisation technologies (AB InBev, 2023). As a result, the strategic evaluation of the internal capabilities and resources indicates that outside of their brand popularity, at least in the context of the UK market, advantages against alternative brands are minimal. The cultural challenge that current leadership at Diageo PLC faces is the cultural values between high-agility-based hierarchical decision-making and its cultural focus on collaboration and creation for customers (Diageo, 2024).
The core indicators regarding its cultural and operational capabilities, especially from before the interim CEO at Diageo PLC, were to maintain efficiency through collaboration and remain curious in addressing business problems and customer problems. The inclusive culture has resulted in 90% of employees reporting a sense of pride working with the company and 83% recommending Diageo as a workplace to others, but not a rare or difficult-to-imitate HRM strategy for others (Diageo, 2025a). However, when contrasted with the interim CEO’s strategic decisions on changing the executive committee and restructuring the organisation with layoffs to salvage operating profits in some capacity, the cultural shift towards an agile performance-centric approach loses Diageo’s long-term focus shown from its cultural and people-centric policies, making the limited advantage it can retain from its internal culture lost due to subsequent restructuring decisions.
Strength and Weaknesses
This has meant that the relevant strengths that Diageo PLC is managing to implement are its ability to utilise popular brand names with a somewhat capable operational value chain that is able to deliver market demands in the UK for non alcoholic beverages. However, the notable weakness that the brand has represented in this strategic evaluation is the sufficiently industry standardized R&D capabilities that do not provide any long term competitive advantage against multinational brands, along with the weakness of operational stability issues within the company itself due to restructuring and poor leadership decision-making.
[bookmark: _Toc236950522]2.3 Identification of Key Strengths and Weaknesses
Combined with the strategic macroeconomic environmental evaluation along with the internal evaluation assessment, the strengths and weaknesses can be further consolidated and presented in the form of a SWOT evaluation which expands upon the previously identified advantages and limitations.
	Strength
· Identified as the leading brand of non alcoholic beverages in the UK market (Diageo, 2025a)
· Diageo PLC is also maintaining a strong market position against rival competitors, showcasing immense SKU-specific strength in creating differentiation (Beeson, 2024).
	Weaknesses
· Internal brand IP cannibalisation risks with pricing inconsistencies (Inside, 2025).
· Quality and operational risk factors evidenced from the product recall (Diageo, 2025a).

	Opportunities
· Category-specific growth opportunity with a 7.9% annual compound growth rate on the non alcoholic beverage market (Grand View Research, 2026a).
· Opportunity to tackle pricing advantage on zero alcohol beverages as labelling requirements change based on dilution under new regulatory push (Bayley, 2026).
	Threats
· Rising multinational brand competition threatens market dominance in the UK.
· Restructuring and operational inconsistencies internally may weaken market resilience and reduce investor confidence (McDonnell, 2026).


[bookmark: _Toc236950541]Table 2: SWOT Analysis of Diageo PLC
(Source: Self-Designed in MS Word)
[bookmark: _Toc236950523]3. Comprehensive and holistic view of the organisation
[bookmark: _Toc236950524]3.1 Current CSR Strategies and Business Alignment
The core CSR strategy that Diageo PLC is currently aligning its business objectives with is called the Spirit of Progress, which has identified positive drinking, grain-to-glass sustainability and inclusion and diversity-specific areas for their development (Diageo, 2025a). Given that its CSR strategy has also influenced its subsequent marketing and product-building direction, with DRINKiq being a marketing tool that helps promote moderation in alcohol consumption, while its governance has centralised its decision-making and risk management strategies around areas of water stewardship and scope-wise emissions (Diageo, 2025b). Taking a look at important sustainability targets, Diageo PLC seems to be well on its way to reaching its 30% water efficiency optimisation target by 2030 since, in the last five years, it has already reached 15.8% (Diageo, 2025a). However, in the scope 1,2 and 3 emissions, the company's 2030 target remained a 50% and 26% reduction, which, compared to its last four years of progress being only 18.8% and 10.2%, shows reduced capabilities (Diageo, 2025a).
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[bookmark: _Toc236950537]Figure 3: Sustainability Performance
(Source: Diageo, 2025a)
This showcases that some of Diageo PLC’s sustainability is unrealistic and poses challenges to its long-term target realisation. This is especially relevant since the company has approved newer SBTI targets, showcasing a risk of failure to fulfil the targets due to current performance shrinkage (Diageo, 2025a). This appropriately aligns with Diageo PLC's principal risk framework acknowledging climate change and sustainability risk factors due to its effect on operational disruption as well as financial loss and reputational damage (Diageo, 2025b). Based on this observation, it can be argued that Diageo PLC's current sustainability measures are not fully keeping pace with its core business objectives.
[bookmark: _Toc236950525]3.2 Application of Balanced Scorecard
Using the balanced scorecard framework, the overall strategic position that Diageo PLC has been able to manage across its financial, customer, internal business process, as well as learning and growth areas can be clearly presented (Kaplan and Norton, 1992).
Financial
Diageo PLC is a leading producer of spirits and a manufacturer of alcoholic beverages in the UK but also in major international markets like North and Latin America, Europe, Africa and Asia Pacific (Diageo, 2025a). Although total net sales have seen an organic movement of 2% going up to $20,245m in 2025, the operating profit margin has seen a decline of around 28%, going from $6,001m to $4,335m in 2025 (Diageo, 2025a). However, a small margin of increase in organic sales remains concerningly low and explains the growth of Guinness 0.0 despite a portfolio larger than 200 brands, with notable names like Johnnie Walker and Guinness being among them (Diageo, 2025a).
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[bookmark: _Toc236950538]Figure 4: Sales and Profit Values
(Source: Diageo, 2025a)
This appropriately contextualises the central issue of profitability that is affecting Diageo PLC’s business. Although the organisation sees somewhat weaker demand change, its profitability strength has clearly showcased business alignment with its target for improving the non-alcoholic segment, but the risk of other traditional SKU declines shows poor market balance. Especially considering its initiatives on targeting mergers and acquisitions into non alcoholic categories, the objectives appear well aligned but highly tunnel-visioned for its leadership KPI of double-digit growth (Diageo, 2025a).
Customers
The core objective that Diageo PLC has set out for its customers is to be a leading brand of non alcoholic beverages for its customers, especially in the UK market (Diageo, 2025a). With its recently achieved performance index of leading the UK market in the non-alcoholic drinks segment, it can be argued that its current perspective is optimal in managing a high volume of growth in both sales and adoption (Diageo, 2025a). However, targeting adoption among the age group beyond the Gen Z and Millennial segment should be ideal, especially since its current initiatives, like securing retail partnerships with Waitrose or the Premier League, are positioned ideally to take advantage of such demographic segments (Drinkware, 2025; Neish, 2023).
Internal Business
A standardised business objective that Diageo PLC seems to follow for its internal business process is taste quality parity, with obvious support systems like its supply chain also requiring reliability (Diageo, 2025a). However, the security concern reported with the prior contamination-induced recall indicated that its performance indicator of zero product safety issues and supply chain constraint resolution is interrupted due to external market factors that are outside of Diageo PLC's control (Diageo, 2025a; Littler, 2025). However, its initiatives like investment in de-alcoholization technology may help to offset the immediate supply chain and quality risk factors. But in terms of internal business performance for sustainability, Diageo PLC has performed poorly in maintaining identified targets for scope-wise emission control. As a result of its moderately acceptable performance in water efficiency-related targets but poor performance in scope-wise emission performance, the company ended up revising their targets specifically for its scope-based targets. While the scope 3 target was extended to 2050, the scope 1 and 2 targets were extended to 2040 (Chapman, 2025). Especially since the company acknowledged its principal risks to include sustainability non-fulfilment issues, it can be argued that the organisation has strong ESG governance principles, but shifting macroeconomic environment realisation of its sustainable targets has become difficult, leading to a delayed target timeline.
Learning and Growth
In the context of setting out business objectives for long-term learning and growth, Diageo PLC seems to have focused more on capability building in alcohol adjacent categories, with performance indicators like the pace of no and low alcohol innovation being targeted as an initial strategy (Diageo, 2025a). Although the target set by the brand on sustaining one innovation in the no and low alcohol category is modest, its success with Guinness 0.0 and initiatives like mergers and acquisitions of Ritual indicates that the brand is confident in its current success to expand its target in the future.
[bookmark: _Toc236950526]4. Strategic choices and implementations 
[bookmark: _Toc236950527]4.1 Available strategic options
For determining the best strategic direction for the Diageo PLC’s range of UK beverages without alcohol content, Porter’s Generic Strategies tool could be utilized. The tool focuses on determining the type of strategy, like cost leadership, differentiation, or focus, which an organization should adopt. With regard to external and internal analysis, it is evident that Diageo's main competitive advantages lie in brand reputation, innovation capacity, and global distribution network. Therefore, it follows that each proposed strategy needs to be carefully appraised as far as its appropriateness is concerned.
· Cost leadership strategy 
Cost leadership is an approach that seeks to gain competitive advantage by producing at lower costs compared to competitors and selling its products at lower prices (Jerab, and Mabrouk, 2023). Nevertheless, the cost leadership approach is not appropriate for Diageo’s beverages division because the company has been competing through premiumization as opposed to cost-based competitions. Guinness 0.0, Gordon's 0.0, and Tanqueray 0.0 are among the alcoholic brands that derive value by leveraging their brand heritage, conveying a certain perception of quality, and building strong customer relationships based on trust. 
Despite the fact that the cost-of-living crisis in the UK has made consumers more sensitive about price, pricing strategies that will involve lowering prices in order to compete may make it harder for Diageo to remain a premium brand (Diageo, 2021). Furthermore, big rival companies, like Heineken and Pernod Ricard work along same operational capabilities; therefore, competition on a pricing basis is not a lasting way of doing business. Thus, even though cost leadership is associated with higher operational efficiency it does not give Diageo a competitive edge that can last in long run.
· Differentiation strategy 
Differentiation strategy is a very good choice for Diageo; since, it fits the company’s existing strengths and competitive positioning (Hoogers et al. 2023). The company’s brand portfolio gives an edge to the firm as consumers are aware of and have confidence in their products. For instance, the product Guinness 0.0 derives its strength from well-known Guinness brand in the market and changing consumer trends toward non-alcoholic drinks.
Differentiation can be done in various aspects such as:
· Brand history: Already existing brand creates consumer trust than the relatively new alcohol-free brands.
· Quality: By maintaining similar taste as the conventional drink, customers can be satisfied.
· Innovations: Through de-alcoholising technology and new products, a company can boost competitiveness in the market (Yabaci Karaoglan et al. 2022).
· Sustainability: Enhanced environmental responsibility can be attractive to consumers.
Expanding non-alcoholic beverage consumption in United Kingdom supports this decision greatly. There is forecast of non-alcoholic drinks market's growth at around 7.9% every year indicating a remarkable potential for innovative and powerful companies in the future (Statista, 2026).
· Focus strategy
A focus strategy could prove beneficial by concentrating on particular segments of customers, including health-oriented customers, Generation Z, and Millennials. It is noted that about 45 percent of consumers in the United Kingdom have increased their consumption of non-alcoholic and low alcoholic drinks as compared to 22 percent who had done this four years ago (Fathin et al. 2023). In addition, 64 percent of consumers reduced their alcohol consumption due to health considerations. The limitation of a focus strategy is that it will limit Diageo’s growth opportunities as non-alcoholic drinks are gaining mass appeal. Hence, segmenting customers ought to assist in showcasing various features and not serve as a complete stand-in for differentiation. 
	Strategy
	Suitability
	Strategic evaluation

	Cost Leadership
	Low
	Could reduce premium brand value and create price competition

	Differentiation
	High
	Uses brand strength, innovation, quality and sustainability

	Focus Strategy
	Moderate
	Useful for targeting mindful drinkers but limits wider market growth


[bookmark: _Toc236950542]Table 3: Evaluation of porter’s generic strategies for Diageo UK non-alcoholic beverages
(Source: Created by learner in Ms-Word)
[bookmark: _Toc236950528]4.2 Recommended strategy: Differentiation-led growth strategy
From the strategic assessment, it would be recommended that Diageo follows a growth strategy where it develops innovative and premium non-alcoholic beverages that are sustainable. The strategy enables Diageo to capitalize on its best resources as well as adapting to changes in consumer behaviour.
The strategy can be applied in three main aspects:
· Initially, Diageo should concentrate more on creating premium non-alcoholic drinks. Guinness 0.0 is evidence that there is a ready market since it has been reported that the drink accounted for 53% of Guinness drinks sold on the Ocado retail platform (The Grocer, 2026). This suggests that consumers are prepared to shift to non-alcohol alternatives if they trust the brand.
· Secondly, Diageo must enhance its innovation capacity. While technologies for production are getting accessible to the competition, integration of technologies with brand power can lead to differentiation (Keiningham et al. 2020). There are different categories of new products such as functional beverages and lifestyle-oriented beverages.
· Thirdly, sustainability ought to be incorporated into the positioning of products. The Spirit of Progress framework of Diageo acts as the basis of such sustainability due to its efforts towards water efficiency, reducing carbon footprint, and sustainable consumption. Sustainability ought to be linked with non-alcoholic products.
[bookmark: _Toc236950529]4.3 Strategic validation frameworks
4.3.1 Porter’s five forces analysis
	Force
	Market situation
	Strategic implication
	Force
	Market situation

	Competitive rivalry
	High competition from Heineken 0.0, Pernod Ricard and specialist brands
	Differentiation is required to protect market position
	Competitive rivalry
	High competition from Heineken 0.0, Pernod Ricard and specialist brands

	Buyer power
	High due to many consumer alternatives
	Strong brand value and quality perception are necessary
	Buyer power
	High due to many consumer alternatives

	Threat of substitutes
	High from soft drinks, functional beverages and wellness products
	Continuous innovation is required
	Threat of substitutes
	High from soft drinks, functional beverages and wellness products

	Threat of new entrants
	Moderate due to improving beverage technology
	Brand equity provides protection
	Threat of new entrants
	Moderate due to improving beverage technology

	Supplier power
	Moderate due to production and ingredient requirements
	Efficient supply chain management is important
	Supplier power
	Moderate due to production and ingredient requirements


[bookmark: _Toc236950543]Table 4: Porter’s five forces implications for Diageo UK non-alcoholic beverages
(Source: Created by learner in Ms-Word)
[bookmark: _Toc236950530]4.3.2 Ansoff matrix
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[bookmark: _Toc236950539]Figure 5: Ansoff matrix 
(Source: Created by learner in Ms-Word)
The best choice for Diageo would be the Product Development Strategy and the Market Development Strategy since it helps in using their present brand strengths and customer awareness to meet the increasing demands of the British market for soft drinks.
[bookmark: _Toc236950531]4.4 Implementation plan 
	Time period
	Strategic actions
	Expected outcomes

	Short term (0–12 months)
	Expand digital marketing, conduct consumer research, improve communication of responsible drinking benefits
	Increased awareness and stronger consumer engagement (Wen, and Södergren, 2025)

	Medium term (1–3 years)
	Launch innovative alcohol-free products and improve sustainability practices
	Higher market share and stronger differentiation

	Long term (3–5 years)
	Establish Diageo as a leading UK non-alcoholic beverage provider
	Sustainable competitive advantage and category leadership


[bookmark: _Toc236950544]Table 5: Implementation plan 
(Source: Created by learner in Ms-Word)
[bookmark: _Toc236950532]4.5 Implementation challenges and solutions 
	Challenge
	Strategic risk
	Proposed solution

	Strong competition from global and specialist brands
	Loss of market share
	Continuous innovation and stronger differentiation

	Consumer perception of Diageo as an alcohol-focused company
	Reduced trust among wellness consumers
	Increase responsible drinking campaigns and transparency

	High production and technology costs
	Reduced profitability
	Improve operational efficiency and supply chain management

	Maintaining taste quality in alcohol-free products
	Lower customer acceptance
	Invest in research and advanced production technology


[bookmark: _Toc236950545]Table 6: Implementation challenges and solutions
(Source: Created by learner in Ms-Word)
In summary, growth strategy based on differentiation will give best fit for Diageo in UK non-alcoholic beverages business. This will capitalize on Diageo's strengths, while considering opportunities that have been created in market due to changed consumer behaviour.


[bookmark: _Toc236950533]Section 2: Reflective Account
Using Kolb's reflective cycle model described, this reflective exercise examines and critically presents the learning experience and the broader process of conducting the research for the report.
Concrete Experience:
In order to complete the Business Report and strategic analysis, I have first undertaken a thorough research on notable business models, industries in the UK market, along with notable brands across some of the most successful product and service categories. In doing so, I realised that my screening process highlighted multiple potential businesses that can be used as the focus for this strategic analysis. Especially the importance of maintaining academic rigour and evidence-based justification, I observed that the selection of the business and its reported data were crucial for preparing the work. Moreover, as I continue to undertake my personal analysis on the research work itself regarding the business model and the products and performance of Diageo PLC, I realised how my interpretations were falling short on providing the needed criticality instead of simply reiterating the observations I have made from the reports. As a result, I decided to reflect more thoroughly on adding interpretations and discussions of the evidence I have presented. Reflecting on this experience, I have identified a few approaches that I have taken before which required improvements so that such mistakes do not happen again.
Reflective Observation:
Although I initially expected my analysis process to involve organization specific data only which is why I collected and thoroughly analyse Diageo's annual report and published risk report to gain a better understanding of the company's challenges and opportunities, I soon realized that my understanding was mistaken as a broader industry specific analysis required me to also consider competitor brands and their product and service positioning in the UK market as well. I understood that in order for the strategic analysis and the research process to be thorough and supported with updated information, I had taken a much more critical approach which synthesises evidence rather than following a descriptive approach (Suleimanova and Lykova, 2023). Considering that I understand that holistic analysis is important for preparing such a business report, I believe that I misunderstood such academic work due to its overly concept-specific emphasis in its assignment requirements, which made me believe that the focus on the business itself is prioritised over justification and the rationale of the discussion that is required to reach that conclusion.
Abstract Conceptualisation:
Reflecting on this experience of conducting the research, familiarisation with the concepts covered in the available evidence and then writing the preliminary structure and then the critical analysis across the required Business Report made me realise that, similar to my approach to writing, I could improve my approach to learning and critical synthesis as well. This experience has given me an opportunity to understand that I should have a focus on reading the published report and information from the organisation while actively questioning its practicality against the business objectives and my organisational analysis focus. This constructive process of writing would have helped me build my critical arguments more cohesively (Spivey, 1990). This would have not only provided me with better criticality right away when preparing the report materials but would have also helped to note down the most important findings from the available information to structure my report around them. Reflecting on the process of my preparation for this business report has also given me an opportunity to understand that I emphasised excessively on preparing report materials, which led me to misunderstand and shift my focus away from examining deeper into the reported evidence. This has meant that although I improved and amended many of my writing to keep it critical, my analysis could have benefited from deeper insights into the non-alcoholic beverage market of the UK and could have used more supporting evidence instead of business-specific data.
Active Experimentation:
This understanding has made me realise I can focus more on critical analysis and depth in future when I conduct more independent study and research into business cases and organisational examples. I have decided that going forward I will first identify the key areas of inquiry for my business report before studying the independent data and reports published publicly. I will then bring the identified inquiries and the evidence I have analysed together to highlight specific areas which require more inquiries and analysis and areas which showcase sufficient clarity to report on their observations. This way I will be able to maintain criticality in every aspect of my Business Report writing while also improving my own understanding of the concepts.
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